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Nearly all (91%) of users of voice assistants search the internet with their voice, while 41% of users are making purchases with their voice
assistants, according to new research. Voice tech agency, ...
Voice tech trends: users move from awareness to purchase
Fannie Mae said "Consumers are increasingly adamant that it's a good time to sell, bad time to buy a home" as it released its June Home
Purchase Sentiment Index (HPSI). The index, based on the company ...
Attitudes About Buying and Selling Continue to Diverge
Consumers may have less trust in food processes that they don't understand, and animal-based foods may be subject to more uninformed
scrutiny than other foods due to consumers' perception of higher ...
How well do consumers understand their dairy purchases?
This research will examine whether the efficient display of privacy information plays any role in making purchasing decision by the consumer.
Effect of Displaying Online Privacy Information on Purchasing Behaviour
Ingredient suppliers share their latest research on how consumer attitudes towards functional foods and beverages changed over the past
year.
How has COVID-19 changed consumer food and drink preferences?
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Researchers examine counterfeit dominance, and how it affects Anglo-American and Asian attitudes to luxury brands.
Cultural backgrounds influence counterfeit attitudes; study
WARC consistently delivers valuable insights that help to make me look like an expert in front of my colleagues and clients. We work with
80% of Forbes' most valuable brands* and 80% of the world's ...
Online word of mouth and consumer purchase intentions
In a bid to replicate his success in the national capital, Arvind Kejriwal has promised 300 units of free electricity to each family in Goa, after
making similar announcements in Uttarakhand and ...
Kejriwal’s power play: After Uttarakhand and Punjab, promise of free electricity in Goa ahead of polls
A host of market data and food company reports in the past year have suggested COVID-19 has accelerated and amplified interest in
functional and healthy foods that deliver wellbeing benefits such as ...
Has the pandemic really reshaped consumer attitudes towards health and wellness?
Taste and nutrition company Kerry has conducted new research into consumer expectations around sustainability in the food and beverage
sector. The ‘really surprising results’ are in: Consumers ...
‘Sustainability is a must-have rather than a differentiator’: Kerry points to rising wave of sustainably-minded consumers
Fickle consumers are making brand loyalty hard to achieve and with brand trust, a concept that is becoming increasingly critical, Edelman’s
Sumeer Mathur shares how brands can regain that trust.
Loyalty and trust: Brands in the age of cancel culture
Consumer confidence hit a pandemic high in June, The Conference Board reported, as U.S. consumers' short-term economic outlook ...
Consumers More Bullish on Economic Outlook in June
A pervasive opposition to genetically modified (GM) foods has developed from the notion that they pose a risk to human and environmental
health. Other techniques for the genetic modification of plants ...
All Plant Breeding Technologies Are Equal, but Some Are More Equal Than Others: The Case of GM and Mutagenesis
The latest U.S. consumer confidence data looks impressive as the metric has surged to its highest level in June in about 16 months. The
Conference Board's measure of consumer confidence index stands ...
ETFs to Shine Bright as US Consumer Confidence Soars in June
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Fats and oils are no longer four-letter words for consumers. More and more, shoppers are factoring nutrition and sustainability into their
decisions about which fats and oils they want to see—or not ...
Fats and Oils: Attitudes Evolve, Options Expand
The “Singapore Buy Now Pay Later Business and Investment Opportunities (2019-2028) Databook - 75+ KPIs on Buy Now Pay Later Trends
by End-Use Sectors, Operational KPIs, Retail Product Dynamics, and ...
Singapore Buy Now Pay Later Markets and Investment Opportunities Report 2021 - ResearchAndMarkets.com
The market statistical study namely, Global Pull Out Basket Market 2021 by Manufacturers, Regions, Type and Application, Forecast to 2026
comprises an examination of current market designs and other ...
Global Pull Out Basket Market 2021 Industry Analysis, Key Drivers, Business Strategy, Opportunities and Forecast to 2026
consumer’s demands and preferences, their perspectives about the product, their buying intentions, their feedback to a particular product,
and their different choices about the specific product ...
Global Potassium Tert-Butoxide Market 2021 Leading Segments, Primary and Secondary Drivers, Key Players and Geographical Analysis by
2026
The governor describes the performance of Maine's electric utilities as 'abysmal' but says formation of a consumer-owned utility could create
more problems than it solves.
Mills vetoes ‘hastily drafted’ bill for state buyout of CMP and Versant Power
The “Russia Buy Now Pay Later Business and Investment Opportunities (2019-2028) Databook - 75+ KPIs on Buy Now Pay Later Trends by
End-Use Sectors, Operational KPIs, Retail Product Dynamics, and ...
Consumer behavior is becoming increasingly complex in the current global market. A broader understanding of the psychologically-driven
motivation of consumers and characteristics of the consumer decision-making process is vital for effective customer engagement in the global
economy. The Handbook of Research on Leveraging Consumer Psychology for Effective Customer Engagement provides current research
on topics relevant to consumer beliefs, feelings, attitudes, and intentions and how best to utilize this research improving consumer appeal and
relationships. Emphasizing critical topics in the field of consumer behavior research, this publication is a comprehensive resource for
marketing professionals, managers, retailers, advertising executives, scholars, and graduate-level students in marketing, psychology, and
MBA programs.
The objective of the study is to extend the emerging body and scope of research on consumer's attitudinal and behavioral responses to
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online consumer reviews by examining the role of both message content and source characteristics. That is, this study investigates how
consumers process online consumer reviews within the context of message and source characteristics, and how these two factors influence
consumer's attitudes toward the review, attitudes toward the product, perceived credibility of the reviewers, and purchase intention. From this
perceptive, the study broadens the understanding and importance of message and source factors to the persuasiveness of online consumer
reviews.
As an annual event, Padjadjaran Communication Conference Series (PCCS) 2019 continued the agenda to bring together researcher,
academics, experts and professionals in examining selected theme by applying multidisciplinary approaches. In 2019, Universitas Padjadjara
successfully held this event for the first time in 9 October 2019 at Faculty of Communication Science Universitas Padjadjaran Bandung,
Indonesia. There were 81 papers presented during 1 days at the conference from any kind of stakeholders related with communication. Each
contributed paper was refereed before being accepted for publication. The double-blind peer reviewed was used in the paper selection. From
all papers submitted, there were 24 papers were accepted successfully for publication based on their area of interest, relevance, research by
applying multidisciplinary.
Mobile commerce transactions continue to soar, driven largely by the ever-increasing adoption and use of smartphones and tablets. The use
of this technology gives consumers the flexibility to shop whenever and wherever they want. Mobile Electronic Commerce: Foundations,
Development, and Applications addresses the role of industry, academia, scientists, engineers, professionals, and students in developing
innovative new mobile commerce technologies and systems to further improve the consumer experience. It also discusses the impact of
mobile commerce on society, economics, culture, organizations, government, industry, and our daily lives. This book brings together experts
from multiple disciplines in industry and academia to stimulate new thinking in the development and application of mobile commerce
technology. The book covers important mobile commerce topics, such as critical infrastructure management, mobile security issues, new
applications and services, emerging development architectures, mobile business solutions, and future research opportunities. In addition to
its multidisciplinary approach, the book also provides a cross-cultural approach intended to overcome cultural barriers and accelerate mobile
commerce advancement in the global economy. Authors and researchers from around the world discuss a broad spectrum of methods, tools,
and guidelines for designing mobile commerce systems and services in different cultures.
The understanding of consumers' processes and activities that people engage in when searching for, selecting, purchasing, using,
evaluating, and disposing of products and services to satisfy their needs and desires is crucial to guide marketers. Hence, the importance of
the concept of source credibility in advertisement i.e. corporate credibility and endorser credibility. The aim of this study is to examine the
effect of both the endorser and corporate credibility on consumer's attitude toward ad, brand attitude and purchase intention when brand
familiarity is tested. The model developed for this study is an integration of five separate "advertisement effect" models found in the
advertising related literature. The study found that of the two source credibility investigated, endorser credibility portrays greater antecedent
impact on Attitude toward advertisement than corporate credibility. The study also found that prior attitude toward brand is not a moderator for
Attitude toward Advertisement and Attitude toward Brand. Attitude toward Brand is partial mediator for the relationship between attitude
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toward advertisement and purchase intention.

This book is the proceeding of the International Conference on Sustainable Management and Innovation (ICoSMI 2020) that was successfully
held on 14-16 September 2020 using an online platform. The conference was mainly organized by the Department of Management IPB
University in collaboration with Leibniz University of Hannover, Universiti Putera Malaysia, Kasetsart University, Tun Hussein Onn University
of Malaysia, Tamil Nadu Teachers Education University, Deakin University, University of Adelaide, Forum Manajemen Indonesia, FE Pakuan
University, FE Gajah Mada University FEB University of North Sumatra and FEB Andalas University, SBM Bandung Institute of Technology,
FEB Lampung University, Perbanas Institute Jakarta, FE Bina Nusantara University, and SBE Prasetiya Mulya University. This conference
has brought academic researchers, business practitioners as well as graduate students together to exchange their experiences and research
results about most aspects of innovation and sustainability, and discuss the practical challenges encountered and the solutions adopted.
About 402 delegates across the world including Indonesia, Malaysia, Thailand, Spain, China, and India have attended and presented their
research works in the conference. The proceeding consists of 80 high-quality papers that were selected from more than 250 submitted
papers. The papers are classified into 12 themes, namely Finance for Sustainability, Industry 4.0 and Future Business Sustainability, Policy
and Strategy for Sustainable Innovation and Supply Chain, Smart Agriculture Management for Environmental Sustainability, and Sustainable
Human Resources. Finally, we would like to express the greatest thanks to all colleagues in the steering and organizing committee for their
cooperation in administering and arranging the conference as well as reviewers for their academic works and commitment to reviewing
papers.
This book addresses three related questions to explicate the relationships between media images of made-in-China products and consumer
behavior. First, we examine the central themes and symbolic devices that journalists in mainstream U.S. media repeatedly employ to frame
issues related to China. Then, we investigate whether, or to what extent, such generic "China-related issue frame packages" are applied to
present the many quality crises of made-in-China products in U.S. newspapers. Last, but most relevant to marketers both in the U.S. and in
China, we probe via a controlled experiment how much such media presentation affects consumer attitude towards made-in-China products,
their intention to purchase, and their causal attribution for the quality issues.
The purpose of this book was to examine the emotional responses while consumers are shopping, consumer attitudes toward apparel
shopping, subjective norms, individual differences, and demographic factors for U.S. and Taiwan consumers’ apparel purchase intentions
and purchase behavior. (此書的目的是為探討台灣與美國消費者購買服飾時之情緒反應、消費者對服飾的態度、社會主觀規範、個人特徵，以及人口統計變數對其購買服飾意願與行為之影響。)【秀威資訊科技股份有限公司製作】
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