
XXII SIM Conference 2025
The Marketing-Innovation Nexus:

Past Insights for Future Challenges

Editors:  Maria Rosaria Napolitano,  Michele Simoni, Paola Signori, Tindara Abbate

© Società Italiana Marketing, 2025

Università degli Studi di Napoli “Parthenope”
Dipartimento di Studi Aziendali e Quantitativi

10–12 settembre 2025

PROCEEDINGS



 
 

 

 

 
XXII SIM Conference 2025 

The Marketing-Innovation Nexus: 

Past Insights for Future Challenges 

University of Naples “Parthenope” 
Dipartimento di Studi Aziendali e Quantitativi 

10–12 September 2025 

© Società Italiana Marketing, 2025 

 

 

Recommended citation: 

 

Surname, N., Surname, N., and Surname, N. (2025). Title of your article, In Proceedings XXII SIM 

Conference 2025 – The Marketing–Innovation Nexus: Past Insights for Future Challenges. Società Italiana 

Marketing, pp. 1-1258 (your article page range), ISBN 978-88-947829-3-6. 



Proceedings XXII SIM Conference 2025 – The Marketing–Innovation Nexus: Past Insights for Future Challenges. 
Società Italiana Marketing. ISBN 978-88-947829-3-6          

                                                                                                                                                                                                   

2 
      

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Editors: Maria Rosaria Napolitano, Michele Simoni, Paola Signori, Tindara Abbate 

© 2025 Società Italiana Marketing (SIM)  
 
ISBN 978-88-947829-3-6 
Published by: Società Italiana Marketing 
November, 2025  



Proceedings XXII SIM Conference 2025 – The Marketing–Innovation Nexus: Past Insights for Future 
Challenges. Società Italiana Marketing. ISBN 978-88-947829-3-6          

                                                                                                                                                                                                   

3 
      

Indice / Table of Contents 

 
Introduzione alla Conferenza ............................................................................................. 15 

Introduction to the Conference .......................................................................................... 16 

Committees ....................................................................................................................... 17 

Ringraziamenti/ Acknowledgements .................................................................................. 18 

Sponsor & Partners ............................................................................................................ 18 

 

Track 1  International Marketing ........................................................................................ 19 

Cross-Cultural Perspectives On Generative Ai-Driven Brand  Activist Messages: A Comparative 
Thematic Analysis Of The  United States, Sweden, And Italy ................................................................. 20 

 Alice Aiudi, Roberta De Cicco,Barbara Francioni and Ilaria Curina , Mauro Dini  

Come Adattare il Linguistic Frame nei Messaggi Attivisti  dei Brand: una Prospettiva Culturale .......... 38 

Maria Ferraro, Francesca Avallone e Riccardo Resciniti 

Aligning Front-of-Pack Labeling Research  with Consumer Needs: A Cross-Country Analysis  of 
Research Intensity and Policy Urgency ................................................................................................... 55 

Valeria Gammella Quintero, Marco Francesco Mazzù e Angelo Baccelloni 

Country-of-Origin Effect on AI-Generated Fashion Content: A Conceptual Paper ................................. 71 

    Emanuele Ghianda, Michela Matarazzo, Alice Mazzucchelli, Roberto Chierici, Angelo Di Gregorio 

Strategie Di Marketing Internazionale Degli Oli Evo Biologici Certificati E Valorizzazione Dei Premi 
Internazionali Di Qualita’ ....................................................................................................................... 77 

Gaetano Macario, Savino Santovito 

    Do Dedicated Measures of Ecological Country Image Outperform Conventional Country Image 
Scales?   
    A Predictive Validity Perspective ........................................................................................................ 83 

Chiara Scrimieri, Alberto Pastore, Adamantios Diamantopoulos 

From Purpose to Performance:  How Brand Reputation Links Humane  Entrepreneurship to 
International Performance ..................................................................................................................... 89 

Martina Tomasetig, Fatima Dahbi, Maria Chiarvesio 

Track 2 Consumer Behavior ................................................................................................ 96 

Please, Mind the Gap! Dal Dire al Fare Sostenibile ................................................................................ 97 

Chiara Bacchilega, Simone Aiolfi, Silvia Bellini, Davide Pellegrini  

Bibamus et Gaudeamus Dum Iuvenes Sumus:   
A First Research on Gen Z’s Wine Consumption in Italy ....................................................................... 113 

    Luca Buccoliero, Giulia Palombi, Elena Bellio 

Navigating Ethical and Functional Tensions in Food Delivery: Insights from Italian Consumers ......... 119 

Matteo Corciolani 

Reconstructing the Digital Funnel:  A SEM-Based Perspective on  Consumer Pathways and Service 
Expectations ......................................................................................................................................... 124 

Ernesto D’avanzo 



Proceedings XXII SIM Conference 2025 – The Marketing–Innovation Nexus: Past Insights for Future 
Challenges. Società Italiana Marketing. ISBN 978-88-947829-3-6          

                                                                                                                                                                                                   

4 
      

The Role of Luxury Aesthetics  in Driving Sustainable Consumption .................................................... 149 

Matteo De Angelis, Cesare Amatulli, Rumen Pozharliev,  Ernesto Cardamone and Martina Di Cioccio 

Gamification e sostenibilità: il caso greenApes nella prospettiva 
della teoria dell’autodeterminazione ................................................................................................... 154 

Maria Esposito, Orlando Troisi and Gennaro Maione 

All You Need Is... AI? Investigating Relationships Between Frequent Users and GenAI ....................... 159 

     Mihaela Giannelli, Antonella Cammarota, Ludovica Serafini and Giovanni Baldi 

Trauma-Informed, Co-Constructed Framework for In-Depth Market Interviews in Crisis Contexts ..... 164 

    Nataliia Kochkina, Sofiia Berezka, Fabio Corona and Giuseppe Melis 

Prompt Until It Hurts: Understanding Irrational Engagement with Generative AI .............................. 168 

Giuseppe La Ragione¹,*, Shiva Sadat Mostafavi², and Marcello Risitano¹ ....................................... 168 

Consumers and Sustainable Fashion:  A Systematic Literature Review (2020–2024) .......................... 175 

Chiara Marinelli ............................................................................................................................... 175 

AI Adoption in Later Life: A Systematic Literature Review Through the Lens of Life Course Theory .... 180 

     Luigi Piper, George P. Moschis, Federico Mertoli, Carmela Elita Schillaci and Gianluigi Guido 

Who Made This? The Effect of Generation Source  (AI vs. Human) on Consumer Attitudes  Toward 
Artistic Products ................................................................................................................................... 185 

Maria Antonietta Raimondo, Ernesto Cardamone and Gaetano “Nino” Miceli 

Psychological Determinants of Bank Channel Choice: The Role of Trust, Risk and Technology Attitude 
in Cameroon ......................................................................................................................................... 190 

Giada Rainone and Laure Fangue Ndjioze Hymette 

Exploring Consumer Perceptions and Acceptance of Dealcoholized Wine in Italy:  
A Focus Group Study ............................................................................................................................ 199 

Francesca Roat 

Virtual or Human Influencers? Exploring Consumer Authenticity, Trust, and Engagement Across 
Generations .......................................................................................................................................... 205 

Massimiliano Ruggiero, Giovanni Mattia and Martina Toni 

Distorting Information in the Evaluation of Drip Pricing ...................................................................... 210 

Domenico Sardanelli 

Redefining Luxury: Consumer Responses to Marketing of  Lab-Grown vs. Natural Diamonds ............ 215 

     Nora Regina Schraffl, Marco Francesco Mazzù and Angelo Baccelloni 

Choosing the Hard Way:  Being Creative in the Age of Generative AI ................................................. 221 

Ludovica Serafini and Luigi Monsurrò 

Beyond Whole Wheat: Exploring Italian Consumers’ Attitudes  
Toward Pigmented Grain-Based Foods ................................................................................................ 226 

Annunziata Tarulli, Domenico Morrone, Raffaele Silvestri, Angelo Quarto and Chiara Colamartino 

Retro Rewind: Vicarious Nostalgia  and the New Cassette Culture ..................................................... 231 

Alice Venturini, Martina Columbano and Francesca Bergianti 

Level Up Your Health: The Psychophysiological Impact of Nutrition-Oriented Gamification on Food 
Choice and Behavior ............................................................................................................................. 236 

     Settimio Ziccarelli and Guido Cristini 

 

 



Proceedings XXII SIM Conference 2025 – The Marketing–Innovation Nexus: Past Insights for Future 
Challenges. Società Italiana Marketing. ISBN 978-88-947829-3-6          

                                                                                                                                                                                                   

5 
      

Track 3 Marketing Communication & Branding .................................................................... 240 

Faces of the Brand: How Gendered Labels Shape  Consumer Preferences .......................................... 241 

     Antonella Bozzi, Antonella Cammarota and Vittoria Marino 

Exploring Communication Strategies in SMEs:  A Research Proposal .................................................. 246 

Emanuela Conti 

Dual-funnel strategy in hyperlocal community marketing: Co-creation with Businesses and 
Municipalities in the Y Avellino Case .................................................................................................... 252 

Ernesto D’Avanzo and A. P. Feoli 

How Much is Too Much?  An Investigation into the Understanding of Nutri-Score and Nutri-Inform 
Battery Labels ...................................................................................................................................... 273 

Susanna Graziano and Ludovica Scalco 

Ad-Based Framework for Tracing  Wartime Cultural Dynamics ........................................................... 291 

     Nataliia Kochkina, Sofiia Katsiuba and Giuseppe Melis 

“Order Now” or “Buy Local”? Communication Strategies of Food Delivery  
Platforms on Social Media ................................................................................................................... 296 

Federico Mangiò, Annamaria Tuan and Marco Visentin 

How Does Personalization Shape Brand Familiarity?  Insights from Gen-Z Consumers ....................... 303 

Chiara Ottolenghi, Letizia Lo Presti and Gennaro Iasevoli 

Mind the Gap: Integrating Construal Level Theory and  Self-Control Dilemmas into Strategic Business 
Communication .................................................................................................................................... 309 

     Nicola Sabatini, Marco Francesco Mazzù and Michele Costabile 

Walking the Talk on Sustainability:   Consumer Perceptions on Retail Brand Equity Drivers ............... 314 

     Giada Salvatore, Elena Sarti, Antonino Castrogiovanni and Elisa Martinelli 

Virtue or Virality? A Conceptual Exploration  of Emerging Brand Rot vs. Conscientious Brand ........... 319 

Alfonso Siano, Francesca Sammartino, Alessandra Bertolini, Agostino Vollero and Francesca Conte 

Integrating Marketing and Linguistic Perspectives  in Sustainable Tourism: Greenspeak in  
Copenhagen’s Place Branding .............................................................................................................. 324 

    Walter Spezzano and Szilvia Gyimóthy  

The communication strategies of agri-food companies  in the North-West Italy in the light of 
sustainability  and digitalization .......................................................................................................... 334 

Milena Viassone, Luca Antoniazzi and Andrea Mahmuti  

Track 4 Business-to-Business Marketing .............................................................................. 339 

Big Bank Theory: Monetary Resources  as Lubricant for Network Innovation ..................................... 340 

Alessandro Cinti, Nicole Lillini and Alberto Amadei  

AI-Enabled Innovations for Waste Reduction  in Agri-Food Supply Chains:  A Bibliometric Analysis of 
Keyword Co-Occurrence ....................................................................................................................... 346 

     Alba D’Aniello and Carmela Donato 

AI-Driven Business Model Innovation:  A Paradigm Shift in Value Creation ........................................ 351 

     Alessio Di Leo and Alberto Mattiacci 

Turning Cellulose into Circularity: Sustainable Approaches in the B2B Paper Industry ....................... 358 

     Matteo Dominidiato and Mirko Olivieri 

 



Proceedings XXII SIM Conference 2025 – The Marketing–Innovation Nexus: Past Insights for Future 
Challenges. Società Italiana Marketing. ISBN 978-88-947829-3-6          

                                                                                                                                                                                                   

6 
      

Does GenAI have a role in the buyer-seller relationship initiation process?  
A conceptual perspective ..................................................................................................................... 362 

Pier Franco Luigi Fraboni, Andrea Sabatini  and Gian Luca Gregori 

Human–AI Relational Capabilities in Business-to-Business Marketing:  
A Review and Research Agenda ........................................................................................................... 367 

Piotr Kwiatek, Grzegorz Leszczyński and Natalia Gluza 

Organizing the Marketing Function for Public–Private Interaction: The Case of Pharmaceutical 
Companies ............................................................................................................................................ 373 

     Matilde Milanesi, Orazio Vella and Gerta Luga 

Track 5 Retailing, Sales & Trade Marketing .......................................................................... 377 

Retail Sensors: An Empirics First Approach .......................................................................................... 378 

     Gaetano Aiello, Raffaele Donvito, Gabriele Pizzi, Matilde Rapezzi and Marco Zanardi 

Non-Endemic but Effective? Managerial Logic Behind  Non-Endemic Retail-Media Spend ................. 382 

Francesco Costanzo, Alice Mazzucchelli, Roberto Chierici,  Claudio Chiacchierini and Angelo Di 
Gregorio 

Promuovere le Scelte Sane attraverso  il Micro-Marketing Nutrizionale: una Cluster Analysis  sui Fattori 
di Scelta dei Consumatori ..................................................................................................................... 388 

     Susanna Graziano, Benedetta Grandi, Maria Grazia Cardinali and Guido Cristini 

Exploring Facilitating and Inhibiting Factors in Manufacturer–Retailer Relationships: An Empirical Case 
Study Within a Category Captainship Context ..................................................................................... 411 

     Sylwia Jastrzebska, Marina Gigliotti and Antonio Picciotti 

Cambiano le Norme, Cambiano le Scelte:  l’Influenza delle Norme Sociali Descrittive Dinamiche sulle 
Preferenze d’Acquisto .......................................................................................................................... 418 

Sofia Laudani and Maria Grazia Cardinali 

Customer Recovery as a Strategic Lever in CRM:  Evidence from an Empirical Case Study ................. 434 

Federico Mertoli, Luigi Piper, Alexandru Avram, Francesco Puccio and Carmela E. Schillaci 

Beyond the Dyad: Exploring Sales Interactions  Across Multiple Buying-Center Roles  in the 
Professional Imaging Sector ................................................................................................................. 439 

Alessandro Romoli, Silvio Cardinali, Giada Mainolfi and Leonardo Forzoni 

The Role of Private Labels Display Visibility  in Grocery Retail Online Platforms ................................. 445 

Greta Siracusa, Alessandro Iuffmann Ghezzi and Edoardo Fornari 

Nonlinear trade-offs in customer  acquisition and retention ............................................................... 459 

Leopoldo Trieste and Giuseppe Turchetti 

Track 6 Tourism, Culture & Arts Marketing .......................................................................... 464 

Oltre l’hype: il ruolo dei social media  nella formazione degli overtourism hot spots.  Un’analisi 
esplorativa del caso di Roccaraso ........................................................................................................ 465 

     Antonio Apicella, Serena Pelosi, Pierluigi Vitale and Alessandro Vollero 

From Expectations to Emotions:  Are Memorable Tourism Experiences Reshaping  the Image of Naples 
as a Tourist Destination? ...................................................................................................................... 470 

Antonio Apicella, Francesco Sammartino, Alfonso Siano and Alessandro Vollero 

Captured by the story: the power of influencer storytelling in shaping travel choices ........................ 475 

Veronica Capone, Joan Baptista Garau Vadell and Fabiola Sfodera 

 



Proceedings XXII SIM Conference 2025 – The Marketing–Innovation Nexus: Past Insights for Future 
Challenges. Società Italiana Marketing. ISBN 978-88-947829-3-6          

                                                                                                                                                                                                   

7 
      

How value is co-created in a cultural festival context: The case of the “Scottish International 
Storytelling Festival” ............................................................................................................................ 480 

     Sabrina Celestino, Barbara Masiello, Enrico Bonetti, Francesco Izzo 

The Relationship Between User Review Topics  and Airbnb Listings’ Revenue .................................... 485 

Dario Centorame and Giovanni Pino 

Decoding Sustainability Through Tourist Reviews:  A Multimodal Big Data Analysis   
of User-Generated Content .................................................................................................................. 491 

     Ilenia Confente, Valentina Mazzoli and Sara Migliorini 

The Effects of Destination Corporate Social Responsibility on Tourist Satisfaction in Salento's Coastal 
Areas .................................................................................................................................................... 494 

Diego Gabriele Coppola, M. Irene Prete¹, Gianluigi Guido and Antonio Mileti 

 Can a Training Course Foster Value Co-Creation in Rural Tourism?  
An Exploratory Study of a Local Community Initiative ......................................................................... 499 

Fabio Corona and Giuseppe Melis 

Pursuing Authenticity: Tourists’ and Residents’ Perceptions of the Impact  
of Overtourism in Venice ...................................................................................................................... 505 

     Francesca Checchinato, Paolo Cunico and Vladi Finotto 

Unmasking the Chatbot: Reader Reactions  to AI-Generated Travel Narratives ................................. 511 

     Giancarlo Fedeli, Larissa Neuburger, Danielle Barbe and Roman Melnicin 

Transformative Tourism: Insights from Online Narratives  of Italian Route Walkers .......................... 518 

     Fabio Forlani, Simone Splendiani and Sofia Rita Di Blasi 

Corporate Museums as Tourist Experiences: A Transformative Theory Perspective ........................... 522 

Paola Gioia, Cecilia Pasquinelli and Maria Rosaria Napolitano 

Visitors’ Representation of Glacier Tourism:  Interplay Between Visuals and Text .............................. 530 

Lingling Huang, Irene Pinto and Serena Volo 

“Summer in the Mountains”: Insights on the Design of Coherent Agritourism Narratives .................. 535 

Serena Lonardi, Giulia Grillini and Serena Volo 

City Branding vs Place Branding: A Critical Review of the Literature and Emerging Gaps................... 540 

Genni Perlangeli and Andrea Rea 

Bridging Culture and Innovation:  Profiling Motivations for Virtual Reality Adoption in Cultural ....... 549 

Marco Pichierri, Lorenzo Saponaro and Luca Petruzzellis 

Data Lake a Servizio delle Destinazioni Turistiche:  Casi e Applicazioni ............................................... 551 

Paola Signori, Christian Besemer, Isabella Carbone and Francesca Simeoni 

Reimagining Science Communication through Experiential Marketing: Immersion, Emotion, and Co-
Creation ................................................................................................................................................ 568 

Elena Sorba, Valeria Beccar and Manuele Laghi 

Mapping the Memorable Guest Experience  in Luxury Hospitality: An Exploratory Study  Combining 
CADS and AI .......................................................................................................................................... 570 

Walter Spezzano, Giuseppina Lo Mascolo and Camilla Vásquez 

Collaborazione Multistakeholder e condivisione  del Purpose: Action-Research per la sostenibilità  di 
un'Area Rurale...................................................................................................................................... 585 

Martina Tafuro and Paola Signori 

Branding the Eternal City: Strategic Narratives and Identity Construction in Rome’s Urban Image ... 604 

Fabiola Sfodera, Meriem Touti, Alessio Di Leo and Alberto Mattiacci 



Proceedings XXII SIM Conference 2025 – The Marketing–Innovation Nexus: Past Insights for Future 
Challenges. Società Italiana Marketing. ISBN 978-88-947829-3-6          

                                                                                                                                                                                                   

8 
      

Conceptualising virtual reality museum experiences  affecting destination brand equity ................... 614 

Mariapina Trunfio, Cecilia Pasquinelli and Gennaro Punzo 

The destination image and its impact on tourist civic behaviour: a theoretical framework  for the 
Italian context ...................................................................................................................................... 619 

Luigi Zingone 

Perceived Benefits of Urban Regeneration  in Coastal Tourism Destinations ...................................... 624 

Judit Zoltan 

Track 7 Technology and Innovation Marketing .................................................................... 629 

Exploring Blockchain Technology for Trust-Based  Consumer Relations in the Context of Sustainability:  
Evidence from the Agri-Food Industry .................................................................................................. 630 

Adriana Baselice, Maria Coscia, and Alessandra De Chiara 

Beyond Neophobia: An Integrative Model of Psychological Factors Influencing 3DPF Acceptance .... 637 

Anna Boncompagni, Diego Gabriele Coppola, Martina Bocchini and Luca Corinaldesi 

Algorithmic Dynamic Pricing in E-Commerce:  A Systematic Review ................................................... 656 

Alessandro Bonetto and Jacopo Ballerini 

Il ruolo delle tecnologie immersive nella proposta di valore delle PMI turistiche:  
evidenze dall’Umbria............................................................................................................................ 661 

Roberto Bruni, Fabio Forlani and Marco Galvagno 

Digital metacontexts: Reimagining place-making through Extended Reality (XR) and Metaverse ..... 667 

Roberto Bruni, Fabio Forlani and Marco Galvagno 

Le piattaforme digitali transattive nel settore del gambling:  
lo sviluppo del betting exchange in Italia ............................................................................................. 672 

Paolo Calvosa 

The Phygital Customer Experience in Wellness Settings:  A Qualitative Analysis ................................ 680 

Luca Corinaldesi, Costanza Nosi and Niccolò Piccioni 

Exploring the dynamics of open innovation and artificial intelligence:  
A focus group study with experts ......................................................................................................... 686 

Maria D’Agostini, Annarita Colamatteo and Marcello Sansone 

Marketing Innovation and Digital Technologies Integration in Luxury Brands: Evidence from Italy ... 701 

Ezgi Hazal Gurcan 

Strategic Integration of Conversational AI in Retail SMEs: Addressing Organizational Readiness and 
Budget Constraints ............................................................................................................................... 706 

Siamak Hajiani and Fabiola Sfodera 

Integrating Gamification into the Consumer Journey:  
A Conceptual Model and Research Proposition ................................................................................... 711 

Giuseppe La Ragione, Francesco Calza, Marco Ferretti and Marcello Risitano 

New Frontiers for Value Co-Creation  in the Entertainment Industry .................................................. 719 

Andrea Gargiulo, Daniele Leone and Marco Ferretti 

From E-Commerce Habits to Chatbot Acceptance: Extending the Technology Acceptance Model to  Ai 
Conversational Agents ......................................................................................................................... 730 

Vincenzo Gissi and Elisabetta Savelli 

The Impact of Mastery Orientation  on Reactions Toward Generative AI ........................................... 736 

Luigi Monsurrò, Francesca Bergianti and Silvia Grappi 



Proceedings XXII SIM Conference 2025 – The Marketing–Innovation Nexus: Past Insights for Future 
Challenges. Società Italiana Marketing. ISBN 978-88-947829-3-6          

                                                                                                                                                                                                   

9 
      

Exploring User Profiles for Deadbot Adoption:  A Cluster-Based Analysis ........................................... 741 

Costanza Nosi, Luca Corinaldesi and Niccolò Piccioni 

Virtual Prestige and Tokenized Desire: The Influence of Luxury and Ownership  
on Consumer Reactions ........................................................................................................................ 747 

Dario Natale Palmucci, Andrea Sestino and Cristian Rizzo 

Managing Knowledge in the Phygital Era: AI and Immersive Technologies  
for Innovation in Marketing ................................................................................................................. 752 

Simonetta Pattuglia, Patrizia de Luca, Nicola Leone and Nona Kokoladze 

The adoption of blockchain by small agri-food companies: An empirical investigation ...................... 763 

Giovanni Pino, Gaetano Pice, Diego Valentinetti and Marco Pichierri 

Exploring the role of Artificial Intelligence in engaging with patients: a literature review on AI 
applications in the healthcare sector ................................................................................................... 768 

Riccardo Pollifroni, Raffaele Donvito, Gaetano Aiello, Olga Nechaeva and Maria Grazia Cardinali 

GenAI as a Product: An Empirical Perspective on Productisation’s Key Dimensions ............................ 774 

Andrea Sabatini and Gian Luca Gregori 

Trust in the metaverse: a literature review .......................................................................................... 787 

Ginevra Testa, Giorgia Profumo and Roberta Scarsi 

The Role of Start-ups as Enablers  of the Circular Economy in Smart Cities ......................................... 792 

Alessia Turchetta, Lorenzo Infascelli, Mohammad Mahoud and Andrea Moretta Tartaglione 

Patient First: An Explorative Analysis of AI-Driven  Customer-Centric Healthcare Models .................. 811 

Federica Zeuli, Annaluce Mandiello, Claudia Perillo, Anna Bastone and Francesco Schiavone 

Track 8  Digital Marketing .................................................................................................... 825 

Designing Smarter Nudges: Cognitive Load Theory in Sustainable Checkout Choices ......................... 826 

Jacopo Ballerini and Francesca Buggio   

AI-Generated Review Summaries  and Consumer Decision-Making: Testing the Information 
Acceptance Model on Gen Z Online Shoppers ...................................................................................... 832 

Lawrence Paul Cabrera, Alice Mazzucchelli, Domitilla Magni and Roberto Chierici 

More than a pretty picture: Exploring instagrammability  in firm-generated content ........................ 850 

Antonella Cammarota, Niccolò Piccioni and Luca Petruzzellis 

Segmenting the Online Grocery Shopper: A Cross-National Cluster Analysis of Italian and U.S. 
Consumers ............................................................................................................................................ 855 

Ylenia Cavacece, Simona D'Amico and Giulio Maggiore 

Green Consumption or Underconsumption: The Effect of De-Influencing in Consumers’ Decisions .... 864 

Beatrice Ceccoli, Donata Tania Vergura, Cristina Fona and Guido Cristini 

Growing Up Online: How Adultification Impacts  the Engagement of Child  
Influencers on Social Media ................................................................................................................. 871 

Martina Di Cioccio, Ernesto Cardamone and Peeter Verlegh 

Sconsigliare si! ma non troppo! Il ruolo della credibilità e omofilia sullo user engagement e l’influencer 
purpose nel fenomeno del deinfluencing ............................................................................................. 876 

Letizia Lo Presti, Valentina Cucino and Gennaro Iasevoli 

When Advertising Speaks Honestly: The Role of AI Usage Declaration in Shaping Consumer Perception 
and Behavior ........................................................................................................................................ 880 

Veronica Marozzo, Fabrizio Cesaroni, Tindara Abbate and Augusto D’Amico 



Proceedings XXII SIM Conference 2025 – The Marketing–Innovation Nexus: Past Insights for Future 
Challenges. Società Italiana Marketing. ISBN 978-88-947829-3-6          

                                                                                                                                                                                                   

10 
      

Podcast Away: How Podcaster Self-Disclosure Enhances Listener Reactions via Parasocial 
Relationships ........................................................................................................................................ 888 

Luigi Monsurrò, Ludovica Serafini and Martina Di Cioccio 

Digital Platforms, Physical Emissions: Investigating  the Environmental CDR in Social Media and AI 
Practices ............................................................................................................................................... 892 

Francesca Negri 

Personalization Unboxed:  A Framework for Strategic Application ..................................................... 905 

Chiara Ottolenghi and Gennaro Iasevoli 

The Brand Purpose–Authenticity Nexus: Leveraging Instagram Bios to Drive Word-of-Mouth .......... 912 

Marco Pichierri and Martina Di Cioccio 

Consumer Responsiveness to Influencer Marketing:   A Mixed-Methods Approach ............................ 914 

Savino Santovito, Raffaele Campo, Lucrezia Maria De Cosmo, Fabrizio Flavio Baldassarre and 
Pierfelice Rosato 

Leveraging Mechanical AI to Optimize Advertising Performance: Evidence from TikTok Smart+ 
Campaigns............................................................................................................................................ 919 

Piermario Tedeschi, Mihaela Giannelli and Maria Vernuccio 

Human vs Virtual Influencers:  The Impact of AI on Digital Marketing ................................................ 930 

Alessia Turchetta, Ylenia Cavacece, Andrea Moretta Tartaglione and Giuseppe Russo 

Track 9  Sustainable Marketing and Inclusivity .................................................................... 938 

Beyond Greenwashing: Communicating Sustainability  in the Age of Regulatory Verification ........... 939 

Fabrizio Baldassarre, Claudio Rosito, Raffaele Campo and Gennaro Durante 

Communication of the SDGs in the Company’s Mission Statement: The Effect on Performance ........ 944 

Lucia Barra, Michele Costagliola di Fiore and Adele Parmentola 

Fear That Protects: Integrating Eco-Emotions  Into Protection Motivation Theory ............................. 949 

Martina Bocchini and Mario D’Arco 

The Communication of Sustainability and Mitigation in Manufacturing SMEs ................................... 955 

Greta Buoso, Eleonora Di Maria and  Marco Bettiol 

Implementing the Inclusive Branding Strategy:  Key Challenges and Managerial Solutions  from the 
Perspective of Marketing Practitioners ................................................................................................ 976 

Federica Ceccotti, Maria Vernuccio and Sara Boccalini 

Designing for Clarity: Investigating the Effects of Packaging Complexity on Consumer Perception .... 996 

Martina Columbano, Cristina Zerbini, Donata Tania Vergura and Silvia Bellini 

EmpowHER: A Pink Entrepreneurship for Digital Success .................................................................. 1004 

Alessandra Costa, Veronica Marozzo, Tindara Abbate, Fabrizio Cesaroni and Angelo Presenza 

From Greenwashing to Green Claims:  Regulatory Implications of EU Directive “Empowering 
Consumers for the Green Transition” ................................................................................................. 1010 

Valeria De Sio, Vincenza Volpe, Alessandra Storlazzi 

Greenhushing on Online Delivery Platforms:  To Disclose or Not to Disclose Green Cues? ................ 1024 

Musa Essa, Annamaria Tuan and Marco Visentin 

When the Lie Hurts More: Comparing Investors’ Reactions to Socialwashing and Greenwashing.... 1036 

Lucia Gatti and Marta Pizzetti 

Inclusive Marketing on a Fine Line: Is There a Case for Hushing? A Delphi-Based Inquiry ................ 1046 

Cecilia Grieco and Valentina Cascio 



Proceedings XXII SIM Conference 2025 – The Marketing–Innovation Nexus: Past Insights for Future 
Challenges. Società Italiana Marketing. ISBN 978-88-947829-3-6          

                                                                                                                                                                                                   

11 
      

The Influence of Mindfulness on the Attitude–Behaviour Gap in Sustainable Fashion Consumption  in 
the Fast Fashion Industry ................................................................................................................... 1051 

Manjitha Mathew, Riccardo Spinelli and Poornima Vijaykumar 

Luxury Fashion Brands Communication on Gender Issues and Corporate Activism:  
Action or Hype? .................................................................................................................................. 1056 

Stefania Masè,  Marta Giovannetti,  Cinzia Colapinto and Elena Cedrola 

Eating with Your Eyes: Insights Into the Promotion of Healthy Foods via Instagram ........................ 1061 

Monica Mendini, Paula C. Peter and Anjala S. Krishen 

Fashion Activism Among Movements and Businesses:  
 Insights from Italian Activist Entrepreneurs ...................................................................................... 1065 

Giulia Monteverde, Andrea Runfola and Simone Guercini 

Communication Transparency and Inclusivity  as Youth Priorities for Organizations  in the Loss and 
Damage Fund Governance ................................................................................................................. 1070 

Barbara Monticelli and Daniela Corsaro 

Dipendenze Strategiche e Radicamento Territoriale:  Nuove Dimensioni della Resource Dependence 
Theory  nel Settore Culturale-Creativo ............................................................................................... 1075 

Giulia Nevi, Pier Franco Luigi Fraboni, Valerio Temperini and Luca Dezi 

Diversity on Display? Internal and External Coherence in DEI Communication Among Leading 
Companies in Italy .............................................................................................................................. 1086 

Valeria Pasculli, Giulia Pascuzzi and Federico Ruggiero 

Choose and Reject: Emotional Framing in Sustainable Consumption — A Qualitative Perspective .. 1103 

Giovanna Pegan and Silvia Ranfagni 

Scrolling for Truth:  Generation Z’s Perception of CSR Credibility ...................................................... 1110 

Anna Piergallino 

How B Corp Leaders Communicate and Implement Sustainability Strategies:  
Evidence from the Italian Context ...................................................................................................... 1127 

Dario Risso, Lucia Gatti and Ralf Wagner 

Sustainability Communication or Missed Opportunity? Evidence from Italian SMEs  
in the Wood-Furniture Industry .......................................................................................................... 1132 

Rosa Romano, Veronica Capone and Alberto Mattiacci 

Regenerating Salento: How to Turn an Agri-Environment Crisis Into a Place Branding Opportunity 1138 

Vittoria Tunno, Maria Irene Prete, Mauro Amoruso and Antonio Mileti 

Track 10 Services Marketing ................................................................................................ 1143 

Realigning value misalignments in digital public services  trough servant leadership ...................... 1144 

Angela Caridà, Maria Cristina Dardano, Beatrice Bellassi and Monia Melia 

Una nuova prospettiva sulle relazioni tra cliente  e dipendente: il gradiente relazionale ................. 1160 

Monica Magrone, Francesco Montani, Chiara Orsingher and Valentina Sommovigo 

Investigating Acceptance and Rejection  of Service Robots in Educational Settings .......................... 1165 

Stefano Paolo Russo and Roberta De Filippis 

Innovation at the Edge of Chaos: Frictions in the Education Ecosystem in the Age of GenAI ............ 1173 

Debora Sarno, Alessia Anzivino and Francesco Polese 

User Perception of Value Proposition Driven  by Conversational Agents  
in the Public Service Context .............................................................................................................. 1181 

Carmine Sergianni and Marco Tregua 



Proceedings XXII SIM Conference 2025 – The Marketing–Innovation Nexus: Past Insights for Future 
Challenges. Società Italiana Marketing. ISBN 978-88-947829-3-6          

                                                                                                                                                                                                   

12 
      

Communicating Through Bias: How Financial  Advisors Address Consumer Behavioral Barriers ...... 1194 

Luca Venturini, Annarita Sorrentino and Belinda Laura Del Gaudio 

Special Track UNESCO Chair - Marketing in Entrepreneurial Ecosystems ............................ 1200 

Sustainable practices in the MENA entrepreneurial ecosystem: The impact of country culture........ 1201 

Chiara Cannavale, Lorenza Claudi and Nohaila Kartti 

Education as a Key Factor of Entrepreneurship Ecosystems:  The Role of Lean Marketing ............... 1207 

Nunzia Capobianco, Silvia Cosimato, Nadia Di Paola and Roberto Vona 

Self-Efficacy and Structural Change: Resilience in Italian Women Entrepreneurs  
During the Pandemic .......................................................................................................................... 1230 

Claudia Covucci, Chiara Spiniello, Giusy Sica, Maria Palazzo and Alessandra Micozzi 

Leveraging Growth Hacking and Digital Marketing: Evidence from Tunisian Startups ..................... 1249 

Lala Hu and Nesrine Agrebi 

 

Book of Abstracts……………………………………………………………………………………………….1257 

Track 2 Consumer Behavior 

    Loss or win? How charity gifts are valued and appreciated by gift recipients …………………………….... 1258 
         Diletta Acuti, Marta Pizzetti, Isabella Soscia 

    Sustainability on the Menu: How Framing and Ingredient Type Influence Upcycled 
    Food Acceptance ……………………………………………………………………………………………….………………………… 1259 
         Carmela Donato, Silvia Grappi, Simona Romani 

    Unveiling the World of Riders: How Power and Discourse Shape Platform Inequalities……………….. 1260 
         André Luiz Vieira Soares, Silvia Biraghi, Rossella Gambetti, Angela Antonia Beccanulli 

Track 3 – Marketing Communication & Branding 

    Brand Identification and Supportive Behaviors: a comparison between  
    students and employees ……………………………………………………………………………………………………………… 1262 
        Francesca Checchinato, Fulvio Fortezza, Debora Slanzi 

    A Deep Dive into Consumer-Influencer Parasocial Relationships:  
    An Analysis of Dynamic Trajectories ………………………………………………………………………………………………1263 
        Valentina Mazzoli, Lia Zarantonello, Laura Grazzini, Soulaima Mouawad 

    From Awareness to Action: Strategic Communication for Customer  
    Engagement in Prevention………………………………………………………………………………………………….………... 1265 
        Valentina Sbrolli, Laura Grazzini, Gaetano Aiello 

Track 4 – Business-to-Business Marketing 

     AI-Driven Value Creation in B2B Service Firms: An Exploratory Cross-Sectoral Study………..…………. 1270 
         Alessia Anzivino, Mirko Olivieri, Andrea Sestino 

     La donazione di sangue e le motivazioni alla base del dono e dell'attività di volontariato .………….. 1271 
         Orazio Vella, Simone Guercini 

Track 5 – Retailing, Sales, & Trade Marketing 

     Does selling orientation shape customer satisfaction in B2C door-to-door food retailing?  
     The mediating role of customer commitment ……………………………………….……………………………………. 1273 
         David D’Acunto, Valentina Mazzoli, Ivan Russo 

     From Play to Purchase: Extending the Retail Mix into Free-to-Play Gaming Ecosystems …….………. 1275 
         Luca Venturini, Alessandro Iuffmann Ghezzi 

 



Proceedings XXII SIM Conference 2025 – The Marketing–Innovation Nexus: Past Insights for Future 
Challenges. Società Italiana Marketing. ISBN 978-88-947829-3-6          

                                                                                                                                                                                                   

13 
      

Track 6 – Tourism, Culture & Arts Marketing 

    Memorable for the wrong reasons: a text mining analysis of negative memorable  
    guest experiences in the hospitality sector …………………………………………………..……………………………… 1276 
        Mara Normando, David D’Acunto, Giampaolo Viglia 

   “Don't Take That Photo Yet”: How Instagram Reels Turn Urban Spots into Tourist Stages ………….… 1278 
        André Luiz Vieira Soares, Mara Normando 

    Beyond luxury: A dual perspective on exclusive tourism experiences …………..……………………………… 1280 
       Vania Vigolo, Ilenia Confente, Angelo Bonfanti 

Track 7 – Technology and Innovation Marketing 

    Smart Devices and the Amateur Cycling Experience: An Assemblage Theory Perspective …..……..… 1284 
        Daniele Dalli, Virginia Vannucci 

Track 8 – Digital Marketing 

     The Impact of Privacy Communication Formats on Data Disclosure and AI App Adoption …….……. 1285 
         Stefania Farace, Elisa Montaguti, Sara Valentini, Alessandra Zammit 

     The Impact of Privacy Communication Formats on Data Disclosure and AI App Adoption ….………. 1286 
         Giacomo Gistri, Daniele Scarpi, Niccolò Testi 

     How GenAI-Enhanced Content Shapes Engagement on Social Media ……………………………….………… 1287 
         Selahattin Onur Karlık, Matteo De Angelis, Rumen Pozharliev 

     How time-related information affects customer satisfaction in chat-based interactions …….………. 1289 
         Mafalda Pescatore, Francisco Villarroel Ordenes, Stefania Farace, Chiara Orsingher 

Track 10 – Service Marketing 

     Lights, Camera, Backlash? The Double-Edged Sword of Service Provider Media Exposure …..........… 1291 
         Verdiana Giannetti, Anastasia Nanni, Serena Pugliese, Aulona Ulqinaku 

     Strategic Customer Experience Management in B2B Service Contexts:  
     A Multi-Perspective Analysis of Value Co-Creation Across Market Segments………………………...….....1292 
         Vania Vigolo, Nicola Cobelli, Kristina Heinonen 

 

Addendum………………………………………………………………………………………………………….1294 

Papers 

Track 2 Consumer Behavior 

    From Lab to Market: How Scalable Tools Can Bring Consumer Neuroscience Closer to Practice…...1295 
         Andrea Bazzani, Giorgio Manfroni, Ugo Faraguna, Giuseppe Turchetti 

    How Far is Too Far? The impact of the Perimeter-of-Origin on the Willingness to Pay…………….…….1309 
         Federico Frezzetti, Valentina Cucino, Laura Michelini 

Track 6 – Tourism, Culture & Arts Marketing 

    Towards the Use of Lean Six Sigma and the Integration of Blockchain to Enable Supplier Procurement                                                                                        
     in Tourism: A Model Proposal …………..…………..…………..…………..…………..…………..…………………………..1313 
          Raffaele Tardio, Anton Straetemans, Silvia Verdura, Chiara Card 

Track 7 – Technology and Innovation Marketing 

    Ethical AI Literacy for Future Managers: Insights from a Systematic Literature Review…..…..…………1323 
        Maria Giovanna Confetto, Claudia Covucci, Christian Califri 

    Artificial Intelligence and Research Integrity: A Framework for Accountability, Transparency, and  
    Honesty…..…………………………….……………………………………………………………………………………………………… 1340 
        Valerio Feola, Giulia Gogiali, Giulia Nevi, Luca Dezi 

 



Proceedings XXII SIM Conference 2025 – The Marketing–Innovation Nexus: Past Insights for Future 
Challenges. Società Italiana Marketing. ISBN 978-88-947829-3-6          

                                                                                                                                                                                                   

14 
      

 

Track 8 – Digital Marketing 

     Strategic Implementation of Artificial Intelligence in Media Industries: Value Chain Impact and 
     Operational Challenges in the Digital Age ….………………………………………………………………………….……. 1350 
         Francesco Notari, Maria Palazzo, Maria Antonella Ferri, Vincenzo Piluso, Marco Venuti 

     The Mimicry of Negative Valence in Online WOM: A Cognitive Approach ……….……….………………….1356 
         Andrea Pelaez Martinez, Lauren Block, Mahima Hada, Ujwal Kayande 

Track 10 – Service Marketing 

     Ethical Organizational Culture and Service Design: Pathways to Decent Work and  
     Human Thriving …..........……………………………………………………………………………………………………………….1360 
         Muhammad Junaid Shahid Hasni, Maria Della Lucia, Erica Santini 

     

 

Track 2 Consumer Behavior 

    Real-Time Biometric Framework for Marketing Automation: Reshaping Consumer Behaviour  
    through IoT-CGM Integration…………………………………………………………………………………………………………1364                  
         Tatiana Tolusso 

Track 4 – Business-to-Business Marketing 

     Rethinking B2B Networks through Digital Transformation and Value Co-Creation………..……….….....1366 
         Elisa Martina Martinelli, Alessia Anzivino 

 Track 8 – Digital Marketing 

    Investigating Intergenerational dynamics in voice search behavior: 
    implications for brand engagement …….…………………………………………………………………………………..…...1368 
         Giulia Miniero, Lamberto Zollo 

    Seen Together: How the Visual Co-Presence of Helpers and Victims Affects Social Media 
     Engagement……………………………….…………………………………………………………………………………………………1372 
         Sofia Pansoni, Giacomo Gistri, Stefania Farace 

Track 9 - Sustainable Marketing and Inclusivity 

     Monetary and Non-Monetary Interventions to Stimulate Green Purchase Behavior…….………………1375 
         Shiva Sadat Mostafavi, Generoso Branca, Sandro Castaldo 

 



Proceedings XXII SIM Conference 2025 – The Marketing–Innovation Nexus: Past Insights for Future 
Challenges. Società Italiana Marketing. ISBN 978-88-947829-3-6          

                                                                                                                                                                                                   

15 
      

Introduzione alla Conferenza 

 

La Società Italiana Marketing (SIM) rappresenta, dal 2002, la principale comunità accademica 

italiana dedicata allo sviluppo e alla diffusione degli studi di marketing. La SIM promuove la 

collaborazione scientifica tra studiosi, istituzioni e imprese, favorendo il dialogo 

interdisciplinare e il trasferimento di conoscenze verso il sistema economico e sociale. 

Attraverso conferenze, pubblicazioni e gruppi di ricerca, la SIM contribuisce alla crescita 

culturale e metodologica del marketing come disciplina e come pratica manageriale. 

La SIM Conference é la conferenza annuale della Società Italiana Marketing e rappresenta il 

più importante momento di incontro della comunità scientifica nazionale nell’area del 

marketing. Ogni anno, studiosi, ricercatori e professionisti si confrontano sui temi emergenti 

della disciplina, condividendo evidenze empiriche, prospettive teoriche e implicazioni 

manageriali. La conferenza offre un contesto stimolante per il dibattito accademico, la 

creazione di reti collaborative e lo sviluppo di progettualità di ricerca. 

La XXII edizione svoltasi nel 2025 è stata dedicata al rapporto tra marketing e innovazione, 

un legame che ha profondamente influenzato l’evoluzione dei mercati e delle strategie 

aziendali. Il tema “The Marketing-Innovation Nexus. Past Insights for Future Challenges” ha invitato 

a riflettere su come le intuizioni del passato possano guidare la gestione di sfide future 

caratterizzate da trasformazioni tecnologiche, digitalizzazione, sostenibilità e nuovi modelli 

di consumo. L’obiettivo era favorire un dialogo critico capace di integrare le radici storiche 

della disciplina con i più recenti sviluppi concettuali e applicativi, in modo da delineare scenari 

di ricerca e pratiche manageriali orientate all’innovazione responsabile e al valore per la 

società.  

Il Presidente SIM, Prof. Daniele Dalli, afferma: 

“Ci siamo specializzati sia lato ricerca che lato professione nel cercare di prevedere e anticipare il futuro. 
Abbiamo pensato che il marketing fosse lo strumento per capire dove andare e, a volte, ci siamo dimenticati 
di guardare nello specchietto retrovisore. Il marketing può essere la chiave di lettura che tiene insieme queste 
due dimensioni: la necessità di innovare e di muoversi verso il futuro, e l’importanza della direzione da cui 
veniamo per non perdere autenticità, credibilità e identità.” -  

Il Prof. Michele Simoni, Co-chair della XXII SIM Conference, aggiunge:  

“Il nesso tra marketing e innovazione si manifesta in un interplay continuo tra tradizione e futuro. La 
comunità della Società Italiana Marketing si distingue per energia, rigore e spirito di collaborazione: ogni 
Conference è un’occasione stimolante e piacevole di confronto e crescita.”  

Conclude la Prof. ssa Maria Rosaria Napolitano, Co-chair della XXII SIM Conference: 

“Nell’heritage delle organizzazioni risiede la genesi del futuro. Valorizzare il passato e le radici consente di 
leggere il presente e progettare l’avvenire. L’edizione 2025 conferma lo slancio della comunità SIM, con ampia 
partecipazione di studiosi, imprese e ospiti internazionali.”  
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Introduction to the Conference 
 

Founded in 2002, the Italian Marketing Society (SIM) is the leading academic community in 
Italy dedicated to the advancement and dissemination of marketing studies. SIM promotes 
scientific collaboration among scholars, institutions, and businesses, fostering 
interdisciplinary dialogue and the transfer of knowledge to the economic and social system. 
Through conferences, publications, and research groups, the Society contributes to the 
cultural and methodological development of marketing as both an academic discipline and a 
managerial practice. 

The SIM Conference is the Italian Marketing Society annual gathering and represents the 
most important event for the national academic community in the field of marketing. Each 
year, scholars, researchers, and professionals come together to discuss emerging issues in the 
discipline, sharing empirical evidence, theoretical perspectives, and managerial implications. 
The conference provides a stimulating environment for academic debate, the creation of 
collaborative networks, and the development of research projects. 

The XXII edition, held in 2025, was dedicated to the relationship between marketing and 
innovation, a nexus that has profoundly shaped the evolution of markets and business 
strategies. The theme “The Marketing–Innovation Nexus: Past Insights for Future Challenges” invited 
participants to reflect on how insights from the past can guide the management of future 
challenges, shaped by technological transformation, digitalization, sustainability, and new 
consumption models. The goal was to foster a critical dialogue that integrates the historical 
foundations of the discipline with its most recent conceptual and managerial developments, 
aiming to outline research paths and practices that promote responsible innovation and 
societal value.  

Professor Daniele Dalli, President of the SIM, notes:  

“We have specialized, both in research and in professional practice, in trying to foresee and anticipate the 
future. We believed that marketing was the tool to understand where to go and, at times, we forgot to look in 
the rear-view mirror. Marketing can be the interpretive key that holds these two dimensions together: the need 
to innovate and move toward the future, and the importance of the direction we come from, so as not to lose 
authenticity, credibility, and identity.”  

Professor Michele Simoni, Co-chair of the XXII SIM Conference, adds:  

“The nexus between marketing and innovation emerges in a continuous interplay between tradition and the 
future. The community of the Italian Marketing Society stands out for its energy, rigor, and collaborative 
spirit: every Conference is an inspiring and enjoyable opportunity for dialogue and growth.”  

Professor Maria Rosaria Napolitano, also Co-chair of the XXII SIM Conference, concludes:  

“Within the heritage of organizations lies the genesis of the future. Enhancing the past and one’s roots allows 
us to interpret the present and shape what is yet to come. The 2025 edition confirms the momentum of the 
SIM community, with broad participation from scholars, companies, and international guests 
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Introduction and Theoretical Framework 
 
In the last decade, social media has become a strategic tool for nonprofit organizations (NPOs) to raise 
awareness, engage supporters, and secure funding. Institutions like the UNDP describe this environment 
as a fast-moving, overcrowded space where attention is fleeting and continuous adaptation is essential 
(UNDP, 2024). In this context, visual storytelling is critical to capturing attention and fostering emotional 
engagement. Research shows that human faces, especially those of identifiable beneficiaries, foster 
empathy and prosocial behavior (Small & Loewenstein, 2003; Nikulina et al., 2024). As research has 
largely focused on the persuasive role of beneficiaries, with little attention to operators’ visual presence, 
this study examines how the co-presence of operators and beneficiaries, compared to beneficiaries alone, 
influences Instagram engagement. A long-standing body of research in social psychology demonstrates 
that individuals are less likely to engage in helping behavior when others are perceived to be present, a 
phenomenon known as the bystander effect. As originally proposed by Darley and Latané (1968), the 
Diffusion of Responsibility Theory posits that when multiple potential helpers are present, the 
responsibility to intervene becomes psychologically shared, leading to a reduced sense of personal 
obligation to act. This process is well documented through the lens of the bystander effect (Kuppuswamy 
& Bayus, 2017) whereby observers may feel that the moral “quota” has already been met by others, thus 
reducing their own motivation to help. In particular, the presence of humanitarian workers in visual 
content might lead viewers to infer that someone is already “taking care of it”, thereby reducing their 
own felt responsibility. For this reason, we state: 
 

H1: The co-presence of both beneficiaries and operators in an image is associated with lower 
engagement. 
 

If co-presence of operator and beneficiary reduces engagement, possibly through diffusion of 
responsibility, it is crucial to examine whether face visibility can weaken or strengthen this effect. In co-
presence conditions, showing operator’s face may help counterbalance the negative effect of shared 
responsibility by introducing a recognizable prosocial agent into the visual narrative. The face of the 
humanitarian worker may trigger a different psychological response, such as identification with the helper, 
admiration, or a sense of social connection with those providing aid. Drawing on theories of social 
presence (Short et al., 1976), emotional contagion (Hatfield, Cacioppo, & Rapson, 1993), and prosocial 
modeling (Bandura, 1977), we propose the following hypothesis: 
 

H2: When both a beneficiary and a operator are depicted in the image (co-presence), showing the face 
of the operator increases engagement. 
 

While prior studies have demonstrated that showing a beneficiary’s face increases empathy and 
engagement (Small & Loewenstein, 2003), these effects may not generalize to all visual configurations. 
Specifically, when a humanitarian worker is also present in the image, the emotional impact of the 
beneficiary’s face may be altered. One possible explanation is that the presence of a second actor (the 
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humanitarian worker) modifies how viewers interpret the image. According to the Persuasion Knowledge 
Model (Friestad & Wright, 1994), when emotional cues appear embedded within an explicitly designed 
narrative, viewers may perceive the image as strategically crafted, reducing authenticity and prompting 
resistance. Accordingly, we posit: 
 
H3: When both a beneficiary and an operator are depicted in the image (co-presence), showing the face 
of the beneficiary decreases engagement. 
 
 
Methodology 

We conducted a field study analyzing Instagram posts from seven major Italian nonprofit organizations. 
Data were collected via Apify, which enabled automated scraping of public posts published between May 
and August 2024. Only image-based posts were included; videos were excluded to ensure visual 
consistency. 
Each image was manually annotated for: co-presence of beneficiaries and operators (e.g., humanitarian 
workers), visibility of each subject’s face, presence of logos, and overlay text (TO). We also extracted 
caption data and coded the following control variables: word count, emoji count (using the Para classifier; 
Luangrath et al., 2022), valence/arousal scores (computed via the VAD lexicon; Mohammad, 2018), 
organization’s sector, follower count. The dependent variable (Total Engagement) is a non-negative 
count variable, highly right-skewed, with variance (2639.1²) far exceeding the mean (1287.3), indicating 
overdispersion. 
 

Results 
 
The overall model was statistically significant, and the test for overdispersion confirmed the 
appropriateness of the negative binomial specification over a Poisson model. Results show that co-
presence of beneficiaries and operators was significantly associated with a decrease in total engagement, 
compared to posts featuring only beneficiaries (B= - 1.110, p < .001), confirming H1. The interaction 
between copresence and operator’s face visibility was positive and significant (B=1.380, p=.005), possibly 
indicating that when both subjects are present, the visibility of the operator’s face may help counteract 
the negative effect of co-presence, in line with H2. Conversely, the interaction between co-presence and 
beneficiaries’ face visibility was negative and statistically significant (B= -1.018, p=.023) coherently with 
H3. 
 

Conclusions and Future Development 
 
These findings highlight how subtle variations in visual composition may influence how viewers interpret 
nonprofit imagery. This study is not without limitations. First, as a field study based on real-world data, 
it may be affected by contextual and platformspecific factors that cannot be fully control. For this reason, 
we plan to conduct experimental studies to test the effect of co-presence on engagement under controlled 
conditions and to investigate the psychological mechanisms, such as perceived authenticity, diffusion of 
responsibility, empathy, and reactance, that may help explain the patterns observed in the field. 
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