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8:30-9:00

£3], MHAR
[HR— TAFTEFFLRXIRFEFEEEFIRE HITZRE(AL120)]

[H2=: Nt 5 HBEAL, XX KFRFEERFE B224]

9:00-9:10

RRT =RA; TG FEX

[£8—: TAFEFUARXXFEFEFREFR HITZF(A120)]
IR BR— ARKRFEGFEHEEFR HEHR

A TR XAKFRFE5ERFE K18, 5 T44

[£4—: N A EEHRAXXKRFLFEEEFRE B24]
EHA ZR ARXKRFEFEEAFE IR

BEA B ARXFEFEETRFIR LA HT

9:10-10:40

[+ —: FAFTEFAXKRFRFEFTERSEE HITZK(A120)]
EHEFT: ALHF PR EM (Theory building in social sciences)

A ARX LHEARXFALEEF SRR

[FH8=: Netigit H5EMRRLARKF2FETEFR B224]
EHFEF . N et 4 9 ATT(An Introduction to Bayesian Statistics)

WA B AT AFRXFARETEFR SIHK

wy

10:40-10:50

R A
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10:50-12:05

[+A2—

EHER:

FHAC

(58—

EHER:

ITHA:

AT EFGARIKRFEFETESR £ ITZ K (A120)]

AL & A P 693218 32 M) (Theory building in social sciences)

BRR LHEMABKXFOALELFIE hEHIR

Netirsiit 5B MR XX KR F2FHEEEFR B224]

441 % 32 (Conjugate Prior)

B4 AmAFREERER SHR

12:05-14:00

A

14:00-15:30

[+8—:

EHER:

FHAC

(8=

EHER:

FTHA:

AT EFIGARKRFEHREETEFE HILZK(A120)]

AR A A FF LT - SRR T (Research design in social sciences:
A deep dive)

AR X LEMEKFALEIEEIE AL
Netifshit 5 BB A XX KFBHFEEEF %R B224])

B R REEF R E 7 H(MCMC)

oA AR KFAEERS R 85I

15:30-15:40

R

15:40-17:30

[+8—:

EHER:

ITHA:

(G =

EHER:

FTHA:

WA EFRGARKFEFEEFREFRE HIZEA120)]

AR A A FF LT . SRR T (Research design in social sciences:
A deep dive)

FRX EHERABKXFLELFIE BEHIR

Nttt 5 EHBRA; XX KR FEF5EFEZF R B224]

&R Hierarchical Models

B4 AmAFREERER SHR

[ L% (Credamo)-F & fi4~:; XX KFLFHEHEFR A120 & B224]

FHAR

FTHA:

: 1% A W4k (Credamo)-F & 84 /1 #+4%

B BL PRS2 KFEHFGE MR

11
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[£#5—:

EHF

HAFTERARXKRFEFEEEFRE HITZRA120)]

. A 50 i% 9t #t M (Causality, validity, realism, quasi-experiments,

mediator, moderator, causal chain design)

A = FRETEER S 2
9:00-10:20 9t REF AR RKFALETEFR SRR
[ER—: Nt 5B MR AR KFL2FEFEFR B24]
EHFH: A A (Dynamic Models)
EHA: FOF KIRFR alH
10:20-10:30 A
[+ —: HAFTEFGAXKRFEFEFEFR HITZE(A120)]
EHFET . AR M (Causality, validity, realism, quasi-experiments,
mediator, moderator, causal chain design)
EHA: ARF LFTXFAEEEFR SHR
10:30-12:05
[£8=: Rttt EEHRAARKFLFEEELFRE B224]
EHFT: JEA LKA A (Nonparametric Models)
EHA: FOF KIRFR sl#K
12:05-14:00 41k
[28—: HAFTEFLRRXXRFLFE5FEFE HTZRA120)]
14:00-15:30 | 3 9. AFRIHR TR T 3 7R T Rkt 1)

FHAC

wy

4

BHFE LRRFALEE IR i
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[£8=: Nt EEBHMRAXRKRF2FEFEZFR B224]
E#FEF: L4 N et Hf(Variational Bayes)
EHA: FOF KIRFR al#k

15:30-15:40 PR K
[£8—: FAFEFAXKRFRFEFTERSEE HITZK(A120)]
EHFT ARIOTIRT T 5 1R R 43)
EHA: AEF LT XFAEEEFR SHR

15:40-17:10 | [#m=: Rttt 5EHBRAARKF2FE5FTEZFR B24]
EBF T AT N et a9 K& 5 5] (Bayesian Deep Learning)
EHA: FOF KIRFR alHk

17:10-17:30 E# Credamo BKF R X L ¥ B HFHF X

13
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8:30-9:30

HEABLOTELN [AXAFEFEFEFR B33T]

9:30-10:30

WA B RN KXBAF 2022 FHRTHFLHT AL LFERLG R
WL BaHNK: [KT4&H 2F5FEFR FHIRET A125]
EFRA AR ARXRKRFEFETEFIR HI
HEE A F8F ARKFLFEEFREFRATK Hig

FA#% PESRTHFHALLIAK BFKFAFR it
WA REEFLTHILRAS:
IEY PEIRTHFHMILERLSL FWERFLAEFK
CamH) KHh:
IRARES ARXRFLFHEEFR HK
CamH) AEEZR HEEATHERAS B K T XFHFR &
(AEBY AAITRFMBELAFORRELARNEL 42 k¥ 4)
7% (WHASWEEFLANNB K EAFEREHLS)
BEAS HHEAFWEEFLAGNEFK LT KFHLL)

BRA (MBEAFUAEEFLINEEFK FRFHLE)
B (WA 5w EEFLAEF LEBAFHLA)

10:30-10:40

FER

10:40-12:00

EREH: [BTLY 2F5F8EFR FTHRE/T A125]
IHFAK B PESRTHFHARSINESK KEFEIAKFLEFETEFR
Iz

BHER: UHE X KRFETHEHE X
FHARE: K0P 14T E SR

EIHA: IRE AT HERAER LEREBRFLALZFEFEFR
£ &ice

BHER TR RBRFTHEHF al#L

WA B AL A 2 RFF A L A ?
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14:00-15:40 | KA ERILA(E—%) [ATL% 2F 5FEFR FTHRET A125]

FHA: ROF HEATHERRER PLUXFEEFR HR
SN BT MEATHERAER AR AKFARFEFR SIHKR
H A REXFERFR a5
Do Platform-Generating Traffic Make Sellers Pay? The Asymmetry Network
Effect of Traffic Newbies on Fee Sellers on Electronic Platforms
AR FH ERAF

Juanvi (Sunny) Liu  University of Western Australia

A Machine Learning Model of Influencers’ Portraits in Live-Streaming
Commerce
IHHk FERE HRAE XVH SREILXF

EFXEFEAABLIT AN FERARWIERNY TR
#reder B PEARKSY

An Emerging Theory of Online Shopping Cart Abandonment
Fred Miao The University of Texas at Arlington
FaR PERARKF
KEKR FEARKRS
Robert W. Palmatier University of Washington
Mtk FEARKS

15:40-15:50 B

15:50-17:30 | AFHERIXZR(E=%) [ATL% BHF5FEFR FHRET A125])

#R

EHA: IRA MIATITHENRAER LAEEBRPERALETRR #i
BIEA: U PEAFHRKKRE TP FEFRR
B PEAMSRERFIANETEERE HR

From Stingy to Smart: Shifting Consumer Perceptions of Near-Expired

Products

Yongheng Liang Fudan University
Yunlu Yin Fudan University
Qian Xu Fudan University

What They Write and What They Do: Customers' Review Content and Their

Referral and Repurchase Behaviors

X ey bR K F
7k¥i# Bayes Business School
Pradeep Chintagunta University of Chicago

15
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You need a good conversation topic: how the human image in advertisements
influences experiential purchases

B PERARKS
AR EE P
AET TEARKT
EFE BBKRF

EUi hAHEKE

Unlocking the potential of virtual influencers: Insights into endorsement

effectiveness for experience and search products
FlKAR Tk B RS
I OB HHRERF
B B RF
ik B d B RS

Hre HEHGERS

17:30-18:00 | AR KEZ UL EREX [ATS% 2F5F2FE FTHRIBRET A125])
EH A EE2R HIATITHERARDK FXERFRE HR
MEEE: FEH PESRTHFHTEEK T KRS Hik
E A PESRTHEFHLLNAK RXKF #ig
Fhit PEARKRTHEFHLLNAK HIFKF #Hi%
MAEEHE: 5k B PEASRTHFHARLINSK KEHI K HKL
19:30-21:00 HERLFUREFRR(LATLS 2F5FEFK]
20:00-22:00 PERFRRTHEHRLE T —REELLHHEFS

TEHERRTAZARSE T —REEF22KEN

[(Hd L EE—L2NE]

16
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2023 £ P EHERRTZFARLEFREFLNAL (F—X)
BFE): 2023 F 7 A 15 B A #b: XX KFLFHERER

B i) FHRAE EHA -
08:30 - 09:00 2023 P ESHERRTHEHAREFRAELTREL
NEBHELER
3k i 18]
WAEE XX KFE REa P
=HIRET
Eigi S| EA
(&R)
08:30 - 09:00 Hzk AHASRTEPIR_A 4K
b:gi S| KK
HIZK
FEE YTESRTHSARES 4K H Az
(F£4)
R
£28 ARXKRFFEETEFR XEPiT
09:00 - 11:15 223 S P EGERRTHEAREFAFLEREH
¥im ik
Fo A5 BB A AL A AT 5 8RB 437 FHRIRE T
09:00 - 09:30 E e =
o H R RRXKFE ALAESAF T RHKR (& R)
iR
ZHE
HEEBLBIAA: AKBEEHHLBTE LR ILL HIZK
09:30 - 10:00 Ll PN
R REKRE AR (£ 4)
H Iz
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