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What makes social media influencers still effective in a paid post:
from the perspective of parasocial interaction and perceived self-serving motive.
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Why do consumers have resistance to smart service?
—Focusing on the perspective of perceived dehumanization—

Integrated Research of the Fit, Parasocial Relationship and Consumer Involvement
in Product Placement

HBEZFOECHMBET IV~ ORBEHNAREEOBRIEICETIHE
—REOENMBEELAIOBRELEBEEOBRSEICERT 55—

Why aren't virtual personal assistants (VPA) catching on?
—-Using UTAUT2 to predict VPA adoption practices—

IS LIMITED EDITION ALWAYS CHARMING?
Research on the mechanism of limited edition product value formation
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Knowledge Improvement in The Process of Transferring Knowledge
from Headquarter to Subsidiaries
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Dollarization: Trends and its Determinants
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