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Session 1. Algorithmic Strategy & Corporate Dynamics (90402%5)

Z}E - Inyoung Chae (SKKU)

Dong Soo Kim | ChungAng U

Myounggyu Lee Konkuk U Discovering consumer funnels via Bayesian knowledge expansion

Kyu Hong Han Political incongruency, R&D investment, and firm value:

2 Haejoon Shin Korea U The role of slack resources and CTO presence
Kyungdon ChOI KAIST Dual control in franchising:
3 Sung Hoon Kim Rutger U When headquarters enforces uniformity and when it encourages local creativity
Minki Kim KAIST
Eun Soo Kim U of Seoul
4 veonsoo Lee MIT The body speaks: The effects of machine—extracted body pose in image content
Hye Jin Kim KAIST

Ilyung Cheong U of Dublin




Discovering Consumer Funnels via Bayesian
Knowledge Expansion

Myounggu Lee(Konkuk University)
Dong Soo Kim(Chung—-Ang University)

Digital marketing systems are generally effective at predicting conversion among
consumers whose behaviors have been observed in the past. However, they remain
limited in their ability to uncover new demand structures. This limitation is increasingly
important, as high—frequency journey data now capture how consumers browse,
switch across applications, respond to promotions, and complete purchases across
multiple touchpoints. In this context, we argue that novelty should not be defined
simply as low—frequency behavior. Instead, it should be understood as a departure
from the support of existing marketing knowledge. Building on this perspective, this
research—in—progress proposes a Bayesian knowledge expansion framework. The
framework anchors learning in literature—derived behavioral archetypes while
introducing a Dirichlet process—based residual component to capture previously
unexplained journey patterns. To distinguish economically meaningful discoveries from
mere statistical noise, we further evaluate candidate funnels using three criteria: rarity,
revenue potential, and replicability. Overall, this study contributes a knowledge—space
perspective on funnel discovery and outlines a practical roadmap for empirical
implementation.

INAE
consumer funnels, customer journey, Bayesian nonparametrics, market segmentation, demand
discovery



Political Incongruency, R&D Investment, and
Firm Value: The Role of Slack Resources and
CTO Presence

Kyuhong Han(Korea University Business School, Korea University)
Haejoon Shin(Korea University Business School, Korea University)

This study investigates how political incongruency interacts with firms™ R&D
investment to influence firm value. Drawing on resource dependence theory and the
resource—based view, the study examines whether the negative joint effect of R&D
investment and political incongruency on firm value is amplified or mitigated when
firms differ in their levels of slack resources and presence of a chief technology
officer. Using data from U.S. public firms from 1992 to 2022, the analysis shows that
R&D investment is associated with lower firm value when combined with higher
political incongruency. This negative interaction effect is weakened when firms
possess greater slack resources or have a chief technology officer in place. The
findings highlight the importance of firms’ political positioning in shaping the market’s
evaluation of innovation activities and underscore the roles of organizational resources
and technological leadership in mitigating risks arising from political misalignment.

el )=

Political incongruency, R&D investment, Slack resources, CTO



Dual Control in Franchising: When Headquarters
Enforces Uniformity and When It Encourages
Local Creativity

Kyungdon Choi (KAIST)
Sung Hoon Kim (Rutger U)
Minki Kim (KAIST)

Franchise brands grow by promising a reliable customer experience at scale, yet
they operate through geographically dispersed stores where day-to—day execution
varies and monitoring is costly. As systems expand, headquarters must solve a dual
problem: preventing quality drift that damages the brand while also recognizing when
local deviations reflect useful adaptation that can be learned from and scaled. We
develop an empirics—first framework that turns publicly available voice—of-consumer
(VoC) data into store-level signals for both governance and growth. Using online
reviews, the framework extracts customer—perceived quality dimensions that are
directly linked to overall evaluations, maps stores in an interpretable perceptual space,
and flags atypical stores as potential non—standardized stores. It then compares rating
distributions of standardized and outlier stores to classify the system into four
standardization states and derive targeted managerial actions for each. An application
to Jack in the Box using Google Maps reviews identifies ‘Food’, ‘Attitude’, and
‘Service & Environment’ as key dimensions and reveals a two-sided non-standardized
system, with negative outliers concentrated among franchised stores and positive
outliers more common among company—operated stores. The framework provides a

scalable way to balance standardization with local responsiveness.

INAHE
franchise quality standardization; voice of consumer; online reviews; perceptual mapping;
anomaly detection; franchise governance



The body speaks: The effects of
machine—extracted body pose in image content

Eun Soo Kim (U of Seoul)
Yeonsoo Lee (MIT)

Hye Jin Kim (KAIST)

llyung Cheong (U of Dublin)

The human body plays an important role in nonverbal communication, yet its
influence in marketing contexts remains underexplored. Using two large—scale fashion
image datasets, this research examines how body pose shapes social media
engagement. We find that expansiveness and sitting forms (vs. natural standing) are
positively associated with social media engagement. An online experiment was
conducted to further establish causality and identify potential underlying mechanisms.
These findings highlight body pose as a meaningful visual element that marketers can
strategically leverage to enhance the effectiveness of visual content.
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The Effect of Communication Style on
Consumer Acceptance: The Moderated
Mediation Role of Temporal Distance and
Affective Trust

Mol&(2Z et BFsn Tu)
SHS(RAUED ZEED W)

This study examines how Al chatbot communication style influences consumer
acceptance of chatbot recommendations through affective trust, and how this process
varies depending on temporal distance. Focusing on two conversational styles,
turn—taking and grounding, this study argues that grounding—based communication
provides stronger signals of responsiveness, confirmation, and understanding than
turn—taking—based communication. As a result, consumers are more likely to perceive
the chatbot as affectively trustworthy, which in turn increases their acceptance of the
chatbot’s recommendation. Drawing on the Computers Are Social Actors perspective
and construal level theory, this study further proposes that temporal distance
functions as an important boundary condition in this process. Specifically, when
consumers make decisions for the distant future rather than the near future, they may
rely more strongly on abstract and relational cues, such as whether the chatbot
appears caring, understanding, and trustworthy. Therefore, the effect of chatbot
communication style on affective trust and the subsequent effect of affective trust on
consumer acceptance are expected to be stronger under distant temporal distance.

To test the proposed model, a 2 x 2 between-subjects experiment was conducted
using an Al travel recommendation chatbot scenario. Communication style was
manipulated as turn-taking versus grounding, and temporal distance was manipulated
as near future versus distant future. The results show that communication style
significantly increased affective trust, and affective trust positively influenced
consumer acceptance. However, the direct effect of communication style on
consumer acceptance was not significant, suggesting that affective trust serves as a
key psychological mechanism linking chatbot communication style to consumer
acceptance. The moderated mediation analysis further revealed that temporal distance
significantly moderated both the relationship between communication style and
affective trust and the relationship between affective trust and consumer acceptance.
The conditional indirect effect of communication style on consumer acceptance
through affective trust was not significant in the near—future condition, whereas it was
significant and stronger in the distant—future condition. These findings suggest that
effective Al chatbot design requires more than functional accuracy or information



delivery. In particular, grounding—based communication can enhance consumer
acceptance by fostering affective trust, especially when consumers make decisions for
the distant future. This study contributes to Al chatbot and digital service research by
identifying affective trust as a psychological mechanism and temporal distance as a
boundary condition that shapes the effectiveness of chatbot communication style.
Furthermore, this study makes several theoretical and practical contributions.
First, it extends prior Al chatbot research by shifting attention from functional
attributes, such as information quality, perceived usefulness, and efficiency, to
the social and relational meaning embedded in the chatbot’'s communication
style. By showing that grounding—based communication can enhance affective
trust, this study demonstrates that chatbot conversation structure itself can
operate as an important social cue in human—Al interaction. Second, this
study integrates the Computers Are Social Actors perspective with construal
level theory to explain when and why consumers respond more favorably to
socially responsive chatbot communication. It also clarifies that the effect of
chatbot communication style is not uniform across decision contexts but
depends on the temporal framing of the consumer’s decision. Third, the
findings offer practical implications for firms that use Al chatbots in
recommendation services. When consumers make decisions for the distant
future, firms may benefit from designing chatbots that emphasize
confirmation, understanding, and relational responsiveness rather than merely
providing efficient answers. Thus, this study provides a more nuanced
understanding of how Al chatbot communication can be strategically designed
to promote consumer acceptance.

IAE
Al Chatbot, Communication Style, Turn—-taking, Grounding, Affective Trust, Temporal Distance,
Consumer Acceptance,
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Understanding the Influence of Al labels on
Consumer Psychology: The Moderating Role of
Product Type

Xiaolian Cheng(Department of Business Administration, Chung—-Ang University)
Inwoo Nam(Department of Business Administration, Chung—Ang University)

Oriven by rapid progress in generative artificial intelligence, the use of Al-generated
models in online product displays has become increasingly widespread. Although
Al—-generated content appears highly realistic, it is commonly associated with adverse
consumer responses. This study examines how labeling a model in a product image
as Al-generated (vs. human) influences consumers’ self-expression. The findings
show that labeling a model as Al-generated elevates consumers’ sense of eeriness,
which subsequently increases both perceived psychological risk and perceived
performance risk, thereby reducing consumers’ self-expressive tendencies. This
process is moderated by product type, such that the negative effect is amplified for
symbolic products, whereas it disappears for functional products. Building on theories
of algorithm aversion, emotion, and risk perception, this study elucidates how
Al-generated labels shape consumers’ self-expression and identifies the boundary
conditions of these effects across different product types.

JAE
artificial intelligence, product display model, labeling, algorithm aversion, eeriness, perceived
risk, self-expression, product type
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Pets and Consumer Behavior: Evidence from
Archival Data

QMY (DHNE W)

Despite the growing presence of pets in social media content, advertising, and
everyday consumption settings, limited research has examined how pet cues shape
consumer behavior. The present research focuses on dogs and cats, two common
companion animals, and investigates how their distinct symbolic associations influence
consumer responses. Specifically, this research examines two related questions. First,
it investigates which types of advertising frames become more effective when paired
with dogs versus cats. Second, it examines whether exposure to dog-related
advertising cues can shift consumers’ mindsets and subsequently influence their
decision making. Across online experiments and archival data, this research shows
that pet cues are not merely appealing visual elements. Rather, they activate different
psychological associations that shape how consumers interpret advertising messages
and make consumption-related decisions. This research contributes to the literature
on visual marketing cues, advertising framing, and pets by demonstrating that the
effectiveness of pet imagery depends on the fit between the animal’s perceived traits
and the message frame. Practically, the findings offer guidance for marketers using
pet-related cues in advertising and consumer communication strategies.



THE VOICE OF SPEED: THE ROLE OF SERVICE
PROVIDER VOCAL PITCH ON EXPECTED WORK
SPEED

M (dz2H)
st (dz20)

For many modern customers who often feel time pressure in their daily lives, the
expected time it takes a service provider to complete a task is an essential
consideration in their hiring decisions. However, no prior research has investigated
factors that influence such expectations regarding work speed. We address this gap
in literature by demonstrating that high (vs. low) vocal pitch of service providers
increases expected work speed. Specifically, we find that: (a) customers expect
service providers speaking in a high (vs. low) vocal pitch to work faster (Study 1); (b)
the effect of vocal pitch on expected work speed is driven by perceived energetic
arousal of the service provider (Study 2); and (c) people show increased hiring
intentions for service providers speaking in a high (vs. low) vocal pitch and that this
effect is serially mediated through perceived energetic arousal and expected work
speed (Study 3). Finally, we find that providing warnings about potentially biasing
effects can attenuate our proposed effect (Study 4). Throughout the studies, we rule
out various alternative explanations, such as expected work quality and perceived
trustworthiness. In addition to contributing to the literature on service and sensory
marketing, our findings also provide actionable implications for service providers,
managers, Al assistant designers, and advertisement designers.

]S

vocal pitch, service marketing, expected work speed, hiring intentions
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TECHNOLOGICAL ORIGIN AND HEDONIC VALUE
IN LUXURY CONSUMPTION: EVIDENCE FROM
LAB-CREATED DIAMONDS

Myoung-Jin Chae(Sejong University, Korea)
Molan Kim(Ulsan National Institute of Science and Technology, Korea)

Although lab-created diamonds possess the same physical and chemical properties
as natural diamonds, consumers often respond differently to them in emotionally
meaningful luxury consumption settings. Building on Hedonic Consumption Theory and
the Warmth-Competence Framework, this research investigates how perceptions of
technological origin shape consumer judgments in symbolic product categories. We
suggest that cues associated with technological production may alter the emotional
meanings attached to luxury products, potentially reducing the experiential and
symbolic value consumers derive from them.This research also explores the conditions
under which such evaluations become more or less pronounced by considering both
situational factors and consumer—specific tendencies. In particular, it examines how
purchase context and consumers’ orientation toward affective consumption may
influence responses to lab—created luxury products. By examining the intersection of
technological innovation and symbolic consumption, this research aims to extend
current understanding of how consumers evaluate technologically produced luxury
goods. The findings are expected to offer meaningful implications for luxury branding
and the strategic positioning of emerging technology—based products.

IAE
Lab—created diamonds, New technology, Luxury consumption, Hedonic value, Symbolic
consumption
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The role of transportation in the persuasiveness

The persuasion knowledge model:
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The Inspirational Power of Human-versus—AlI

Competitions
20e (LHietn)
BFEQl (Diist )

With the rapid advancement of artificial intelligence, human experts increasingly
compete with intelligent machines rather than fellow humans—whether in high—profile
spectacles (e.g., chefs competing against robotic chefs in cookoffs) or in everyday
market settings (e.g., graphic designers offering services replaceable by Al). Across
an archival analysis and eight preregistered experiments, we show that consumers
find inspiration in observing human experts who challenge intelligent machines—more
so than in observing those who challenge other humans. This effect is mediated by
consumers’ inference that experts who challenge Als (vs. humans) are motivated by a
higher purpose that transcends personal rewards. This inspiration, in turn, drives
greater consumer support, reflected in higher intentions to purchase their services,
pay a premium, spread positive word-of-mouth, and engage with them online. In
doing so, this work advances understanding of inspiration, motive inference, and the
marketing of human brands in the age of artificial intelligence.

el )=

competition, artificial intelligence, inspiration, higher purpose, motive inference



)
J|
o
ulr
il

i

4

ol
5l

X0

-l

n0O

- POS OIOIH 2|18t &5 AP

B

ilor
0

rr
A

N

—_

o1

nO

J
[}
00

-

Kr

z
)

oJ
Rl
=
1of

4 S0l AN

ch2 0l A8l

AN
=

s

2
(=]

&
[

oD

J

)]
T

&
0l
Al

=
i
Kt

ok

=
1
it
un

Ju

SIE 2ol
GIOIEI9POS HaHl CIOIEIS Zetste! TR T GOlE

HEHOl Ol
251,900 H

X~ 0
= =

IH

—=0otRUCH

=
=

BN
-, o

t=

ol
2.46% 2142 el JIEeZ 74

= A
- o

OF
=

tH, 202112 2E2023F 122 A

a3, 9M

=S
[

M
Al

1)
I

o]
1oy

4

00

Rr

ol
0
0

=
of
RO
~

ol
i
<
o

J
3

1o
oI

Rr

It

lod

oI

Ju

EY

cl01g0l

1T

A

JHXIH, =ZEO0l

2HE

82

=

un

Y]

R0

J

KIr

AR, HES

il
00
80

ol
il
I

70
n0

1

_

~J

o,

]l
T

1o

tH, S

110

ol
ol
3r
o)
0
Kio

1N
]
R
K4
i
=)
104

R

n0

0l
ol

o4

Aol &

OIAIXI &

al
=<

tH, Jlgel NS =9

¢}

OFHIE HFLUAHOI&ED Ot d= A0 IO

]S

HIA &5, Jt8 Zeldlg, POS HIoIH

e, &

dc

r

2
=]



11
Mo

M4

Session 6. X|&7ts O|E (90109%)

0| (YL

, i cmry  ESG EE0| 87 OIDIKIL A =S I K-RE| U0 IRl HEf
-0 - Geh B HEH AHXHHE FAO2 (M)
o|7rgt S . o , rSpaisy

2 BHEN Az Why handmade cues matter in destination marketing (=otth)
EILIE] L e LA lO] AL Kb 71=c

3 ATt Sotc ESG T710f| CHf3t SiAlAD T2 QMO| ArsRtg 5T o1 i
ooo —




Why Handmade Cues Matter in Destination
Marketing

This research investigates how handmade cues shape consumer responses to
souvenirs in destination marketing. While prior work on the handmade effect has
largely emphasized product-centered mechanisms that involve perceived love,
authenticity, and uniqueness, we propose that handmade cues function as cultural
signals that activate perceived destination heritage, defined as the extent to which a
product embodies the traditions, history, and identity of a place. We argue that this
place—based inference is particularly consequential in tourism consumption, where
products are evaluated not only for their intrinsic attributes but also for their ability to
represent and preserve the meaning associated with the destination. Across three
experiments (N = 820), we provide convergent evidence for this theorizing. Study 1
demonstrates that souvenirs labeled as handmade increase purchase intentions
relative to non-handmade alternatives, and that this effect is partially mediated by
perceived destination heritage. Study 2 replicates this effect and uncovers a deeper
mechanism: handmade cues increase perceived authenticity, which subsequently
enhances perceived destination heritage, resulting in higher purchase intentions. This
sequential mediation establishes authenticity as a proximal inference that enables
consumers to translate production cues into broader place—-based meanings. Study 3
identifies an important boundary condition by showing that the positive effect of
handmade cues is attenuated when souvenir product descriptions rely on figurative
rather than literal language. Drawing on conceptual metaphor theory, we argue that
figurative language shifts consumers’ interpretive focus away from concrete production
details, thereby diluting the diagnosticity of handmade cues. The findings of this
research contribute to the marketing literature in three ways. First, we reconceptualize
the handmade effect as not merely a product-level phenomenon but as a mechanism
through which consumers construct place-based meaning in the tourism and
hospitality sectors. Second, we identify perceived destination heritage as a novel
downstream consequence of authenticity inferences, thereby integrating extant
research on production cues with destination consumption. Third, we demonstrate that
the effectiveness of production cues depends critically on how accompanying
information is framed, highlighting the role of figurative language in shaping the
interpretation of authenticity signals. Our results also offer practical implications for



marketers and destination managers seeking to enhance the cultural value of
souvenirs and strengthen consumers’ psychological connection to destinations.



A Study on the Interaction Effects of
Innovativeness and Followership on ESG
Evaluations

Z|0l2l(SOotHatw)

This study aims to examine how consumers’ innovativeness and followership influence
their evaluations of corporate ESG (Environmental, Social, and Governance) performance,
and to investigate whether followership moderates the effect of innovativeness on ESG
assessments. An experimental design was employed in which consumers in the Busan
region were exposed to a company’s ESG report and a video explaining its ESG
activities. After the exposure, survey data were collected from 490 respondents.
Two-way ANOVA was conducted to test the main and interaction effects of
innovativeness and followership on evaluations of the environmental, social, and
governance dimensions of ESG. The results indicate that both innovativeness and
followership have significant positive effects on all three ESG dimensions. Moreover, a
significant interaction effect was observed, showing that the positive impact of
innovativeness on ESG evaluations is stronger among consumers with high levels of
followership. These findings suggest that ESG evaluations are shaped not only by
corporate sustainability activities but also by consumers’ psychological characteristics,
highlighting the importance of audience segmentation in ESG communication
strategies.

IAE
ESG, Innovativeness, Followership, Consumer Evaluation, Sustainable Management, Experimental
Design
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Z}Et @ Ji Sang Han (SKKU)

Lin Kim SKKU
Inyoung Qhae SKKU Emotion and engagement across the idol spectrum:
! Tasho Kim SKKU Comparing virtual and human idols
Jaepil Heo SKKU
Yogesh K. Dwivedi KFUPM
Ji Sang Han SKKU
9 Jiye You ASU Sounding tough:
Michael He Jia UHK When and why lower-pitched product sounds increase durability judgements
Kyu Kim Yonsei U

Ye Gyu Han KyungHee U
3 Sang Kyu Park HKUST
Chris Janiszewki | U of Florida

Algorithms are gendered:
How algorithm-masculinity association affects consumer decisions

Min Kyu Shin

L CUHK When hallucination of LLMs leads to creative idea
Jin Kim




Emotion and Engagement Across the [dol
Spectrum: Comparing Virtual and Human ldols

Lin Kim (SKKU)

Inyoung Chae (SKKU)
Taeho Kim (SKKU)

Jaepil Heo (SKKU)

Yogesh K. Dwivedi (KFUPM)

The increasing adoption of virtual idols in entertainment platforms raises critical
questions about how viewers respond to their emotional performances compared to
human idols. Despite their growing presence, little is known about whether and how
emotional expressivity differs across performer modalities and content formats, or how
these differences influence viewer engagement. This research investigates how
emotional expressions by virtual and human idols shape engagement across
competence— and warmth-oriented content formats. Drawing on a dataset of 16,583
YouTube videos, we apply multimodal deep-learning models to extract facial and
vocal emotional cues and link them with behavioral engagement metrics. We find that
virtual idols express a broader latitude of negative emotions, and their engagement
follows a U-shaped relationship, where high emotional extremity increases
engagement. Conversely, human idols generate greater engagement through contextual
alignment: competence—oriented formats benefit from positive valence, while excessive
positivity in warmth-related formats lowers engagement. This study contributes to
emerging research on Al-mediated performance and emotional analytics by identifying
how the ontological form of the performer interacts with content format to shape
viewer responses. These findings offer actionable insights for entertainment
practitioners navigating emotional design in Al-integrated entertainment.

IAE
virtual idols, Al-integrated entertainment, multimodal emotion analysis, warmth and competence,
viewer engagement, video analysis



Algorithms are gendered: How
algorithm—masculinity association affects
consumer decisions

Ye Gyu Han (KungHee U)
Sang Kyu Park (HKUST)
Chris Janiszewki (U of Florida)

As algorithms rapidly integrate into our lives, significant effort has been devoted to
understanding how algorithms influence decisions. In six studies, we show that people
are more willing to accept an algorithm’s recommendation for a product with
masculine traits, as opposed to a product with feminine traits. This masculinity bias
occurs because people tend to perceive algorithms as male-gendered and therefore
associate algorithms with masculine traits—associations that would not exist if
algorithms were ungendered. When the gender—associations of the algorithm and the
benefits of a product overlap, as is the case when an algorithm recommends a
product with masculine traits, there is a fit between the associations to the algorithm
and associations to the product that encourages acceptance of the recommendation.
Thus, a masculinity bias emerges when consumers evaluate algorithm-recommended
products.
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Homogenization and Discovery Suppression in
Al-to—Al Economies: The Strategic Role of
Serendipity

Dong Soo Kim(Chung—Ang University)

As consumer decision—making and supplier communication become increasingly
mediated by artificial intelligence, many markets are evolving into Al-to—Al economies.
In these environments, consumer—side Al planners represent and evaluate preferences,
while supplier-side Al systems learn from the demand signals generated by those
representations and adapt product offerings accordingly. We develop a dynamic
model of such markets. Consumers have heterogeneous preferences across a product
space that may contain regions of latent discovery value—products that generate
unexpectedly high realized utility once experienced. However, consumer choices are
mediated by planners whose imputed evaluations omit this discovery value. Suppliers
learn from the resulting demand signals, and we show that this interaction leads to
endogenous homogenization: product offerings converge toward a representative
configuration determined by planner-mediated demand rather than by the full
distribution of consumer preferences. This equilibrium need not maximize welfare
because latent discovery value remains unlearned. We further show that supplier
exploration—exploitation dynamics accelerate this convergence, increasing the likelihood
of welfare-reducing lock—in. Introducing serendipity—consumer choices outside the
planner—mediated channel—injects discovery signals based on realized utility and can
partially redirect supplier learning. However, even with multiple suppliers and products,
diversification does not arise automatically when firms learn from the same
aggregated demand signal. The results highlight how the informational structure of
Al-mediated markets shapes product variety and discovery, and they suggest that
exploration incentives and mechanisms that amplify discovery signals may be
important for sustaining long-run welfare in Al-to—Al economies.

JRE

Algorithmic Markets, Demand Learning, Product Variety, Recommendation Systems
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Analyzing the Explanatory Power of Exhibition
Space Characteristics and Descriptive Text on
Art Museum Attendance: Evidence from the
Seoul Museum of Art Using Shapley
Value—Based Methods and Double Machine
Learning

Hunhey Lee (Seoul National University)

We examine how exhibition space characteristics and descriptive text jointly influence
museum attendance, using data from the Seoul Museum of Art. We assume that
visitors plan their visits based on information provided on the museum’s official
website, which includes details such as location, accessibility via public
transportation, exhibition area, and textual descriptions of exhibitions. Based on this
information, we construct variables and decompose the contribution of each
component to the number of visitors. A key challenge arises from the heterogeneity
of data formats. Exhibition space characteristics are structured tabular data that can
be analyzed using conventional econometric methods, whereas descriptive text is
unstructured and not directly amenable to such approaches. This leads to our central
research guestion: how can we compare the contributions of tabular and text data on
a common scale? Recent advances in explainable artificial intelligence (XAl),
particularly SHAP (Shapley Additive Explanations), enable the extraction of feature
importance from both tabular and textual data. While SHAP is useful for identifying
influential predictors regardless of learner type, it may be insufficient for generating
meaningful interpretations in social science contexts, including marketing. To address
this limitation, we implement and compare several approaches. Using tabular data
only, we estimate (1a) Shapley-based R2 variance decomposition and (1b) ordinary
least squares regression coefficients. Incorporating text data, we compute (2a)
squared SHAP values derived from 12 linear and nonlinear machine learning models,
and (2b) regression coefficients obtained via double machine learning for the
corresponding learners.
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3 S{xH2 My The impact of repeated crowdfunding on backers' investment O|5et
ol cn= decisions (OF==LH)
s HAH
SE5 S T x5k

4 2152 Siz2|H= 20} CIXIE d1o| AiEE xHE g9t ot 2| &5} Hg2t
2zl | Gelcael 2R BUT AHK} OIS X o3 (za=2e)
Mot SFSU




The Effect of Advertisements with People with
Disabilities (PWD) on Brand Evaluation:
Examining the Moderating Role of Brand Type

This research examines how advertisements featuring people with disabilities (PWD)
influence consumer brand evaluation. Prior work has largely treated disability
representation as a moral or symbolic gesture, leaving its psychological mechanism
underexplored. Drawing on the Stereotype Content Model (SCM) and the Brands as
Intentional Agents Framework (BIAF), this study proposes a sequential process:
advertisements featuring PWD enhance perceived warmth, which in turn elevates
perceived competence, thereby increasing brand coolness and brand evaluation.
Across four between-subjects experiments using fictitious and actual brands (Gucci,
H&M, Rolex, Swatch) with U.S. and U.K. samples, disability representation consistently
enhanced brand coolness and brand evaluation through the sequential mediation of
warmth and competence. Critically, this effect was moderated by brand type. The
proposed pathway held for non-luxury brands but was attenuated for luxury brands,
where established schemas of exclusivity and competence reduce the incremental
value of inclusive cues. By reframing disability representation as a meaningful driver
of brand evaluation rather than a purely moral appeal, this research contributes to the
literature on inclusive marketing, transformative advertising research, and brand
perception. Managerially, the findings clarify when inclusive advertising yields
consumer—based brand gains and when it requires careful alignment with existing
brand identity.

IAE
Advertisement featuring people with disabilities (PWD), Brand coolness, Brand evaluation,
Stereotype Content Model (SCM), Brands as Intentional Agents Framework (BIAF)



The Impact of Repeated Crowdfunding on
Backers' Investment Decisions

S (da20Hs W)
HolH (7 2iHstw)

Our research examines the impact of repeated crowdfunding—relaunching the same
product across multiple campaign rounds—on backer investment behavior. While prior
research predominantly focuses on one-shot campaigns, we challenge this view by
investigating the sustainability of repeated crowdfunding. To empirically test the effect
of repeated crowdfunding on funding performance, we first analyze field data of
21,690 reward-based campaigns from Wadiz, South Korea's leading crowdfunding
platform. Using instrumental variable (IV) analysis to account for endogeneity, we
document a robust “repetition penalty,” wherein successive rounds lead to a
significant decline in both financial (achievement rate and number of backers) and
non—financial performance metrics. Furthermore, we find that the repetition penalty is
significantly attenuated for products characterized by high perceived physical risk. To
replicate the field study findings and test the mechanism, we conduct two online
experiments. In the first experiment, we demonstrate that the repetition penalty is
mediated by a reduction in perceived innovativeness, providing evidence for optimal
distinctiveness theory and the sensation—familiarity framework. In the second
experiment, we manipulate product risk profiles to confirm a crucial boundary
condition: the negative impact of repeated crowdfunding is significantly mitigated for
safety—sensitive products. These results highlight the dual nature of repetition signals:
while repetition signals a loss of novelty for innovation—seeking backers, it can serve
as a signal of safety for products with high physical risks. Managerially, this implies
that creators can effectively leverage repeated crowdfunding for sustained capital
acquisition by striking an optimal balance between novelty and familiarity.

INAE
reward—based crowdfunding, repeated crowdfunding, perceived innovativeness, perceived
physical risk, signaling theory, early adopters.
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&4 5HSan Francisco State University

2 3= CE CXE Z10(Google, Meta, TikTok, X)o MEY XY SIS ELM(Petty & Cacioppo,
1986), 2t0{ = 0| Z(Zaichkowsky, 1985), E&1E QIXIET Ol2(Aaker, 1991)0i J|Etof Algstn, 2EH=X =
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SHXH (Meta-TikTok-X)22 =2FJot1 3652 2¢  IHE(N=365)0 Broadbent(1979) Adstock(A\_x=0.80,
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The Impact of Color Contrast on Consumer
Perceptions

Although package design has received considerable attention in marketing research,
relatively little is known about how color contrast influences consumer perceptions.
Packages often use multiple colors, yet the present research proposes that
consumers infer different levels of resource use depending on how those colors are
combined, even when the number of colors used remains the same. Across a series
of experiments, this research finds that color similarity versus color contrast affects
consumers’ perceptions of product eco-friendliness. This effect is mediated by
perceived environmental cost, defined as the extent to which consumers believe that
variations in package color contrast involve different levels of resource use or
environmental harm. This research contributes to the package design and
sustainability marketing literature by identifying color contrast as a subtle but
meaningful visual cue that shapes eco-friendliness perceptions. The findings also
offer practical implications for marketers seeking to design packages that are
perceived as more environmentally friendly.
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Exploring Audience Preferences and
Engagement through Topic Modeling of Online
Drama Reviews

el =2 (2
SEHS (R
=

2 CHA(

e oo

The rapid growth of Asian drama consumption across global streaming platforms has
generated vast amounts of user—generated content, particularly written reviews on
dedicated community platforms such as MyDramalist (MDL). These reviews constitute
a rich and largely underexplored source of behavioral and attitudinal data that can
offer meaningful insights into how audiences engage with, evaluate, and emotionally
respond to Asian television content. As the global appetite for Korean, Chinese, Thai,
Filipino, and Japanese dramas continues to expand — accelerated by the widespread
adoption of streaming services and the cultural phenomenon of the Korean Wave
(Hallyu) — understanding the thematic structure of viewer discourse becomes
increasingly valuable for researchers, content creators, and platform strategists alike.
Sentence-BERT (SBERT) embeddings for semantically rich text representation, UMAP
(Uniform Manifold Approximation and Projection) for dimensionality reduction, and
HOBSCAN (Hierarchical Density-Based Spatial Clustering of Applications with Noise)
for flexible, density—based clustering. This pipeline enables the extraction of coherent,
human—interpretable topics from unstructured natural language data without requiring
predefined topic categories. Applied to a corpus of 50,000 English-language reviews
spanning 2011 to 2025, the model yielded 72 granular, distinct topics that reflect the
diverse dimensions of viewer experience and critical engagement with Asian drama
content. To examine how these topics systematically vary across contextual and
structural dimensions, the study employs Kruskal-Wallis non-parametric tests
alongside Ordinary Least Squares (OLS) regression with false discovery rate (FDR)
correction to ensure statistical rigor in the context of multiple comparisons. Topic
discourse is analyzed across five key dimensions: completion status (whether a viewer
finished or dropped a drama), country of production, genre, overall rating, and review
year. This multi-dimensional analytical framework allows for a nuanced understanding
of how audience discourse is shaped by both content-level and viewer—level factors.
Among the five dimensions examined, country of production emerges as the dominant
structural predictor of topic variance, explaining up to 36.4% of variability in specific
topics. Notably, Boys Love (BL) content-related topics are disproportionately



concentrated within Filipino and Thai viewer communities, a pattern consistent with
Cultural Proximity Theory, which posits that audiences are more likely to engage
deeply with content that reflects culturally familiar values, relationship norms, and
narrative conventions. This finding underscores the importance of cultural specificity in
audience segmentation and content localization strategies within the Asian drama
streaming market. Completion status also proves to be a highly significant predictor,
influencing discourse across 60 of the 72 identified topics. Viewers who dropped
dramas — indicating premature disengagement — tend to focus their reviews on
flawed narrative construction and criticism of female lead characters, suggesting that
unmet storytelling expectations and character dissatisfaction are primary drivers of
viewer dropout. In contrast, viewers who completed dramas more frequently
emphasize heartwarming romantic comedy elements, emotional satisfaction, and
character investment. This divergence in discourse aligns closely with Parasocial
Relationship Theory, which suggests that sustained viewing fosters stronger emotional
bonds between audiences and fictional characters, ultimately shaping the affective
tone of viewer—generated content. A notable structural temporal shift is observed
following 2020, characterized by a measurable rise in Boys Love and Chinese drama
discourse alongside a relative decline in Korean drama-centered topics. This temporal
pattern reflects broader shifts in the global Asian drama landscape, including the
increasing international visibility of Thai BL productions and the expanding reach of
Chinese streaming content on global platforms. Beyond structural dimensions, topic
content is also found to predict both overall drama ratings and review helpfulness
(usefulness). Dissatisfaction-related topics are associated with lower ratings, while
topics centered on soundtrack appreciation and emotional depth are linked to higher
ratings. Critically, analytical and evaluative topics predict higher review usefulness
scores but lower ratings, revealing distinct reviewer orientations — distinguishing
emotionally engaged viewers from more critically detached ones. Collectively, these
findings offer actionable insights for audience segmentation, content
positioning, recommendation system design, and cross—cultural engagement

strategies within the rapidly evolving Asian drama streaming market.

IAE
BERTopic, topic modeling, Asian drama, user—generated reviews, audience segmentation,
cultural proximity theory, parasocial relationship theory, streaming platforms
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Familiarity Breeds Success, Innovation Breeds
Longevity: Decoupling the Effects of Typicality
in the K-POP Ecosystem

This study conducted exploratory research across five interrelated studies grounded
in Optimal Distinctiveness Theory, drawing on a 30-year longitudinal dataset of
K-POP lyrics from the Melon Top 100 chart. Lyrics followed a path of diversification
rather than standardization across generations, with a marked increase in the
proportion of English usage confirmed over time. Typicality provided a cognitive
fluency premium that conditionally elevated chart rankings, but only within the top-tier
performance bracket, while innovation contributed to long—term artist identity building
and chart re—entry. Artists with sustained careers initially established themselves
through typical lyrics before diverging toward atypicality at a substantially faster rate
than their shorter-lived counterparts, demonstrating that the optimal distinctiveness
equilibrium is a dynamic variable that shifts according to career stage. In terms of
sentiment, a gradual positivity creep was observed, interpreted as a feedback loop of
co—evolution between lyrical sentiment and streaming algorithms, with rap and
hip—hop remaining the only genre to maintain an overall negative sentiment. In
conclusion, typicality and innovation were found to operate across distinct dimensions
of performance outcomes. These findings carry meaningful implications for both
industry practitioners and streaming platforms. For K-POP agencies and producers,
lyrical strategy should be calibrated to career stage: early—career artists may benefit
from typicality to establish market recognition, while sustained differentiation through
innovation becomes critical for long—-term identity building. Streaming platforms, in
turn, should be attentive to the risk of sentiment homogenization driven by
algorithm—-induced positivity bias, as this may structurally suppress the authentic
emotional diversity that genres such as rap and hip—hop represent.

e

Optimal Distinctiveness Theory, Lyrical Typicality, Chart Performance, Longitudinal Analysis



Going Global, Losing Fans: The Paradox of
K-POP Lyrical Strategy and Chart Performance

SH2 (FAUSD LS UAD
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This study analyzed the effects of K-POP lyrical strategies—specifically global
orientation and linguistic complexity—on chart performance through the mediating role
of fan engagement, drawing on the Melon Top 100 chart dataset. Global orientation
exerted a positive direct effect on short-term chart rankings while producing a
negative direct effect on long—term cumulative chart re—entries. Simultaneously, it
weakened fan engagement, forming a competitive mediation structure for short—term
performance and a complementary negative mediation structure for long-term
performance, resulting in a non-significant total effect. Linguistic complexity showed
no significant direct effect on short—term rankings, yet contributed indirectly to
short—term performance by strengthening fan engagement, while a positive direct
effect on long—-term cumulative re—entries was also confirmed. Fan engagement
emerged as an overwhelmingly powerful predictor across both short- and long—term
performance outcomes. The findings offer practical implications for K-POP agencies
and producers. Global orientation in lyrical strategy may facilitate short—term chart
entry but risks eroding fan engagement over time, necessitating differentiated
approaches depending on the artist's career stage and target performance horizon.
Linguistic complexity, by contrast, can serve as a strategic lever that strengthens fan
engagement without compromising mass accessibility. Ultimately, this study suggests
that sustainable chart performance is achieved through a balanced pursuit of
short—term public appeal and long—term fan relationship building.

]S

Fan Engagement, Competitive Mediation, Global Orientation, Linguistic Complexity
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The Four Faces of Consumer Loneliness: A
Multi—-Dimensional Framework for Understanding
Loneliness—Driven Consumer Behavior

Al (MZUsEtn)
dTeH(MZUst)
HAX(M2 s )

Loneliness is an aversive psychological state that arises from the subjective
perception that one’s need for belongingness is unmet, yet it is often treated as a
unitary construct in consumer research. The present research proposes that loneliness
can stem from qualitatively distinct belongingness deficits associated with different
patterns  of compensatory consumption. Synthesizing prior theorizing with a
large—scale text analysis of approximately 130,000 loneliness-related user—generated
online posts, this research develops a twodimensional framework that identifies four
types of loneliness: emotional relationship deficit, social relationship deficit,
task—induced social isolation, and group separation deficit. The current research
further examines how these loneliness subtypes are associated with four types of
compensatory behavior identified from the corpus and prior work: social interaction
behavior, attention—seeking behavior, relationship substitution behavior, and self-care
behavior. The results reveal that each loneliness subtype is associated with distinct
patterns of consumer responses. These findings introduce an empirically grounded
typology of consumer loneliness based on naturalistic language data and offer
actionable implications for designing communication strategies that address specific
underlying belongingness deficits.

]S

Loneliness, Compensatory consumption, Generative Al, Online reviews
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The Psychological Benefits

of Minimalist Consumption

Less Is More, Truly
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