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Innovation through Experiments in the Retailing Setting

Dr. Jungkeun Kim
Associate Professor of Marketing, Auckland University of Technology, New Zealand

The competition in the retailing industry has intensified significantly in recent times. In this
presentation, drawing upon my academic experience in conducting various experiments within the
realm of retailing and marketing, | propose the utilization of experiments as an efficient method for
enhancing customer satisfaction in a retailing context. This presentation will encompass a brief
introduction to experiments, several examples of academic studies relevant to the retailing sector,
and practical guidelines for conducting retailing experiments. To conclude, | will recommend a
cultural shift towards embracing the spirit of experimentation.

Presenters’ bio:

Jungkeun Kim, Ph.D. in Marketing from the University of Minnesota, holds the position of
Associate Professor of Marketing at Auckland University of Technology. His primary research
focus revolves around behavior change, rooted in behavioral decision theory and the application
of nudging theory, spanning various consumption contexts such as consumer behaviors and
retailing behaviors, primarily employing experimental methodologies.

He has authored more than 80 academic articles, all grounded in experimental research, covering
the domains of marketing, retailing, and travel/hospitality. According to the P-Rank, he is currently
ranked #2 in terms of publication score within the ABDC rank for any Business School in New
Zealand and Australia. He has experience providing experimental workshops in over seven different
countries, including the Global Marketing Conference.
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Applying the fuzzy-set qualitative comparative analysis (fsQCA) in a
Japanese fashion market study

Miao Miao (Ritsumeikan University)

Regarding research methodology, many marketing studies have built conceptual
frameworks based on marketing theories and used null hypothesis significance tests (e.g.,
correlation and regression analyses) to report significant relationships among variables in the
designed models, which limits marketing research (e.g., Pappas & Woodside, 2021). This causes
the findings to (1) overlook the correlations among variables that are examined in isolation and
without a specific setting context and (2) be limited to only one route of connecting causal factors
and outcomes, missing the opportunity to adopt other solutions with different combinations of
factors for businesses. Some current influential research addressed the importance of combining
quantitative and qualitative approaches, such as fuzzy-set qualitative comparative analysis (fsQCA),
to explore the mechanism of an outcome by considering multiple paths of causal variables and other
conditional factors in marketing and business research (e.g., Gligor & Bozkurt, 2020; Trafimow et
al., 2021).
To supplement exiting studies, this study applies the complexity theory to predict outcomes
through multiple solutions (models) under specific circumstances by using fsQCA. The complexity
theory predicts and explains outcomes under specific circumstances rather than investigating
designed relationships. Herein, (1) an outcome is not influenced by only one factor, but a
combination of causal factors and situations, and (2) the same antecedent affects the outcome both
significantly and insignificantly, positively and negatively, depending on complex conditions and
given contexts (Ragin, 2008).
This research applied fsQCA in a Japanese fashion market study as an example to discuss
the following questions:
1. What is the complexity theory and fSQCA? How are they contributing to academic research?
2. What are the potential advantages of applying fsSQCA in marketing studies?
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