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Frtaists (101)

JSR W 3= b i & S & g 141
B ZATRE 710

Journal of Service Research (JSR)

Meet-the-Editor Session & Paper Development Workshop
China Marketing International Conference (CMIC) 2026
July 5, 2026, Afternoon

Meet-the-Editor Session 1:30 PM —2:30 PM

Welcome Remarks
1:30 PM -1:40 PM

Professor Yonggui Wang
President, Zhejiang Gongshang University

Changjiang Distinguished Professor
Associate Editor, Journal of Business Research

Journal of Service Research: Editorial Vision and Priorities
1:40 PM - 1:55 PM

Professor Florian von Wangenheim (Pre-recorded Video)
Editor-in-Chief, Journal of Service Research

Professor of Technology Marketing, ETH Zurich

Publishing in JSR: Editorial Perspectives and Common Pitfalls
1:55PM-2:15PM
Professor Beibei Dong

Co-Editor, Journal of Service Research
Professor of Marketing and George N. Beckwith 132 Professor in Marketing, Lehigh
University

Open Q&A
2:15PM -2:25PM

Break
2:25PM -2:30 PM
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Journal of Service Research (JSR)

Meet-the-Editor Session & Paper Development Workshop
China Marketing International Conference (CMIC) 2026
July 5, 2026, Afternoon

JSR Paper Development Workshop
2:30 PM —4:30 PM
Moderator
Na Wang

Professor, School of Business Administration, Zhejiang Gongshang University
Discussants

Beibei Dong

Co-Editor, Journal of Service Research; Professor, Lehigh University
Xiaoling Li

Professor, Chongqing University, Vice Dean, Graduate School

Paper 1

2:35 PM - 2:50 PM

The Right Prompt for the Right Social Role: A Contingency Approach to Al-Driven
Self- Disclosure

Presenting Author:

Shugqin Liu, Tianjin University
Coauthors:

Chundong Zheng, Tianjin University
Huan Liu, Nankai University

Paper 2

2:55PM -3:10 PM

Should Hotels Follow the Robotic Trend? The Ripple Effect of Hotel Service Robot Adoption
Presenting Author:

Ziyang Liu, University of International Business and

Economics Coauthors:

Shuang Ma, University of International Business and Economics

Xiaolei Wang, University of International Business and Economics

Jamie Burton, University of Manchester

Paper 3

3:15PM -3:30 PM

Designing Generative Al Triage Experiences: Guided Uncertainty Communication and
Patient Adherence in Digital Healthcare

Presenting Author:

Jinzhu Song, Zhejiang Gongshang University

Coauthors:

Youlin Huang, South China University of Technology
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Paper 4

3:35PM - 3:50 PM

Temporal Perception and Algorithm Preference: The Influence of Time Perspective on
Algorithm Acceptance in Recommendation Services

Presenting Author:

Qiumin Jiang, Sun Yat-sen University

Coauthors:

Yaoqi Li, Sun Yat-sen University

Paper 5

3:55PM -4:10 PM
The Effect of Disclosing Ambiguous Identity Cues on User Engagement and Group

Polarization in Social Media
Presenting Author:
Yue Jin, University of International Business and Economics

General Discussion & Closing Remarks
4:15PM - 4:30 PM

Presentation Format
7-minute presentation

8-13 minute discussion and feedback

The workshop emphasizes developmental feedback, with particular focus on:
*  Research positioning
» Theoretical development

»  Contribution to the literature
» Publication potential in JSR and other leading journals
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B3 NITEREH M. BTH% 701

Fs e

FreE S

WX HE

Fefil, FHUE,

Assistant or friend? The impact of ACs type on the continued use

.
! EHEE EESS intention of solo travelers from the perspective of loneliness
2 Zhang Hanrui, Guangdong Peizheng  Enhancing tourist experience through GenAl: The role of Al-
Ouyang Weirui College generated information and GAISD

= Jikb = &AM Al-enabled influencers, goals, and real-estate decisions: A multi-

30 KRR N
/NG| method research proposal

i " BORELRE WITE : . BB :

4 T, Fi JERR % BE, WiTLiE  Factors affecting usage behavior to adopt artificial intelligence for

B, SiE,
5 ZFEEE, Mdife,
EA

R =TTk

PIRIAZIE R, e
JTYE R, Al

sustainable triage: A hybrid model

Faster is not always better: Response speed as a process cue in
generative Al customer service

B2 NTEEY s BATHE 702

s (=]

FreE S

WXEHE

Jinfeng Lu, Ting
Li, Yingyu Luo,
Jing Huang,
Guowei Zhu

Ziyuan Li, Yue
2 Wang, Jane Gu,
Tao Xie

3 Li Qiuling

B, 5,
VL

Li Jiahui, Zhou
5 Kun, Meng

Hongyu

WK

University of Connecticut,
Hong Kong University of
Science and Technology,
South China Normal
University

Jiangsu College of Tourism

RIENUEZPNEH
R R

Nanjing Agricultural
University, Nanjing
Agricultural University,
Chongqing Technology and
Business University

Healthy or tasty? Consumer responses to food information
created by human and generative Al agents

Winning with machines: A large-scale field experiment on Al
teammates and opponents in mobile gaming

Material versus experiential feedback in Al-human
collaboration: A moderated mediation model of feedback
acceptance via experiential communication source and
perceived empowerment

Adopting generative Al: The role of generation style in ads for
GenAl in fostering sense of understanding

Seeking the best, inducing the worst: The relationship between
algorithm and finance product adoption
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R
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FreE S

WXEHE

California State
University, Long

Botao Yang, Beach; Rotman

Sridhar Moorthy School of
Management
University

[N P : -

DA Gor S K

Tk, xfEE HHRETE R 5 K

-35‘*4( ’ .3-__:_ gﬁ ’

FEF, FHE ALK

7, NI

TaE, &

B, FARE, T P W 2 B0 K2

Y

Wik JEE ROk

Second mover strategies: Does what you offer depend on how you
communicate

How creative activities increase other-focused behavior: The role
of self-expansion

Moral threat and the appeal of characteristic agricultural products:
The compensatory role of consumption and self-monitoring

Symbiotic resource dependence and willingness to participate in
time banking elder care: The mediating roles of resource sharing
attitude, resource exchange consciousness, and social trust among
volunteers

The impact of seller’s emotional attachment expression on
consumer purchase intention in second-hand transactions

B4ty BEREMHE M. BITHE303

I

=

=

(=]

FeE AL

WXEHE

Yingji Li, Chen Wang,
Tianqi Zheng, Jingjing
Zhang, Qingxia Li

Jonathan

Deschenes, Victoire
Sauve-Bourassa,Yanan
Wang

FHE

i

HH, FKEIA

T, ER

PR PN

Bishop’s University

T W B0 R

AR K

R

The physical body hijacked by the “filtered self”: The
underlying mechanisms of photographic portrait self-
presentation on body reshaping behavioral intentions

Celebrity-initiated foundations: Between brand amplification
and emancipation

Civic tendencies in the institutional interstice: Differentiated
pathways from perceived community support to citizenship
behavior intention among platform riders

Too busy to help? Effects of busyness and autonomy on
prosocial purchase behavior

Cultural heritage tourism: From virtual to physical
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Social learning, algorithmic filtering, and consumer mislearning

7N A S e 2,
HRFERA RERE in platform-mediated markets
Py i) BRSNS Personalization, algorithmic dependence, and learning
Wen Diao, Shanghai Universit
Chuongguang 8 y Assortment and pricing strategy on platforms: Steering consumers
Lo of Finance and
Liu, Lin Tian, . through off-platform channel
. Economics
Hang Wei
Jian Xu, Xuequn
Wang, Wei .. . . o .
Zhang, Weiguo . Does one mallclgus negative review matter? Assessing the
Fan X’uhui KA & K4 impacts of negative evaluation distribution (scattered or gathered)
- across online reviews on product demand
Wang, Jing
Zhang
in, Li . - i ?
Sun Lin, Liu FALM 2 Kok Do Al-generated summaries put users on the same page

Zilin, Li Yiwei

Evidence on cognitive similarity from online content platforms

B63: REEMMN: BITHEI0

(=1

FeE AL

WXEHE

FiRhk, B,

A study on consumers’ purchase preferences and willingness to

e
RAER, MREMR P HE R pay for green products based on a discrete choice experiment
> 44p s ;‘{[ N

;{kﬁg% JTL\ SR e The power of sharing: How social sharing shapes consumer
e » R - preferences for green products

=N

T T E TR (b Same attraction, different experience? The introduction of

S, T
e, XZ

5

R K

destination magnetic field theory

When strangers beat friends: How interaction partners in
gamified competition impact green consumption
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1 S N o Personalized pricing, consumer search, and targeted advertisin,
e e B 2 B R 2 prieig g g
) BN, TREL REER, Turning hallucination into art: Interplay of Al-Generated imagery
ZiRd, AW ZRAbIM & K2 and surrealism on advertising engagement

3 Na Bai Syracuse University

Jin Tan, Sha
4 Zhang, Zhentian
Zhao, Hong Zhao

University of Chinese
University of Sciences

The execution-governance tradeoff: How platform Al reshapes
advertising work

Understanding the impact of cross-modal and cross-source
content consistency on social media advertising effectiveness

B8 RIFEHSEE A

HATHE 312

F5 =3 B e AL WIEH
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Ruizhi Zhu,
Samsun Knight,
Anatoli Colicev,
Yakov Bart

Bin Ding,
Bingqing Zhao,
Shuang Li,
Zixuan Guo

Kexin Meng,
Mousumi Singha
Mahapatra, Jing
Jian Xiao

Xinyao Huang,
Jun Yao, Ivan Ho

Hao Zhang,
Xingchen Zhu

Hh R 2 RO

Xi'an Jiaotong-
Liverpool
University

Xiamen University
of Technology,
Institute of Public
Enterprise,
University of
Rhode Island

Macquarie
University

Northeastern
University

The effect of Al on marketing employment: Evidence from 110M+
online employment records

Disentangling mechanisms of elderly people’ resistance to Al-
enabled robots--A coping perspective

Between promise and peril: Exploring consumer dilemmas in
generative Al-assisted shopping

The effect of human faces presence versus absence in Al-generated
advertisements on consumer attitudes

User sharing intention in AI-Generated charitable ads: The
interactive effect of emotional valence and emotional arousal

B NTEREEH K.

HATRE 702

I
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5 =y

e BAAL

WIEH

Zhuoning Wu,
Yawen Wen,
Kaiwen Zhang,
Tongrui Zhang,
Xiya Zhang

Jun Ren,
Yaxiong Li

Yongjian Zou;
Shen Duan

AL, MR,
UK, E,
%5

Keyan Shao, Li

Wang, Xuehua
Wang

Beijing Normal-Hong
Kong Baptist
University

Xi'an Jiaotong-
Liverpool University
Zhongnan University

of Economics and
Law

WL, R
K, Mol K

Tongji University

Value co-creation in buy now pay later (BNPL) services: The role
of multidimensional customer perception and digital financial
literacy in driving continuance intention

Why consumers complete collections: The roles of preference,
social visibility, and uncertainty

The gift of quality: How gift semantic framing influences
consumer judgment

Setting an alarm for food: How digital shelf-life labels reduce
consumer food waste

Capturing to keep, buying to cope: How compulsive photo-taking
drives premium souvenir consumption through fear of memory
loss

F13%: BEEEH S BTHE303

ek

FeE AL

WIE B

Linlin Chai, Jin
Li, and Chanchai
Tangpong

W25

Yuyan Wei,
Haoze Chen,
Xuecong Lu, Si
Liu

Du Xiaotong

ZEEETE, TR

North Dakota State
University

REEKF

Concordia
University,St. Francis
Xavier University,
State University of
New York at Albany,
Kent State University

Tianjin University

RHEKF

Dynamics of coopetitive relationships between marketing and
supply chain functions

Research on cooperation modes of battery swapping service
between new energy vehicle manufacturers and battery suppliers

Balancing cooperation and competition: A framework for
marketing alliance effectiveness

Will competitors give hands? A new role of physical publishers in
the anti-digital piracy deadlock

Strategic manipulation of algorithmic demand information
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2gen
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Simin Liu, Ruolin
Ma, Xiya Zhang

B, I,
¢4

Cheol Park,
Banghan Hwang,
Yeji Yeon, Shuhui
Zhou, Chi Ming

RHEKF

PRIPE L L
o

Beijing Normal -
Hongkong Baptist
University

Iz K

Korea University

Auditory cues in virtual live streaming: Evidence from
consumer purchase behavior

How does psychological compensation translate into purchase
behavior? A dynamic simulation study of consumer
implementation intention for featured agricultural products in
converged media livestreaming e-commerce

How do customer perception of pet vlogger impacts their
behavior: the moderating role of brand attachment

Fast thinking kills the long tail: Asymmetric effects of
information cues on consultation demand in online healthcare
markets

Attributes of Al search, satisfaction, and purchase intention in
search for shopping: A comparison of China and Korea
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Xuefeng Liu,
Jibo He

Bl PR N2

P EAPNE

ALK

IR

Governors State
University; Nanjing
Normal University
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All claims are not created equal: The effects of headline on text
processing and ad effectiveness
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=
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FeE AL

WX HE

KTR

Lee
Byeonggwan,
Hui Feng,
Luciano Lapa,
Lopo Rego, and
Neil A. Morgan

M, HET

Ping-Jen Kao,
Scott Dacko and
Yansong Hu

7r K

AR K

Iowa State University

ARAL 2 K

Warwick Business
School

JTRAMESNR R

Sequential bayesian persuasion in pandemic risk communication:
The role of an independent expert

Marketing’s role in mitigating the effect of product-market rivalry
on firm risk

Can manufacturing-oriented transformation bring performance
dividends to China’s service industry? The mediating role of
innovation strategies and the moderating effect of digitalization
levels.

Reconceptualizing radical service innovation: A systematic review,
integrative framework, and future research agenda

Who is expected? The impact of virtual influencers’ personas on
consumer responses
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Fs (=] FreE S s WXEH

Guohong Yu,
Yangyang Jiang, ... vueug e me Multiple routes to effective human—robot teaming: A
! M.S. Balaji, Yi TR TR configurational analysis
Wang
) FRARH, TR 78 22 R AR K Chasing the darkness: How secrecy enhances consumers’ darkness
32, TEM IR R seeking in service consumption

WE, WA, A smile is not enough: Professional attire and patient choice in
am . B A 22 X 1 .
300 SRHBAL KR, A URERTFEX L L heare

KA
4 Zachary Toronto Metropolitan  E-tailing servicescape features among ageing consumers: A
Robichaud University longitudinal dual-response kano approach

Service reliability-driven routing and scheduling optimization for
5 JEA5 e W& AN community home-based integrated medical and elderly care
services with time-sensitive biological sample return
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Lu (Monroe)
Meng; Shuo
Pang; Wangshuai
Wang; Yijie
Wang; Yanxi Yi

Huichen Zhang,
Yunchuan Liu,
Tengfei Nie,
Jianghua Zhang

Wi, FE
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T, ER,
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Shuang Ma,
Ziyang Liu,
Dahui Li, Lin
Ge, Haoyue
Wang

Wuhan University,
Southwest Jiaotong
University, Xi’an
Jiaotong-Liverpool
University, University
of Warwick, The
University of Osaka

School of
Management,
Shandong University,
College of Business,
University of Illinois
at Urbana-Champaign

WY

BN

PR

University of
International Business
and Economics,
University of
Colorado Colorado
Springs, Hong Kong
Metropolitan
University

Holding all the cards from the good old days: How nostalgic cues
enhance artificial intelligence service acceptance

Lower prices, faster learning? Dynamic pricing, deployment, and
usage-generated data in Al products

Doing the right things while doing things right: the impact of
Corporate Digital Responsibility on Corporate financial
performance, the perspectives of Signaling and Stakeholder
theories

Al in livestream e-commerce: The human—Al persuasion
asymmetry

When heritage comes alive: The impact of Al-enabled narrative
styles on consumer responses

The contingent effect of Al communication ability on patients’
trust in medical Al guidance systems
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Jieteng Chen,

Te Ke, Jiwoong
Shin

Sun Lin, He
Mingkui, Li Yiwei

EHUK, ALAELE

i PN

RN

The Chinese
University of Hong
Kong

Dongbei University
of Finance and

Economics
AN B OR

From what Al says to how Al talks: Interactional competence
signals, expectation-role mismatch, and the continuance paradox
of Al medical consultation tools

The fame of technology: The influence of Al adoption on
corporate reputation

Algorithmic content detection for misinformation by Al labeling

When Al enters managerial communication: How Al
involvement in managerial responses shapes subsequent review
rating

Al vs. human design: How design source shapes consumer
responses to products with sensory attributes

B3 WRETHHS: BITH 302

2

jm
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ek

Pt BAAL

WIEH

Zhiwei Luo,
Wangshuai
Wang, Daniel
Hampson, Flora
Song

3 =] P2, i
7t g, ¥WE,

(RS

Bingjie Li,
Yining Yu,
Yunchang Liu,
and Lei Wang

LS, migE
B, B

Linxiang Lv,
Yongkun Liu,
Yang Cao

Xi’an Jiaotong-
Liverpool University,
University of
Liverpool

PN

School of Economics
and Management,
Tongji University

PN

Northeastern
University, Bocconi
University, University
of Miami

When logic takes a backseat: Romantic motives drive extreme
ratings

When time makes numbers feel different: Temporal landmarks
and consumer preferences for rounded versus non-rounded prices

The impact of the cold-colored ambience on nudging healthy food
preferences

Scarcity in mind, certainty in choice: How financial constraints
shape responses to ambiguous risk

Wasting the bad isn’t that bad: The moral double standard in
consumers’ judgments of food waste
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Zheng Li

KMt
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Tianjin University

PNE VN

Price premium vs. market expansion: Dynamic pricing under
product innovation in different channel structures

The double-edged sword of manufacturer digitalization on
distributor opportunism: The contingent role of the institutional

Intelligent technology, product returns, and market structure:
winner-takes-all or pareto improvement?

When sharing success becomes competitive: A dual-path model of
bottom-line thinking for sales teams based on workplace
interpersonal capitalization

Optimal pricing and referral strategies in dual-channel healthcare
under patient information heterogeneity
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Yuyan Wei,
Haoze Chen,
Xuecong Lu, Si
Liu

Xuejun Cheng,
Yong Huang,
Xingyue Xu

FMESL, KR
T, ERE, W
TH, e

XHAT

Aidb, BUHHE

Concordia
University,St. Francis
Xavier University,
University at Albany-
State University of
New York, Kent State
University

Monash University,
Jiangxi Modern
Polytechnic College

Bl I SN

LI AR 2 K2

MRHEIVAEES % N
CNC PN

Stock market reaction to women’s sports sponsorship: The
moderating role of marketing capability and sponsorship
visibility

Overseas reception of m-pop under the celebrity IP strategy: A
cross-platform sentiment deconstruction based on PLS-SEM and
BERT

The persuasive power of influencers in let’s play content: How
parasocial interaction drives engagement, likability, and
enjoyment

From escapism to consumer responses: Examining the impact of
engagement with hallyu in cultural identification, and its
commercialization

How logo spacing conveys service pace in tourism
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Yunying Zhao,
Xuedong Liang,
Zhentang Liang,
Peng Luo

Zhentang Liang,
Xuedong Liang,
Yunying Zhao,
Peng Luo

Qingsong Tian,
Wenbing Gao, Yan
Lin, Yan Yu,
Chongguang Li

Shichang Liang,
Chounlamountry
Lattanamany,
Xiaochuan Zhang

Lu Rui

Business School,
Sichuan University

Business School,
Sichuan University

Hubei University,
Wuhan Institute of
Technology,
Huazhong
Agricultural
University

Guangxi University

RHEKF

Research on live streaming sales prediction driven by multi-
source heterogeneous signals in digital platform marketing

Decoding the black box of livestream persuasion: Multimodal
dependencies of influencer behavior in sales prediction

“Eat first with the phone” : The double-edged impact of digital
food sharing on consumers’ food waste behavior

Beyond visual complexity: Virtual and real backgrounds shape

consumer responses in live-streaming commerce

Algorithmic transparency and user investment in competitive
platforms
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Jian Xu, Anqi
Zhou, Hengyun
Li, Jing Zhang

Ziyuan Li, Yue

Han, Jane Gu, and
Hongfu Liu

Jinping Hu,
Shunyao Yan
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University of
Connecticut

Shenzhen Technology

University, Santa
Clara University

AL B

The effect of disclosing ambiguous identity cues on group
polarization in social media

Business survival status prediction based on temporal-aware and
cross-modal interactive attention mechanism model

Forecasting viewing dynamics of web-show series

Dynamic uplift under escalating exposure

From visibility to trust: Scenario-based narratives in new farmer
livestreaming
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Taixin Li,
Xuequn Wang,
Jing Zhang,
Shouming Du,
Jian Xu
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The different impact of draft policy and formal policy on
company production strategy

Strategic adoption of blended treatment modes in a competitive
healthcare market: Single-hospital or cross—hospital

When emotions guide managerial response: A contextual multi-
armed bandit approach

A preference-provision decoupling mechanism for general risk-
averse agents
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1 Yi Liu, Bowen University of Generative Al, open source, and application-layer product
Lou, Dokyun Lee ~ Wisconsin-Madison development
; " Aversion versus appreciation: Online consumers’ reactions to
D 2L
2 i LSS human or Al recommendations in product uncertainty
= R Servant or partner? The impact of Al customer service role types
m —E ’ %{%E‘ ’ o 2, . . . f
3 e A Heffr K on consumers’ negative word-of-mouth in the context of service
AR L :
failure
Hong Kong
Polytechnic
Jie Wang, Ying University, University
4 Jin , Dongjin He,  of Leeds, Lingnan How recommender age shapes consumer perception
Xun Deng University, Shanghai
Institute of
Technology
i - “ izati ism? i =
Jiehang Song, Xu WA RIE T2, R Dehpmamzatlop or anthr.opomorph1sm. Matching pro .
5 Zhang, Chundong environmental images with message frames to boost tourists’ pro-

Zheng

HRS, KBRS

environmental behavior
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Zhongnan University
Yang Jie, of Economics and
1 Dongjin He, Law, Lingnan How foodie persona impacts consumers’ perception and behaviors
Lican Wei University, Lingnan
University
. GC Women
> ii]l;a :ra%l:i’ dSei/ed University Sialkot, Ethical marketing, perceived value, and consumer loyalty:
4 ? American University evidence from an emerging market
Abbas Issa
of Iraq Baghdad
Haoyue Bai, L_anzhou University of When fear meets joy: Cultural differences in the impact of
. Finance and . . . .
3 Junghee Kim and . . decision uncertainty on fear of better options and ditto
Seolwoo Park Eco_n Omues, _JeJu . consumption
National University
4 55 SRR Storefront width matters: Attracting consumers into the store
XIS, 1S . inst dissatisfaction? Investigati
5 P, fAfE b ez Can cuteness buffer against dissatisfaction? Investigating the

MIJ’ ?E#

effectiveness of cute designs in service robot failure scenarios
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Fenghua Wang,
Shumin Jiang,
Mohan Wang,
Hui Li
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Fue Zeng,

Xueying Wang, Ji
Xia, Sarena Jiang
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School of Business
and Management, Key
Laboratory of Brain-
Machine Intelligence
for Information
Behavior (Ministry of
Education and
Shanghai), Shanghai
International Studies
University
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Economics and
Management School,
Wuhan University,
School of
Management and
Economics and
Shenzhen Finance
Institute, Chinese
University of Hong
Kong, Shenzhen

Segmented viewing experience, more is less: The role of mental
markers and perceived control

Research on the Impact of Tourist Visual Crowding Cues in Live-
Streaming Backgrounds on Audience Travel Intention

Who do you trust in noisy moments? The impact of frontline
agent type and environmental arousal on advice adoption
intention in offline retailing

Uncertainty in “add-on item” bundling: The moderating role of
outcome differentiation in consumers’ purchase intention

The power of presentation: simultaneous vs. sequential
comparison in product efficacy communication
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- ; » When eco-friendly design helps—and when it backfires: brand
ey T 3 o
! Ak LSS prestige, perceived CSR, and omission penalties in durable Goods
Tianfeng Shi, The impact of circular economy themes and national context on
2 Rong Huang, A TR N = consumer engagement in circular economy discourse on social
Emine Sarigollu media
Unlocking green consumption through intelligent recommendations:
3 v, FR JER IR A moderated model of green involvement and technology self-
efficacy
4 R e 1) e _The effe_ct of innovative city pilot policy on green sustainable
innovation
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Daisy Lee, Calvin

5 Wan, Yi-Ning Fung, ggle Iigﬁgilfong Al tourism backfire: The impact of platform task relevance and
Calvin Cheng, Ray yt . image realism on time rebound
University (CPCE)
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5 222 ) TR s From differentiated services to customer satisfaction: Scheduling

optimization for home-based elderly caregivers
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