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Al Research Assistant

Carefully searching all academic research
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3 Finally, 'l ssarch Ihe hlerature lor you, and I'll wile a comprehansive report on whal | find
T do a careful pob, the inal ilersture search will take ~3 minutes

S0, whal topc do you want to find research papers on? Please be as detaled ag possible

| want to find all relevant literature that discusses why people prefer to purchase global or local
brands.

So, you're looking into consumer behavior and brand preference, which often imvobves psychological,
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@ Cites this Paper
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) Expand Circles Contract Circles
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Paper Details

An Extended Model of Preference Formation between Global and Local
Brands: The Roles of Identity Expressiveness, Trust, and Affect
Authors: Y1 Xie, R Batra, Siging Peng

Jowurnal: Journal of International Marketing

Date: 2015-02-19

Citations: 200

MNetwork Scores:
Connectedness to the Topic (Size): 0.133
Importance as a Reference: 0,126
Importance as a Citing Articke: 0.072

Abstract: |he authors propose an augmenied conceplual model explaimng
consumer preferences for global brands versus local brands in emerging
markets and test the model using data from a Chinese consumer sample. The
madel adds high brand-identity expressiveness as well as high frust and positive
affect toward these brands. The results support these additions and replicate
previous findings that brand quality and prestige are important links between
perceived brard globalness (PBG) and perceived brand localness (FBL) and
favorable behavioral intentions. The most novel finding is that both PBG and
FBL can enhance a brand's identity expressiveness. The results establizh the
mediating rales of these additional vaniables between PBG/PBL and behavioral
intentions and alse identify the incremental explanatory value of these additicnal
mediators, which have been neglecled in previous global branding research
Furthermore, PBG—which affects behaworal intentions through pathways of
brand prestige, trust, and affect—is more influential than PBL, which operates

mainly through brand identity expressiveness
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3 selacted + Show more like thesa [0 Deleta =+ Sart: M

= Paper Abstract sumnmary

An Extended Model of Preference Formation
between Glohal and Local Brands: The Roles of
Identity Expressiveness, Trust, and Affect

A ¥iXie +2

2015 . 197 citations  DOJ &

Unecertainty Evokes Consurners” Preference for
Brands Incongruent with their Global-Lacal
Citizenship Identity

S Sharon Mg +2

2020 - 33 citations DOl &

How Product Category Shapes Preferences toward
Global and Local Brands: A Schema Thaory
Perspactive

S Wasileios Davwetas  +1

2016 - 92 citations DO &

Drivers of Local Relative to Glabal Brand
Purchases: A Contingency Approach

S Yuliva Strizhakova  +1

ast relevant 11} Filters Export az ~  UPGRADE

Consumers preferences for global vs. local brands are

explained by brand identity expressivensass, trust, and 2

with global brands heing more influential,

Consumers prater brands incongruent with thair globa

lecal citizenship identity when under uncertainty.

Consumers' prefarences for global ve. local brands are
shaped by their product catagary schamata,

Consumers' prefarences far local versus global brands

driven by local-global values, brand identity signaling, .

moderated by country development and product

L ___________________________________________________________________________________________J 4

Load maore

-

Manage Columns
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Pro Analysis

Introduction

https://consensus.app/ tL-)S
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Bata - 10 papers

Consumers' preferences for global versus local brands are influenced by a variety of factors, including

product category, cultural values, identity, trust, and perceived g

crucial for brand managers aiming to position their products effe
Key Insights

Product Category Influence:

Consumers perceive global brands as superior in produ
symbolic characteristics. This perception drives prefera

global brands and the avoidance of normative criticism

Cultural and Identity Factors:

Ethnocentrism and global connectedness influence bra

economic development and product category symbolisi

identity-signaling function in certain contexts 2 .

Under uncertainty, consumers with a strong global ide
due to divergent thinking styles activated by uncertaint

Tha Coalescance Effect: How a Combination of Foraign and Local Appeals Enhances Custamer

Engagement Through Percaived Brand Globalness

A combination of local and foreian appeals leads to more favarable brand and product evaluations dus

to a heightened level of perceived brand globalness, known as “the coalescence effect.”

Jourmel of International Marksting Miaa Hu et al. 1 citations 2022
+. Study snapshet ~ [] save 0o Cite Y Share
Bl Population Conzumars in China and the United States
B Methods Survey and data analvsis
i Qutcomes Brand and product evaluations,
21 Results & combination of local and forsign appeals led to more favorable brand evaluations.
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Literature exploration: RAG models tos

Retrieval-augmented generation (RAG) models combine retrieval
models with generative models (e.g., LLMs) to answer questions or

generate content based on specific knowledge sources

“PaperQA2, a frontier language model agent optimized for improved factuality, matches or exceeds subject
matter expert performance on three realistic literature research tasks without any restrictions on humans (i.e.,
full access to internet, search tools, and time). PaperQA2 writes cited, Wikipedia style summaries of scientific

topics that are significantly more accurate than existing, human-written Wikipedia articles.”

Skarlinksi et al. (2024), Language agents achieve superhuman synthesis of scientific knowledge,

https://arxiv.org/abs/2409.13740



https://arxiv.org/abs/2409.13740

Literature exploration: Paper(QA2 25,

« Paper QA2 is freely available: https://qgithub.com/neuracap/paperga

« Install with a single command line (pip install paper-qa)
« Obtain and set your OpenAl and Semantic Scholar API keys

« Select the folder containing all articles =2

FAMB3H, or Family with Sequence Similarity 83 Member H, is a gene located on chromosome B in humans that
end
domain known as DUFIBES, which includes a pseudo-phospholipase D motif, althe

jes a protein belonging to the FAMBI protein family. This protein family is characterized by a conserved

h it lacks cataiytic activity,

suggesting a role as a pseudoenzyme (Bozat zi2018The) ..

" 4 ° m”m
o Structure
The molecular structure of the FAMB3H protein is characterized by a conserved N-terminal domain known as

DUF1868, which includes a pseudo-phospholipase D (PLD) catalytic motit, This motit, however, lacks essontial
elemeants for actual catalytic activity, rendering the FAMES proteins as pseudoenzymes (Bozatzi2O8The). The
primary structure of FAME3H lacks well-gefined s
the mentioned PLD-ike domain, suggesting a co
(Wang2015FamE3n)

« Use setting “wikicrow” for summaries .=

FAMBEH, or Family with Sequence Similarity 82 Member H, plays a crucial role in the rogulaticn of keratinization in
epithelial celis, which is essential for the formation of the protective ocuter layer of the skin (Barr2018Long). This
gene is alse involved in the organization of the keratin cytoskeloton, maintaining the structural integrity and
function of epithelial tissues (Barr20M8Long)...

° Ciinical Significance
o a n a S O e S e O r S e a rC I n a e rS Mutations in the FAMB3H gene are primarily Fnked to autosomal dominant hypocalcitied amelogenesis imperfecta
u (ADHCAI), a genet

rder that affects dental enamel formation, Rading to enamel that is soft, thin, and prone 1o

ral characteristics or known functional domains, except for
sorved secondary structure and similar threo-dimensional fold

haracterized by yellowish-brown discolored enamel that
alated; Lee2010FAMB3H)...

ition Is

tivity [Sriwattanapong2021Age

rapid abrasion after 1ooth eruption, The
exhibits reduced mineral density and incr

Interactions
FAMB3H interacts with various proteins, playing a significant role in cellular processes
ignaing pathways, it binds to casein kinase la [CK-%a) through a spec
on, which Is cruclal for recruiting CK-1a to keratin filaments in epithelial cells. This Inte

such as keratin filament

fic moti In its N-terminal

ation and

tion Is essential for the

dynamic rearrangement of keratin filaments, impacting cell migration and polarization, particularly in colorectal
cancer cells (Kuga2O3A4),


https://github.com/neuracap/paperqa
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Literature exploration: Google NotehookLM

NotebookLM
Add sources

Sources let NotebookLM base its responses on the information that matters most to you.
(Examples: marketing plans, course reading, research notes, meeting transcripts, sales documents, etc.)

X

Upload sources
Drag & drop or choose file to upload

Supported file types: PDF, .txt, Markdown, Audio (e.g. mp3)

@ Google Drive GD Link |:| Paste text

B Google Docs BN Website D YouTube B Copied text

m Google Slides

@ Source limit

Can you provide me a summary of all sources?

Here is a summary of the sources you provided:

# The sources provided discuss global and local brand ownership, brand identification,
and consumer attitudes. The authors of these sources explore how consumer perceptions
of brand globalness and localness influence consumer behavior, including purchase
intentions, brand loyalty, and willingnesstopay. 1 2 3 4

+ Perceived Brand Globalness (PBG) is a key concept in these sources. It refers to the
extent to which consumers perceive a brand as being available worldwide, having
international recognition, and being associated with global values. 4 10 12 14 15 One
study defines global brands as brands that use the same name and logo, are available and
accepted in multiple regions, derive at least 5 percent of sales from outside the home
region, and are managed internationally. 13

s The sources explore the relationship between PBG and various consumer outcomes,
such as brand attitude, willingness to pay, purchase intentions, and brand loyalty.
Some studies suggest that consumers associate global brands with positive attributes like

high quality, prestige, and innovation, leading to a positive impact of PBG on these
outcomes. 6 10 12 15 16

« However, other studies highlight that the effect of PBG can be contingent on factors such
as product category, consumer characteristics, and the presence of strong local
brands. 4 11 12 17 Some studies have found that eonsumers may have a preference
for local brands, especially in categories where local origin is considered important or when
local brands offer strong competition. 2 12 12

% MNotebook guide ~

How do consumer attitudes towards globality affect global brand ownership? What th >

21 sources IStart typing... >

@ Sources B! Notes

NotebookLM may still sometimes give inaccurate responses, so you may want to confirm any facts independently.

EDUCATION



Collecting & analyzing data
using Al tools
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Data collection tos

LLMs help develop custom web scraping scripts and access APls
* Feed them with the source codes or APl documentation
« Explain what you want to extract (mention particularities) and

how the data should be recorded

Specify the preferred programming language (e.g., R, Python)

Run the developed script and revise it iteratively
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Data collection: Examples

Exchange Rate Extraction

f scrape_exchange rate(url):

soup = BeautifulSoup(response.content,

, string=

59 lines (Python)

tbs

EDUCATION

YouTube API

et = TR L T SR W

8

9.
10~
11
12
13
14
15
16
17
18
19
20
21

install.packages("httr")
install.packages("jsonlite”)
install.packages("dplyr")

Tibrary(httr)
Tibrary(jsonlite)
Tibrary(dplyr)

get_comments_for_videos <- function(video_ids, api_key) {
get_youtube_comments <- function(video_id, api_key) {
url <- "https://www.googleapis. com/youtube/v3/commentThreads"
comments <- data.frame()

# Set initial parameters
params <- 1ist(
part = "snippet”,
videoId = video_id,
key = api_key,
maxResults = 100

%
|
4

91 lines (R)



Data analysis tos

Qualitative data Quantitative data

« NVivo (with Lumivero Al) « Claude.ai (as co-pilot)
« ATLAS.i « ChatGPT (as co-pilot)
« Otter.ai (transcription) « Julius Al

« Sonix.ai (transcription)

« Maestra (transcription)

S Licenses range from 8.33 to 26.00 USD/month [exception: NVivo with Lumivero Al: 660+ EUR/year]




Writing manuscripts
using Al tools



23

Manuscript writing tos

« Grammarly: General writing assistant (solid free version)
« Hemingway: General writing assistant (free version only in browsers)

« QuillBot: Writing assistant with additional features, e.g., paraphraser

and plagiarism check (free version limited to short texts)
« PaperPal: Academic language editing service (limited free version)

« Scite_: Identification of citations and reference check (7-days trial)

S Licenses range from 8.33 to 17 USD/month or 20 USD one-time purchase (Hemingway)




Creating applications
using Al tools
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Programming tos

Al tools drastically lower the barriers to writing
CHAT GPT2.

code for any type of application ‘

« Al-powered code editors (e.g., Cursor) and
co-pilots are revolutionizing programming

« Basic knowledge can help understand what

gl
,\ \ %

-4-0" ..’ ‘ﬂ A A 3
is happening and get better results faster SSWHENLWAS YOUR AGE
1HAD TO ITE MY OWN CODE

* Al can also help with debugging
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Aider.ai ths

Aider (https://aider.chat/) is “Al pair programming”

 translates your prompts in natural language into programming code

» creates and runs the files to preview the outcome

 revises the files (or file you feed it) according to your wishes

« works with all common LLMs (API key required), including GPT-4o0,
Claude 3.5 Sonnet, Gemini 1.5, and Llama

Examples: https://aider.chat/examples/README.html



https://aider.chat/
https://aider.chat/examples/README.html
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Aider.ai: Video screenshots

Main model: gpt-40-2024-08-06 with diff edit format
Weak model: gpt-4o-mini
Git repo: none

Repo-map: disabled

Use /help <question> for help, run "aider --help” to see c¢md line args

Bl (9] macbook:~tmpjdemo

+Foncy Calculator</
>
5

fant-faomily: Ariol, sans-serif;

display: flax;
justify-conteat: center;
align-items: center;
height: 1@8vh;
background-calor: #{@fafe;

}

.calculator {
background-coler: #fff;
padding: Z0p»;
barder-radius: 10px;
box-shadow: @ © 1@px rgba(®, 0, 0, 0.1);

}

.display {
nidth: 100%;
paddinu: 1@px;
fant

X%6

tbs
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Summary tos,

Numerous Al tools

Some tools are completely free and powerful, while others only
offer rather limited free versions

Most leverage the capabilities of the same underlying Al models
(e.g., GTP-4) and/or data sources (e.g., Crossref)

APl access can help you to use Al capabilities at a large scale

(looping) and in a replicable way (transparent configurations)
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