FRABELELEERZDR %"e PENFEAXENEHFR

The School of Management, University of Science and Technology of China 1 FACULTY OF BUSINESS FOR SCIENCE & TECHNOLOGY + USTC

BRI R GHHNESER: FBEENR
B E T A E ?

PR Better Is Better? Signaling Paradoxes in Performance-based Advertising
fEE: B, 515
REYT: I nf or Batsit Reamse 2025, 36(2): 1217-1227.

TERF T SR RIS R, SR % (performance-based advertising) #4184
—MORHE . E R . B . SRR DIINAT Skt B, RN E A
M AR B A AR, ABFFUR I, BRI B R —— Al v P S Bl
)2 78 e —— R R R 2R, RIMATREHI 58 S KIS S DhRe. X — KR
T SE ] T S AT I 2 O G 7 RS I SO ML SR AR I L SR ie 2

BEXIX — i, op R BOR R 2 TR R R 5IH RS IR BU &1,
T A E SIS S IR INE, RGEH TRCRERT & BRI R OER . AR
TR DL Better Is BetterSignaling Paradoxes in Performanebased Advertising/y @,
KET HFME B RGEMI A TZHT) Information Systems Research

WEFERY], e AR ROR T 2% Al el 7 2 R AN SR o it
o LR “7= S A2 1287 5 ) SRR mECRN, WAl T8 5155 1R
B T EE R o REBR IR TX) SRR R . vk, BT
T TGRS AL R AR, AR E A5 S ThRe, 5 B B Al 3 A A
T R R BRI E, X BRAURRE T s E S BRI, AT S
PACH B ML 7 L E BUBCRIS IR Bt T A IMEIIR T, X Ry &4

SHAREEFE
iR R % BT AE
School of Management & Faculty of Business for Science and Technology EHE & PHIRFM
University of Science and Technology of China Hh [E R} R AR A

Hefei, Anhui, China, 230026 R - 2 - AR 230026



