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Research Interests 

Marketing strategies, Retailing, Consumer behavior, Analytic – empirical interface 
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2. Yan, R., Cao, Z., and Pei, Z. (2016). Manufacturer's cooperative advertising, demand 

uncertainty, and information sharing.  Journal of Business Research, 69(2), 709-717. 

 

3. Yan, R., Pei, Z., and Myers, C. (2016). Do channel members value the multiple-

cooperation strategy? Journal of Retailing and Consumer Services, 30, 84-95.  

 

4. Yan, R. and Z. Pei (2015). Incentive information sharing in various market structures. 

Decision Support Systems, 76, 76-86.  

 

5. Pei, Z. and Yan, R. (2015). Do channel members value supportive retail services? Why? 

Journal of Business Research, 68(6), 1350-1358. 

 

6. Pei, Z. and Yan, R. (2015). The strategic value of cooperative advertising in the dual-

channel competition. International Journal of Electronic Commerce, 19(3), 1-26. 

 

7. Pei, Z., Paswan, A., and Yan, R. (2014). E-tailer’s return policy, consumer’s perception 

of return policy fairness and purchase intention. Journal of Retailing and Consumer 

Services, 21(3), 249-257. 

 

8. Pei, Z., Toombs, L., and Yan, R. (2014). How does the added new online channel impact 

the supportive advertising expenditure? Journal of Retailing and Consumer Services, 

21(3), 229-238.  

 

9. Pei, Z. and Yan, R. (2013). National advertising, dual-channel coordination and firm 

performance. Journal of Retailing and Consumer Services, 20(2), 218-224. 
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retailers. International Journal of Electronic Commerce, 17(2), 127-157. 
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 international conference on Recent Advances in Retailing and Services 

Science, July 16-19, Madeira, Portugal.  

  

2. Pei, Z. and Paswan A. (2016). Consumers' Legitimate and Opportunistic Product Return 

Behavior. In Proceedings of the 2016 Academy of Marketing Science (AMS) 19
th

 World 

Marketing Congress. July 19-23, Paris, France. 

 

3. Pei, Z., Yan, R., and Myers, C. (2016). The Moderating Effect of Store Category on the 

Relationship between Corporate Social Responsibility and Customer Buying Intention. In 

Proceedings of the 2016 Academy of Marketing Science (AMS) 19
th

 World Marketing 

Congress. July 19-23, Paris, France.  

 

4. Pei, Z. (2015). The rebate and its value in the business market. In Proceedings of the 22
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international conference on Recent Advances in Retailing and Services Science, July 27-

30, Montreal, Canada. 
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