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Abstract
This introduction provides an overview of the
Electronic Marketing mini-track and highlights each
of the papers included in the proceedings.

1. Introduction

This mini-track on Electronic Marketing, builds
on a 20-year legacy that provides a forum for open and
vibrant discussion of emergent research from any
part(s) of the world emphasizing addressing a) big
ideas that have the potential to positively, and
substantially move/change markets, organizations, or
other relevant stakeholders/systems; or b) deeper dives
into established theories, or domains with meaningful
and sufficiently distinct research explorations that can
enhance understanding, and enliven new opportunities
for improved experience, engagement, exchange,
strategies, practices, and wellbeing.

Submissions were solicited from academics,
practitioners, policy makers, and independent thinkers
who were invited to contribute a variety of theoretical,
bibliometric, or empirical papers, i.e., experimental,
field studies, case studies, models and modeling,
ethnographic, netnographic, natural language
processing (NPL), machine learning, or survey based.

Eight papers were accepted for presentation in
two sessions and included in these proceedings. The
first paper, “Riding the Referral Express: Examining
the Impact of Referral Reward Programs on Digital
Transportation Platforms” by Felix Urban and
Ferdinand Thies investigates the impact of referral
reward programs (RRP) on sustaining network effects
in digital transportation platforms (DTP) by analyzing
data from 119,130 users.

The second paper, “How Green Consumption
Values Affect the Intention-Behavior Relationship in
C2C e-commerce,” by Maria Ovaska, Heli
Hallikainen, and Tommi Laukkanen addresses the
intention-behavior gap in sustainability by examining
how green consumption values may enhance the
intention-behavior  relationship in  sustainable
consumption, particularly ~within consumer-to-
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consumer e-commerce marketplaces that promote the
circular economy.

The third paper, “The Value of Reputation
Systems in Business Contexts - A Qualitative Study
Taking the View of Buyers,” by Simon Hemmrich,
Jannika Schéfer, Philipp Hansmeier, and Daniel
Beverungen explores the under-researched realm of
reputation systems for inter-company performance
ratings through buyer interviews and discerns the
varied utility of these systems, particularly in less
transparent markets or when companies have a
thorough market overview.

The fourth paper, “Rundle in the Jungle! Why Do
People Subscribe to Amazon Prime? Analyzing the
Combination of Flat Rate and Bundle Pricing within a
Loyalty Program,” by Christian Straubert, Eric Sucky,
and Delia Altewischer explores the flat rate and bundle
pricing structure of Amazon Prime subscriptions using
two customer surveys and best-worst scaling discrete
choice experiments and find support for a bundle and
flat-rate pricing model.

The fifth paper, “Platform Pricing in the Presence
of Cross-platform Network Effects, by Zhe (Betty) Ji
and Ruhai Wu finds that in the presence of cross-
platform network effects, independently owned
platforms tend to charge lower fees on both sides,
particularly when services are complementary,
although platforms are willing to sacrifice prices to
attract a larger user base in such scenarios.

The sixth paper, “Understanding the Impact of
Emotional Comments and Image on Resistance
Intention and Participation: A Study of Taiwanese
Consumers' Buying,” by Chih-Chin Liang and
Wenlung Shiau explore the impact of emotional
comments on resistance intention and resistance
participation and find that both positive and negative
emotional comments are linked to resistance intention
and participation, ultimately shaping consumer buying
decisions.

The seventh paper, “Consumer Trust Building on
CBEC Platforms: The Perspective of Product
Authenticity Assurance Mechanisms,” by Wei Wu,
Sihang Wang, and Juan Wang introduces a conceptual
framework elucidating the consumer trust-building
process on cross-border e-commerce (CBEC)
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platforms. The authors identify the essential
components of the perceived effectiveness of product
authenticity assurance mechanisms (PEAAM) and
explore the boundary conditions influencing its impact
on the consumer trust-building process.

The eighth paper, “Striking a Balance: Harnessing
Both the Business and Informational Value of Online
Reviews through Resource-matching,” by Yicheng
Zhang, Tian Lu, Yingjie Zhang, Jiayan Han, and
Chenghong Zhang reveals specific conditions wherein
the simultaneous enhancement of both purchases and
review helpfulness is attainable, providing valuable
insights for business practices related to the design of
features highlighting reviews.

This collection of papers provides important
insights into the advancing technologies and changes
in practices associated with electronic marketing and
how the evolution of electronic marketing influences
consumer perceptions and behaviors.

Together, these papers provide insights into the
social and organizational drivers and outcomes of
collaboration, co-creation and collective actions.
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