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Abstract

Purpose: Human activities tend to burst at specific times, followed by long dormant 
periods. This study aims to show whether an entropy measure of non-Poisson trading 
patterns has advantages over the canonical recency, frequency, and monetary value 
framework in customer churn prediction.   

Design/methodology/approach: This study analyzes detailed trading records, as well 
as the demographic profiles of 486,049 customers from a major securities company in 
Korea and explore the extent to which a measure of clustered purchases is linked to 
customers’ future dormant status. Motivated by the recent development of statistical 
learning techniques, I employ three different classification methods: (a) logistic 
regression, (b) a gradient boosting classification tree, and (c) a neural network. 

Findings: The LASSO logistic regression, the information gain metric in gradient 
boosting decision trees, and the relative importance method in neural networks all lend 
support to the conclusion that the clumpiness measure of trade clustering plays a 
significant role in explaining customers’ future churning. Furthermore, recently 
developed machine learning techniques reduces churn prediction errors to a greater 
extent. 

Practical implications: The top decile lift is at least five times as large as the sample 
attrition rate, meaning that the density of churned customers in the top decile is five 
times the density of churned customers in the sample, at the very least. The magnitude 
of the observed top decile lift demonstrates that the estimated model can be effectively 
used for targeting a customer group in retention campaigns. 

Originality/value: Traditional survey-based perception-like metrics such as brand 
recognition, satisfaction, trust, and loyalty target at small and selected groups of 
customers, and thus, do not capture the true value of customers in the population. On the 
contrary, this study analyzes an extensive data set using up-to-date quantitative 
techniques and show that a metric-based parsimonious RFMC approach coupled with 
machine learning techniques can be effectively used to better gauge customer lifetime 
value. 
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Abstract 

Purpose – This paper investigates the influence of music video attributes on social media 
engagements at the YouTube platform. 

Design/methodology/approach – After the release of an official video, an artist can consider 
whether to upload the derivative versions (live, featuring, and audio) of a music video on 
YouTube. The authors investigate the effect of sequential videos on social engagements using a 
two-step approach. First, the authors suggest a model explain how the reactions to the official 
video affect the number of derivative videos of the same music.  Second, the authors test how 
music video attributes of a derivative music video contribute to facilitating social media 
engagements for the song (i.e., likes, dislikes, and comments). Our research model uses 4,222 
songs uploaded from May 2016 to April 2019 by 114 artists who own YouTube channel.   

Findings – The empirical results for the first step reveal that an artist whose experience less than
ten years more actively releases a derivative video at YouTube channel. In addition, the number 
of derivative videos increases as the ratio of "comments" to video views on the official music 
video increases. For the second step, we find that the extent of positive social engagements -
“likes” and “comments” to total views increases for the live version of derivative videos, while 
decreases with respect to audio-only videos.     

Practical implications – For artists who wish to build a relationship with their fans consider 
creating derivative videos after launching an official music video. Our result suggests that highly 
involved music fans may show the active type of social engagements such as leaving a comment 
for the live-type of follow-up videos.  

Originality/value – By adopting video-level and song-level analysis, the research offers 
empirical evidence regarding how the social media engagements can vary depending on video 
attributes. Our findings suggest that Youtube creators need a strategic approach in channel 
management and account into the visual-focused platform characteristics to enhance the quality 
of social engagements. 

Keywords: Social Media, YouTube, Social Engagements, YouTube Video Attribute 
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A Study on the Para-social Identification Mediation Effect
between Narrative Music and Attitudes on the Disabled When Using Visual Stimuli

The power of stories is that they can easily place people into familiar situations. This is 

because they have a structure that allows us to organize often vast amounts of information. This 

capacity therefore can facilitate how consumers process information and further increase 

persuasion. The use of narratives therefore can be found in advertising as well as in branded 

content such as a promotional film. One of the key concepts found within narratives is that of 

“transportation.” Transportation refers to the high immersion by consumers who, like with the 

well-known concept of flow (Csikszentmihalyi, 1975) can “lose” themselves in the narrative 

content (Green and Brock, 2000, p. 702).

In general, when people are highly transported or immersed in a story, they would have 

less critical, but rather, a more positive attitude toward a protagonist and story. Also, if an 

advertising is framed within a narrative, the viewers tend to evaluate a product depicted in the ad

more positively (Green and Brock. 2002). For these reasons, many studies in advertising and 

marketing fields have argued that narratives can be powerful persuasion strategies. Until now,

the majority of advertising or marketing studies regarding narratives have based it on the 

chronology (Polkinghorne, 1991) and causality (Escalas, 2004) of a story. However, if the 

medium used for a story is a video, the understanding of the narrative can be influenced not just 

by the structure of a story, but also various other factors such as music, lighting, facial 

expressions, or body language. Music in particular is considered as a key factor that forms the 
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mood and immersion of viewers of a film (Hoeckner, Wyatt, Decety, and Nusbaum, 2011; Shevy, 

2007; Tan, Spackman and Wakefield, 2008).

Hoeckner and his colleagues (2011) provide an interesting investigation where they used 

different types of background music (thriller and melodrama) to see how they affected viewers’ 

evaluation of the shown character’s likability and perception of their thoughts. Shevy (2007) also 

has shown that different music can influence the overall mood (e.g. make it positive or negative) 

of a film that has a complex narrative and its overall evaluation. Generally, music is a basic 

source of emotion of a film (Cohen, 2001) and acts as an antecedent for viewers’ empathetic 

interest and accuracy (Hoeckner et al., 2011).

Based on the extant knowledge about the impact of music on film, this study aims to 

examine the effect of different music (inspiring vs. sad) types and how they influence consumer 

response to visual information by conducting two online experiments. More specifically, this 

study is designed to test if inspiring or sad music causes para-social responses to a protagonist, 

who is a disabled person working at a social enterprise. Furthermore, this research attempts to 

examine the mediating effect of empathy on the formation of prosocial attitudes on people of 

diversity and companies that promote it.

Extending from related theoretical literature in media psychology, we predict that positive 

background music will help to shape the narrative of the film and therefore elicit in turn higher 

emotional consumer response to a short film as compared to the same visual stimuli that has no

music. Somewhat surprisingly, negative background music will be also more influential to 

consumers’ attitude towards a protagonist as compared to the same visual stimuli that has no 

music. We also predict that each background music will draw different types of emotional 

response to visual stimuli. The findings of this study will broaden theoretical views in marketing
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in terms of empathetic response to the interaction between specific components of video and 

audio representation, which until now has received relatively less attention.
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An Investigation of Destination Service Quality and Tourism App Use on 
Perceived Coolness and Revisit Intention

Extended Abstract

City politicians and planners around the world constantly seek to bring in more tourists and 

entrepreneurs to promote their local businesses and domestic economies. There exists a myriad 

of ways city officials attempt to attract visitors from festivals and fireworks displays to citywide 

initiatives and awareness programs. This study takes a look at a destination’s perceived coolness, 

how it is manifested through destination service quality and tourist app use, and how it affects an 

individual’s revisit intention based on structural and interpersonal constraints. 

Research has regarded destination image as an important construct that can lead to 

memorable tourism experiences and ultimately revisit intention (Tan, 2017; Zhang, Wu, and 

Buhalis, 2017). Destination-country image on a micro scale; that is an image of having natural 

attractions, cultural attractions, and service facilities; has been shown to manifest intentions to 

revisit a destination of choice (Zhang, Xu, Leung, and Cai, 2016). To set a destination apart, 

promoting an image of uniqueness is critical in order to provide a foundation to begin to 

establish competitive advantage over other destinations. Such uniqueness can improve the 

tourists’ perception of value for a destination (Mostafavi Shirazi and Mat Som, 2013). Chen and 

Chou (2019) indicated that the perceived coolness of a destination consists of its uniqueness, 

identification, and attractiveness. The coolness of a specific product, as in apparel, can also 

include its innovativeness, stylishness, and authenticity as well (Runyan, Noh, and Mosier, 2013).

A destination that has high levels of perceived coolness can increase a tourists’ satisfaction 

(Ridhani and Roostika, 2020), and it naturally follows that satisfaction leads to an individual’s 

increased intention to revisit (Um, Chon, and Ro, 2006).  
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In order to achieve competitive advantage over other destinations, the concept of 

destination service quality (DSQ) provides dimensions such as accommodation, local transport, 

cleanliness, hospitality, activities, language communication, and airport services (Kozak, 2001; 

and Fyall, 2015), and these dimensions provide a platform for uniqueness and 

attractiveness for a destination. DSQ is a critical aspect in tourist satisfaction which influences 

revisit intention (Abdulla, Khalifa, Abuelhassan, and Ghosh, 2019).

Key components in the perceived coolness include innovativeness (Runyan, Noh, and 

Mosier, 2013), excellence (Mohiuddin, Gordon, Magee, and Lee, 2016), autonomy (i.e. the 

ability to follow your own path) (Warren and Campbell, 2014), and usefulness (Runyan, Noh, 

and Mosier, 2013). With the advent of smart devices, applications have become an important 

aspect for tourists to research and plan their trips, get travel information, book tickets and 

accommodations, find local hotspots, discover unique restaurants, provide spontaneous activities 

for visitors, and much more (Dickenson, Ghali, Cherrett, Speed, Davies, and Norgate, 2012; 

Hwang, 2011; Wang, Park, and Fesenmaier, 2012). Google Maps provides recommendations on 

how to get to and from various locations and also gives suggestions on what to eat or where to go 

sightseeing. Facebook, Instagram, and Twitter are all examples of social media where tourists 

can go to share experiences and learn about others’ experiences in their choice destinations. 

Some tourist hotspots even have digital apps that provide information and discounts to tourists 

who utilize their apps. Perceived coolness of mobile devices can be determined by the 

attractiveness, originality, subcultural appeal, and the utility of using the device (Kim, Shin, and 

Park, 2015), and this is due in large part to the software that is installed. Hahn, Yoon, and Kim 

(2014) provided four characteristics that affect a tourist’s intentions to use tourist apps including 

perceived enjoyment, perceived ease of use, perceived usefulness, and perceived cost savings;
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and the authors also suggested that apps providing such features to users can be of huge benefit 

in tourism industry marketing efforts.

Tourists are often constrained by various factors which can act as dampeners toward their 

intention to revisit a location (Tan, 2016). This study explores interpersonal constraints, such as 

those resulting from fear, boredom, or lack of social interaction, and structural constraints, such 

as insufficient facilities, access, money, time, etc. (Alexandris, Funk, and Pritchard, 2011; Tan 

2016); and whether these constraints create a dampening effect on an individual’s intention to 

revisit despite high levels of perceived coolness for a destination.

The research model for this study is presented in Figure 1.

Figure 1. Research Model
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The hypotheses proposed in this study are as follows:

H1 – Individuals experiencing higher degrees of satisfaction with (a) accommodation, (b) 

local transport, (c) cleanliness, (d) hospitality, (e) activities, (f) language communication, and (g) 

airport services have higher degrees of perceived coolness for a destination than individuals 

experiencing lower degrees of satisfaction.

H2- Individuals experiencing higher degrees of (a) enjoyment, (b) ease of use, (c) 

usefulness, and (d) cost savings from tourism app use on their mobile devices have higher 

degrees of perceived coolness for a destination than individuals experiencing lower degrees.

H3 – Individuals experiencing higher degrees of perceived coolness for a destination 

have higher degrees of revisit intention than individuals experiencing lower degrees.

H4 – Constraints have a dampening effect on the relationship between perceived coolness 

for a destination and revisit intention.

Keywords: destination service quality, tourism app use, perceived coolness, revisit intention, 
constraints
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The Role of Live Streaming in Building Customer Trust and Purchase 
Intention in Live Streaming: 

The Moderating Effect of Generation Types

Guo Yishan 
Master Candidate, College of Business, Pusan National University

Jong-Kuk Shin  
Professor, College of Business, Pusan National University

Abstract
In recent years, retailers have adapted various technologies to attract and engage the customers. 
The future of retailing is becoming an important issue of researchers and retailers because the 
whole retailing environment is dynamic for the progress in science and technologies. While
online shopping is becoming popular around the world, new retailing technology innovations 
provides the huge chance for retailer but also potential risk. Since these technologies give 
consumers chance to purchase products with lower price, causing traditional retailers is at a
“tipping point”. In this case, retailers started to realize that the innovation of retailing is the most 
important work under the new retailing environment. 

Live streaming is the new tool of the new retailing and has been used as a selling tool by 
many big company and also small individual sellers. While mobile application is predicted as 
the most powerful tool of e-commerce, live streaming is relatively little known compared to 
another e-commerce platform. However, live streaming helps retailers to attract more potential 
customer and has it influential power more than predicted. Therefore, this paper will focus on 
the impact of live streaming on purchase intention and examine the relationship between
customer value of live streaming and customer trust in products. Utilitarian value and hedonic 
value will be conducted in this study as both of them are proved to have a positive relation to 
purchase intention, thus we posit they will have positive relation to customer trust in product on 
live streaming context. 

In addition, as the new tool of new technology, live streaming has its unique attractiveness on 
young generation because most of them are especially technology-oriented and rely on the 
internet more than older generations. Which make them are willing to accept novel and special 
issue and they are more likely to get into the new things than the others. The customers of 
young generation always require an impressive and special shopping experience because of 
their multichannel source of information, and the place of shopping keep changing which forced 
the retailers to change their strategy. Furthermore, young generation customers have their 
potential power to influence the whole market because they are the future of the world, which 
means, the future of retailing should take a closer look at them, in order to develop the effective 
strategies. Thus, this study will examine the different generation type’s effect on the relationship 
between live streaming and online purchase intention. 

Key words: Live streaming shopping, Millennials, Generation Z
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The effect of the consistency between review sidedness and ratings on the helpfulness of online re
view 

Wang Hui-Min 1*, Lee Kyung-Tag1

1 School of management, Yeungnam University, Korea

*

Online product reviews (which called as electrical word of mouth (eWOM) play an important role in consumers
` attitude and purchasing decisions. Consumers commonly rely on online reviews as a trusted source to seek qua
lity information and have the purchase decisions (Ryan et al., 2017; Zhu and Zhang, 2010). According the findin
gs of Freedman (2008), 98 percent of shoppers read reviews on retailers’ websites before their purchase behavio
r and 81% of customers rely reviews to foster decision making in all stages of the shopping process. They use cu
stomer reviews to decide between two to three products or to confirm that their final selection is the right one. It 
is estimated that Amazon stands to gain an additional 2.7 billion dollars by inserting the question: “Was this revi
ew helpful to you?” (Spool, 2009; Huang et al 2018) next to product review information. For this reasons, e-
commerce owners always need consumers to write reviews that potential consumers perceived helpful and persu
ades them to buy. Consequently, it is important to understand what makes online reviews helpful and persuasive 
for consumers.

Argument about review sidedness

Reviews sidedness as the content-based feature (Chen, 2016) is considered as one of the central factors 
of evaluation on online review credibility (Chuang et al., 2012). It refers to the style of argumentation 
within the review content, and whether it is one-sided or two-sided. A one-sided reviews show only on
e-sided opinion (e.g. only positive or only negative); and two-sided review would show both negative a
nd positive opinions in one review. (Chen, 2016). But, there are many arguments about which kind of 
review sidedness will be more favored by consumers. Generally, in many marketing literatures there had 
been showed that two-sided messages often perceived as more informativeness (Ruiz-Mafe et al., 2018), more 
believable (Kamins and Lawrence, 1988) and unbiased (Chuang et al., 2012) than one-sided messages. Although, 
as two-sided message will often perceived as more complicated than one-sided ones, Many researches have 
proved that one-sided reviews will be perceived as more helpful, more trustworthy and more credible than two-
sided reviews, and they proposed that review sites should favor content over balance (Pentina et al., 2015; 
Connors et al., 2011; Forman et al., 2008).

Because these mixed findings in the above researches didn`t show us a conclusive evidence that whether one-or-
two-sided reviews messages be favored by consumers. This is also the unsolved question to be solved.

Argument about Extreme or moderate ratings

Product ratings, often manifested by star ratings of products, provide very important information for potential cu
stomers’ purchase decisions (Chevalier and Mayzlin, 2006). Extremely ratings one star or five stars
display an extreme opinion (negative or positive) about a product or service a customer has purchased or experie
nced. In the previous studies there also have mixed opinion about which kind of ratings will be preferr
ed more helpful. Many researchers conduct that compared with moderate ratings, extreme ratings are pe
rceived less ambiguous and more diagnostic, and which will be more likely to be voted as more helpf
ul for consumers` decision process. However, there are also many researcher who put forward different

views in their researches. They claimed that for online review helpfulness, extreme ratings are associat
ed with low levels of helpfulness for consumers.  
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According to the fit theory, this theory explained a message objective and its information presentation f
ormat should correspond or “fit” to achieve a superior performance. In the context of persuasion, a bet
ter fit message will lead to higher persuasion (Park and Kim, 2008; Xu et al, 2015). In our research 
we proposed that “Fit” between ratings and texts sidedness means a kind of consistency, which will pr
ovide readers with a consistent direction in evaluation of this product or service. In our research we c
onducted the importance of consistency between ratings and contents sidedness in online review.

H1a: For two-sided reviews, consumers will perceived usefulness only when rating moderately.

H1b: For one-sided reviews, consumers will perceived usefulness only when rating extremely.

Moderating effect of re regulatory focus

Regulatory focus theory was first proposed by Higgins (1997) to interpret individuals’ personality traits
and explained by many researchers to address ‘goal orientation’ to predict how consumers choose bet

ween actions (Chernev, 2004). It was identifies promotion and prevention as two independent self-regul
atory focus (Kao, 2012). Generally, people with a promotion orientation would focus on individual achi
evement which tend to pay more attention to positive information that emphasizes the presence or abse
nce of gain-related outcomes, while, conversely, people with a prevention orientation would focus on pr
eventing loses which tend to have a higher sensitivity to negative information that emphasizes the pres
ence or absence of loss-related outcomes (Keller 2008).

H2a: For people with a prevention focus, they will perceived more usefulness when “fit” achieved bet
ween rating moderately and two-sided reviews.

H2b: For people with a promotion focus, they will perceived more usefulness when “fit” achieved bet
ween rating extremely and one-sided reviews.
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Human Beings versus Artificially Intelligent Agents: 

Resisting Technology in Distinctive Human Capacity Areas 

ABSTRACT

In this research, the authors sought to answer the fundamental question of when and 

why people are reluctant to accept artificial agent (AA) recommendations. Through seven 

experiments, including one field experiment and two supplementary studies, consumers were 

consistently reluctant to accept AA recommendations when the consumption motivation was 

imbued with symbolic meaning in the brand. Because symbolic consumption is proved as a

distinctively human area, the AA intervention caused the consumers to experience discomfort. 

The study findings revealed interaction effects between the recommendation agent (AA vs. 

human) and the consumption goal type (symbolic vs. functional) on consumers’ attitudes in a 

specific brand, which were revealed in the serial mediation model. Specifically, consumers’ 

reluctance toward AAs was first explained by their cognitive process of judging 

distinctiveness infringement and, then, by their emotional process of producing perceived 

discomfort. People with strong beliefs in human distinctiveness expressed greater resistance 

to AA recommendations for symbolic brands. These findings contribute to the literature on 

the psychology of AA recommendation and consumer decision-making, and this article 

discusses the practical implications for future branding in the perspectives of a changing 

consumer market place. 

Keywords: artificial agent, recommendation system, consumption goal, symbolic brand, 

human distinctive area, discomfort 
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The Impact of Type of Design in Product Concept Demonstration on Firm Value 

Taewan Kim
Sungkyunkwan University

Ravi Chitturi, Siva Sivakumar
Lehigh University

Abstract

Extant research on product concept demonstration has not considered the important role of 
design in influencing firm value. To address this gap in the literature, this research examines 
the role of design (utilitarian versus hedonic) on firm value and explores some boundary 
conditions of this effect. The findings show that hedonic design has a more favorable impact 
than utilitarian design on firm value. Furthermore, the incremental advantage of hedonic 
design over utilitarian design is more for luxury cars (compared to non-luxury cars), when 
the trade show is located in collectivistic country locations, and for more expensive 
automobiles. The implications for automobile manufacturers and industry associations are 
discussed.
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How Green Advertising Types Influence the Green Purchase Intention:
The Moderating Effect of Customer Knowledge and NFC

Jong-Kuk Shin  
Professor, College of Business, Pusan National University

Wang Ting 
Master Candidate, College of Business, Pusan National University

Abstract
With the global problems such as environmental pollution and energy shortage continues to 

ferment and spread, ecological problems and environmental problems are receiving more and 
more attention from consumers, enterprises and governments. Therefore, it is necessary to 
establish a co-existing relationship between human and nature. In this situation, more and more 
advertisers have changed their attention to the field of green advertising. Recently,
entertainment is being highly ranked in various field as people are supposing the entertainment 
is the first of their life, which is also advancing the development and popularity of entertainment 
economy. One of the features of general green advertising is it always show the serious reality 
to the customer and it turn the whole advertisement becoming too true to be accepted. It also 
resulted to the green advertisement is becoming more difficult to attract consumer’ attention 
than before. And with the changes of the advertising types, the consumer are more likely to 
choose the advertising with entertainment-orientation., but green advertising still stays at the 
traditional level of persuasion. Thus, the form of green advertising should be innovated 
according to the changes of the current environment.  

Moreover, entertainment green advertising is based on the combination of entertainment and 
green, through exaggeration or humor and other form of entertainment to persuade consumers to 
accept green product and make green purchase decision. Therefore, it is necessary not only to 
clarify the impact of entertainment-oriented green advertising on consumer purchasing 
intention, but also need to consider the factors that influence entertainment-oriented green 
advertising on consumer purchase intention and how these influencing factors work.  

This study will examine the entertainment-oriented green advertising, and will introduce 
consumer knowledge and NFC(need for cognition) as a moderator variable to specify explain 
the impact of entertainment-oriented green advertising on consumers' green purchase intention, 
through this research, it also will help advertisers and companies to better understand the 
difference in process of green purchase of consumer, which is conducive to enhance the 
dissemination effect of green advertising and improve sales performance and market 
competitiveness. Entertainment-oriented green advertising will also promote consumers to form 
a green lifestyle and positive green consumption behavior. In order to test the hypotheses, this 

study will obtain 200 samples through two ways online and offline , and all of the constructs 
will be using 7 point scales, and questions used for the survey will be borrowed or adapted from 
previous research. A survey will be prepared in English and Chinese.   
Key words: green advertising, consumer emotion, consumer knowledge 
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