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Welcome to the 2021 AMA-Sheth 
Foundation Doctoral Consortium!

After more than two years in the planning, 
we are pleased to welcome you to the 
Kelley School of Business, Bloomington, 
and Indiana University. The challenges of 
the past 16 months have added an entirely 
new layer to the complexities in planning 

for a consortium of this type and size. We faced the disappointment of not being able 
to host the consortium last year, which coincided with the Kelley School’s 100-year 
celebration along with Indiana University’s bicentennial celebration. However, we all 
faced a range of challenges due to the COVID-19 pandemic, and we are unfortunately 
still battling many of these challenges. Over the past year, we have each lived with 
uncertainty and fear, and many of us suffered from the pandemic or lost someone dear 
to us. Even as we begin to see a promising shift, we find that we are unable to host our 
friends and colleagues from many locations across the globe due to low vaccination 
rates and ongoing travel restrictions. Yet, we look forward to our next academic venue 
where we can hopefully gather in person with our colleagues around the world.

In addition, we wish to thank a number of people whose efforts tend to occur behind 
the scene, but who have been instrumental in allowing us to host this prestigious 
consortium. We very much appreciate the financial support of the AMA, the Sheth 
Foundation, the Kelley School of Business, the Kelley School Marketing Department, 
and MSI. We also appreciate the support of the AMA Academic Council, who selected 
us to host the consortium in 2020 and then provided their support when we needed 
to make alternative arrangements due to the COVID-19 pandemic. Our planning was 
also greatly facilitated by Monica Gerhardt and Matt Weingarden from the AMA, and 
Kelsey Oard and Danielle Willibey from the Kelley School of Business. Their tireless 
support, knowledge, and energy were immeasurable for the numerous details needed 
to organize this consortium. We would also like to thank Executive Associate Dean 
Ash Soni for his impressive support as we worked to plan this consortium in the 
face of dynamic uncertainty. All of these individuals, including Dean Idie Kesner and 
Department Chair Ray Burke, provided the necessary support to host this consortium.

We are so pleased to host both 2020 and 2021 Consortium Fellows at this  
year’s AMA-Sheth Foundation Doctoral Consortium, in addition to all of the 
Consortium Faculty. Welcome!

Lopo L. Rego 
Associate Professor of Marketing 
Fettig/Whirlpool Faculty Fellow 

WELCOME FROM THE CO-CHAIRS

Rebecca J. Slotegraaf 
Professor of Marketing 
Neal Gilliatt Chair in Marketing
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WELCOME TO INDIANA UNIVERSITY

Welcome to the beautiful campus of Indiana University  
in Bloomington. 

We’re celebrating the Indiana University Bicentennial 
this year, as well as the 100th anniversary of the Kelley 
School of Business, so we’re especially delighted that 
the conference has returned to the site of the very first 
American Marketing Association consortium in 1966.

The Kelley School has long been a leader in developing 
mutually beneficial opportunities that bring together researchers, educators, 
and talented doctoral students to explore ideas, share insights, and make  
new connections. 

These events are a great way to get fresh perspectives on relevant topics in 
the industry, and they also help inform the education of the next generation of 
marketing scholars.

We have some wonderful speakers and thought-provoking sessions lined up.  
I hope you find them interesting and worthwhile. I encourage you to make new 
connections and engage in meaningful discussions, and I hope you will carry  
on the conversations after the conference.

Idalene “Idie” Kesner
Dean, Kelley School of Business
Frank P. Popoff Chair of Strategic Management
Professor of Management

WELCOME FROM THE AMA

Dear Consortium Fellow,

Congratulations on being selected as an AMA-Sheth Foundation 
Doctoral Consortium Fellow! On behalf of the American Marketing 
Association, I welcome you to one of the marketing discipline’s most 
prestigious conferences. I am thrilled that you are now part of this 
long and rich tradition. Being selected to attend the consortium is an 
honor for both fellows and faculty members.

Originally conceived by a team led by Tom Staudt, chair of Michigan 
State University’s marketing department, the AMA-Sheth Foundation 

Doctoral Consortium has become the premier consortium in the marketing discipline. He 
intentionally designed the consortium to bring together the very best doctoral students and 
faculty in marketing from around the world to socially interact and encourage intellectual 
dialogue around various topics, methodologies, and theories. 

In 1996, the Madhuri & Jagdish N. Sheth Foundation established an endowment of the AMA 
Foundation and institutionalized a matching contribution each year from the AMA Support 
Center. Host schools make substantial contributions of money, time, and logistical support. 

This year, the AMA-Sheth Doctoral Consortium returns to Indiana University—the original host 
institution—as one of the first academic marketing events with a substantial physical presence 
since the early days of the COVID-19 pandemic. With over one hundred doctoral students and 
nearly as many distinguished scholars from leading business schools, this is also the first 
time that the event is welcoming two cohorts of doctoral fellows. The team in Bloomington 
has worked tirelessly to create a safe experience for all participants while retaining the event’s 
historical characteristics.

Faculty are here with the singular goal of investing their time to help doctoral fellows establish 
professional relationships that support successful early career transitions. Take advantage of 
their experience and expertise. They can help you learn how to balance your career: in research, 
in teaching, in internal and external service, as well as beyond the boundaries of academe.  
The program offers presentations and workshops that address these topics as well as 
opportunities for consortium faculty and fellows to informally interact. 

Going back to that original consortium, Tom Staudt and the team were concerned about big 
problems in the discipline and in industry. They felt that bringing students together encouraged 
cross-discipline, creative problem solving, and they were right to do so. Our discipline’s 
impact and growth are severely inhibited when we converse in silos. Relationships developed 
at past consortia have resulted in countless research collaborations, publications, teaching 
partnerships, and lifelong friendships. I encourage you to take full advantage of all this event 
has to offer. 

And as you depart, I hope you become more engaged with the American Marketing Association, 
our scholarly journals, our academic shared interest groups (SIGs), our professional training, 
our scholarly conferences, and more. Learn more at ama.org/academic.

Please also join me in thanking this year’s co-chairs Lopo Rego and Rebecca Slotegraaf as well 
as the Kelly School of Business at Indiana University for hosting the AMA-Sheth Foundation 
Doctoral Consortium. Enjoy the event!

Warm regards, 

Matt Weingarden 
Vice President, Communities & Journals 
American Marketing Association
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AMA COMMITMENT TO CONFERENCE SAFETY

The American Marketing Association is dedicated to providing a safe, 
welcoming and professional conference experience for all participants.  
We expect all conference participants (staff, sponsors, volunteers, speakers, 
attendees, and other guests) to abide by this code of conduct at all events 
including sessions, business meetings, interviews, receptions, and  
ancillary activities.

We do not tolerate harassment of conference participants in any form.

Harassment includes but is not limited to inappropriate actions or statements 
based on characteristics such as race, color, ancestry, national origin, political 
beliefs, religion, marital status, physical or mental disability, sex, age, sexual 
orientation, or any other category protected by local, state, or federal law. 
Harassing behavior includes but is not limited to:

• Suggestive or inappropriate behavior or language
• Unwelcome jokes or comments
• Harassing photography or recording
• Circulation of written or graphic material that denigrates or shows hostility 

toward an individual or group
• Sustained disruption of talks, presentations, or other events 
• Inappropriate physical contact
• Deliberate intimidation, stalking, or following
• Advocating for or encouraging any of the above behavior

Anyone who feels they have been discriminated against, harassed, threatened, 
intimidated, has observed or witnessed violations of this code, or has other 
concerns is encouraged to immediately report these instances. Please contact 
AMA’s Matt Weingarden on-site, either in person or by leaving a message at 
the registration desk. Alternatively, you may send a note to conduct@ama.org, 
which is closely monitored by AMA event managers.

The AMA may take any action to address those who violate our principles.  
Penalties may include verbal warning, ejection from the meeting without refund 
or other measures the AMA deems appropriate. Retaliation for complaints 
of inappropriate conduct will not be tolerated. Notifying the AMA does not 
constitute or replace a notification to local law enforcement and all violations of 
the law should be reported to local law enforcement.

ABOUT THE AMA-SHETH FOUNDATION DOCTORAL CONSORTIUM

The AMA-Sheth Foundation Doctoral Consortium is the premiere consortium  
in the marketing discipline. It brings together the very best doctoral students 
and faculty from business schools in the United States, Canada, Europe, and 
the rest of the world. The AMA-Sheth Foundation Doctoral Consortium is 
unique because it is the only consortium that exposes doctoral students to the 
rich diversity of topics, methodological perspectives, and theories that exist 
within the marketing discipline. This exposure is designed to spark creativity 
and insight by challenging students to think outside of their existing paradigms 
and to broaden their views on what constitutes good research. The consortium 
is also designed to help students make a successful transition to their first 
faculty position by providing guidance on research, teaching, and service. 
Faculty scholars selected are those who have made important contributions 
to the field and who are dedicated to helping doctoral students establish 
professional linkages among themselves and with faculty.

The first consortium was held in 1966. The program was launched under  
the leadership of Thomas A. Staudt and from the beginning, the focus on 
research and relationship building was key. In 1997 the name was changed  
to the AMA-Sheth Foundation Doctoral Consortium in recognition of the 
Madhuri & Jagdish N. Sheth Foundation’s commitment to finance part of the 
consortium on an ongoing basis with the establishment of an AMA Foundation  
endowed fund.

mailto:conduct%40ama.org?subject=
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AMA-SHETH FOUNDATION DOCTORAL CONSORTIUM  
HOST INSTITUTIONS

2020/21 – Indiana University
2019 – New York Universty 
2018  – University of Leeds
2017  – University of Iowa
2016  – University of Notre Dame
2015  – London Business School 
2014  – Northwestern University
2013 – University of Michigan 
2012 – University of Washington 
2011 – Oklahoma State University 
2010 – Texas Christian University
2009 – Georgia State University

2008 – University of Missouri
2007 – Arizona State University
2006 – University of Maryland
2005 – University of Connecticut
2004 – Texas A&M University
2003 – University of Minnesota
2002 – Emory University
2001 – University of Miami
2000 – University of Western Ontario
1999 – University of Southern California
1998 – University of Georgia
1997 – University of Cincinnati

AMA DOCTORAL CONSORTIUM HOST INSTITUTIONS

1996 – University of Colorado, Boulder 
1995 – University of Pennsylvania 
1994 – Santa Clara University 
1993 – University of Illinois 
1992 – Michigan State University 
1991 – University of Southern California 
1990 – University of Florida 
1989 – Harvard University 
1988 – University of Southern California
1987 – New York University 
1986 – University of Notre Dame 
1985 – Duke University
1984 – Northwestern University 
1983 – University of Michigan 
1982 – University of Minnesota 
1981 – University of Maryland

1980 – Pennsylvania State University
1979  – University of Wisconsin, Madison
1978  – University of Chicago
1977  – University of Pennsylvania
1976 – University of Houston
1975  – Cornell University
1974  – University of Oregon
1973 – Michigan State University
1972 – University of Texas, Austin
1971 – University of Illinois
1970 – University of Western Ontario
1969 – University North Carolina
1968 – Pennsylvania State University
1967 – Pennsylvania State University
1966 – Indiana University

THE CONSORTIUM SPONSORS
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Consortium Program
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2021 AMA-SHETH FOUNDATION DOCTORAL CONSORTIUM PROGRAM

SUNDAY, AUGUST 8

6:00–6:30 pm  Registration Pick up  
Alumni Hall

6:30–7:30 pm  Cocktail Hour  
Alumni Hall

7:30–9:30 pm  Welcome and Dinner  
Alumni Hall

 Welcome Remarks

 Ash Soni, Executive Associate Dean of Academic Programs, 
Kelley School of Business

 Lopo Rego and Rebecca Slotegraaf, Kelley planning team  
co-chairs

 Russ Klein, AMA CEO

 Doug Bowman, Sheth Foundation President

 Matt Weingarden, AMA CP of Communities and Journals

MONDAY, AUGUST 9

7:30–8:30 am  Breakfast and Late Registration  
Prebys 0202/0204

8:30–9:45 am  Plenary Session I: Bridging Marketing Paradigms 
HH2075

 Robin Coulter 
Ajay Kohli 
Jagdish Sheth 
Beth Walker  
Moderator: Lopo Rego

9:45–10:15 am Refreshment Break  
HH4016

10:15 am–12:00 pm  Concurrent Sessions I
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10:15–11:00 am  Concurrent Sessions I: Elevating the Impact  
of Your Research

 Managing Collaborations with Co-Authors 
HH4000

 Satish Jayachandran 
Don Lehmann 
Raghunath Rao 
Alina Sorescu 
Chair: DJ Nayakankuppam

 Generating Impactful Research 
HH4006

 Sandy Jap 
Vikas Mittal 
Jiwoong Shin 
Hari Sridhar 
Chair: Jeff Inman

 Managing Collaborations with Industry 
HH4026

 Sundar Bharadwaj 
Darren Dahl 
Peter Fader 
Barbara Kahn 
Chair: Bernd Schmitt

 Research Integrity 
HH4030

 John Lynch 
Leigh McAlister 
Roland Rust 
Russ Winer 
Chair: Bob Meyer

11:00–11:15 am Refreshment break 
HH4016

11:15 am–12:00 pm Concurrent Sessions I: Elevating the Impact  
of Your Research

 Managing Collaborations with Co-Authors 
HH4000

 Satish Jayachandran 
Don Lehmann 
Raghunath Rao 
Alina Sorescu 
Chair: DJ Nayakankuppam

 Generating Impactful Research 
HH4006

 Sandy Jap 
Vikas Mittal 
Jiwoong Shin 
Hari Sridhar 
Chair: Jeff Inman

 Managing Collaborations with Industry 
HH4026

 Sundar Bharadwaj 
Darren Dahl 
Peter Fader 
Barbara Kahn 
Chair: Bernd Schmitt

 Research Integrity 
HH4030

 John Lynch 
Leigh McAlister 
Roland Rust 
Russ Winer 
Chair: Bob Meyer

12:00–1:30 pm Luncheon 
Waller Courtyard

1:45–3:15 pm Small Group Breakout Sessions 
Prebys Interview Rooms

3:15–3:45 pm Refreshment Break 
HH4016
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3:45–5:30 pm     Concurrent Sessions II

3:45–4:30 pm Concurrent Sessions II: Enhancing Your Teaching Skills

 Teaching with Cases 
HH4000

 Neil Bendle 
June Cotte 
Bernie Jaworski 
Neil Morgan 
Chair: Vanitha Swaminathan

 Engaging Students and Classroom Dynamics 
HH4006

 Markus Giesler 
Kelly Haws 
Raj Ragunathan 
Manjit Yadav 
Chair: Kartik Kalaignanam

 Incorporating DEI in Courses 
HH4026

 Beth Fossen 
Shanker Krishnan 
Cait Lamberton 
Tiffany White 
Chair: Kelly Hewett

 Teaching for the First Time 
HH4030

 Phil Fernbach 
Colleen Harmeling 
Jenny Olson 
Shane Wang 
Chair: Frank Germann

4:30–4:45 pm Refreshment Break 
HH4016

4:45–5:30 pm Concurrent Sessions II: Enhancing Your Teaching Skills

 Teaching with Cases 
HH4000

 Neil Bendle 
June Cotte 
Bernie Jaworski 
Neil Morgan 
Chair: Vanitha Swaminathan

 Engaging Students and Classroom Dynamics 
HH4006

 Markus Giesler 
Kelly Haws 
Raj Ragunathan 
Manjit Yadav 
Chair: Kartik Kalaignanam

 Incorporating DEI in Courses 
HH4026

 Beth Fossen 
Shanker Krishnan 
Cait Lamberton 
Tiffany White 
Chair: Kelly Hewett

 Teaching for the First Time 
HH4030

 Phil Fernbach 
Colleen Harmeling 
Jenny Olson 
Shane Wang 
Chair: Frank Germann

6:30 pm Bus Pick-up at Hotels

7:00–10:30 pm Reception/Dinner  
Woolery Mill

Starting at 9:30 pm Bus Pick-up and Return to Hotels
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TUESDAY, AUGUST 10

7:30–8:30 am Breakfast  
Prebys 0202/0204

8:30–10:00 am Plenary Session II: Engage with Editors and AEs 
HH2075

 Mike Brady, Journal of Service Research
 Sachin Gupta, Journal of Marketing Research
 Kelly Haws, Journal of Consumer Psychology
 Kelly Hewett, Journal of International Marketing
 Mark Houston, Journal of the Academy of Marketing Science
 Dina Mayzlin, Marketing Science
 Vicki Morwitz, Journal of the Association for Consumer Research
 Rob Palmatier, Journal of Marketing
 Bernd Schmitt, Journal of Consumer Research
 David Schweidel, Internal Journal of Research in Marketing
 Maura Scott, Journal of Public Policy & Marketing
 Robert Zeithammer, Quantitative Marketing and Economics
 Moderator: Neil Morgan

10:00–10:15 am Refreshment Break 
HH4016

10:15 am–12:00 pm     Concurrent Sessions III

10:15–11:00 am Concurrent Sessions III: Continual Developments  
in the Marketing Field

 Evolution of Consumption and the Customer Experience 
HH4000

 Cait Lamberton 
Rob Palmatier 
Linda Price 
Deborah Small 
Chair: Ray Burke

 Bringing Emerging Trends into Your Research Focus 
HH4006

 AI—V Kumar 
Covid—Shelly Jain 
Payment Mode—Priya Raghubir 
Sharing Economy—Mark Houston 
Chair: Krista Li

 Dealing with Data-rich Context 
HH4026

 Fred Feinberg 
Sachin Gupta 
Laura Kornish 
Girish Mallapragada 
Chair: Jeff Shulman

 Dynamics in Marketing 
HH4030

 Doug Bowman  
Katrijn Gielens 
Stephen Spiller 
Stacy Wood 
Chair: Murali Mantrala

11:00–11:15 am Refreshment Break  
HH4016

11:15 am–12:00 pm Concurrent Sessions III: Continual Developments  
in the Marketing Field

 Evolution of Consumption and the Customer Experience 
HH4000

 Cait Lamberton  
Rob Palmatier 
Linda Price 
Deborah Small 
Chair: Ray Burke

 Bringing Emerging Trends into Your Research Focus 
HH4006

 AI—V Kumar 
Covid—Shelly Jain 
Payment Mode—Priya Raghubir 
Sharing Economy—Mark Houston 
Chair: Krista Li

 Dealing with Data-rich Contexts 
HH4026

 Fred Feinberg 
Sachin Gupta 
Laura Kornish 
Girish Mallapragada 
Chair: Jeff Shulman
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 Dynamics in Marketing 
HH4030

 Doug Bowman 
Katrijn Gielens 
Stephen Spiller 
Stacy Wood 
Chair: Murali Mantrala

12:00–2:00 pm Luncheon 
IU Auditorium

 Marketing Science Institute 
Barbara Kahn, MSI Executive Director

2:00–3:30 pm Plenary Session III: Effectively Managing  
Your Early Career 
HH2075

 Panelists: 
Amber Epp 
Kelly Herd 
Anita Rao 
Federico Rossi 
Jared Watson 
Moderator: June Cotte 

3:45–6:00 pm Leisure/Recreation 
Meet in HH4016 for Campus Tours  
and Group Recreation Activities

7:00–11:00 pm Reception/Dinner 
Presidents Hall

WEDNESDAY, AUGUST 11

7:30–8:30 am Breakfast  
Prebys 0202/0204

8:30–10:15 am     Concurrent Sessions IV

8:30–9:15 am Concurrent Sessions IV: Generating Broader Perspectives 
of Substantive Areas in Marketing 

 Consumer Decision-Making/Choice 
HH4000

 Rajesh Bagchi 
Vicki Morwitz 
Rom Schrift 
Robert Zeithammer 
Chair: Kelly Haws

 Social Media/Digital Marketing/AI 
HH4006

 Baojun Jiang 
Dina Mayzlin 
Anita Rao 
David Schweidel 
Chair: Andrew Stephen

 Sales/CRM 
HH4026

 Mike Ahearne 
Mike Brady 
Shibo Li 
Lisa Scheer 
Chair: Jan Heide

 Consumer Well-being/Policy 
HH4030

 Ron Hill 
Maura Scott 
David Stewart 
Rima Toure-Tillery 
Chair: Tiffany White
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 New Product Development/Innovation 
HH4034

 Markus Giesler 
Alina Sorescu 
Vanitha Swaminathan 
Stacy Wood 
Chair: Laura Kornish

9:15–9:30 am Refreshment Break 
HH4016

9:30–10:15 am Concurrent Sessions IV: Generating Broader Perspectives 
of Substantive Areas in Marketing 

 Consumer Decision-Making/Choice 
HH4000

 Rajesh Bagchi 
Vicki Morwitz 
Rom Schrift 
Robert Zeithammer 
Chair: Kelly Haws

 Social Media/Digital Marketing/AI 
HH4006

 Baojun Jiang 
Dina Mayzlin 
Anita Rao 
David Schweidel 
Chair: Andrew Stephen

 Sales/CRM 
HH4026

 Mike Ahearne 
Mike Brady 
Shibo Li 
Lisa Scheer 
Chair: Jan Heide

 Consumer Well-being/Policy 
HH4030

 Ron Hill 
Maura Scott 
David Stewart 
Rima Toure-Tillery 
Chair: Tiffany White

 New Product Development/Innovation 
HH4034

 Markus Giesler 
Alina Sorescu 
Vanitha Swaminathan 
Stacy Wood 
Chair: Laura Kornish

10:15–10:45 am Refreshment Break  
HH4016

10:45 am–12:00 pm Plenary Session IV: Bridging Paradigms for  
the Future of Marketing Scholarship 
HH2075

 PK Kannan 
Aradhna Krishna 
Page Moreau 
Andrew Stephen 
Moderator: Rebecca Slotegraaf

12:00–2:00 pm Boxed Lunches  
Prebys 0202/0204
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Monica Gerhardt
Senior Manager, Academic Communities 
American Marketing Association

Cindy Cummings
Assistant to Department Chair
Kelley School of Business

Kelsey Oard 
Project Manager
Office of the Dean
Kelley School of Business

SPECIAL THANKS TO:

Danielle Willibey
Office Services Assistant Senior
Department of Marketing
Kelley School of Business

Consortium Faculty
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CONSORTIUM FACULTY

MICHAEL AHEARNE
University of Houston

Michael Ahearne is the C. T. Bauer Chair in Marketing at 
the University of Houston and research director of the 
Stagner Sales Excellence Institute. Mike was recently 
named one of top 20 most research-productive scholars 
in marketing by the American Marketing Association. His 

research on improving the performance of salespeople and sales organizations 
has been published in the Journal of Marketing, Journal of Marketing Research, 
Management Science, Strategic Management Journal, Journal of Applied 
Psychology, and Organizational Behavior and Human Decision Processes. 
Mike has consulted in various industries such as consumer packaged goods, 
direct selling, health care, insurance, technology, and transportation. Known 
for his excellence in disseminating knowledge, he was the inaugural winner 
of the SEF Research Dissemination Award for the impact of his research on 
business practice. Mike received a BS in mathematics with distinction from the 
Worcester Polytechnic Institute and an MS and PhD in marketing from Indiana 
University. Mike previously played professional baseball for the Montreal  
Expos and worked in marketing research and sales operations for Eli Lilly  
and PCS Healthcare. 

RAJESH BAGCHI
Virginia Tech

Rajesh Bagchi is the R. B. Pamplin Professor of Marketing 
and department head at the Pamplin College of Business, 
Virginia Tech. Rajesh studies the psychological processes 
underlying consumer and managerial decision making. 
His research focuses on: (a) how numerical markers 

influence consumer judgments and behaviors, and (b) how consumers form 
pricing judgments. Rajesh contributes to several literatures—numerical 
cognitions, numerosity, goals, consumer financial decision making, and pricing. 
He has published in the Journal of Consumer Research, Journal of Marketing, 
and Journal of Marketing Research. Rajesh is associate editor for the Journal of 
Consumer Research and the Journal of Consumer Psychology, and is on several 
editorial review boards. Rajesh is consistently ranked among the Top 30 most 
productive scholars worldwide by marketing’s premier journals. The Marketing 
Science Institute selected Rajesh as a Young Scholar in 2013 and as a Scholar 
in 2020. He received an Early Career Award from the Society for Consumer 
Psychology in 2016. Rajesh teaches marketing analytics and marketing research 
to undergraduates and judgment and decision making at the doctoral level.
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DOUGLAS BOWMAN
Emory University

Douglas Bowman is professor of marketing at Emory 
University’s Goizueta Business School. He received his 
PhD in marketing from the Wharton School, University 
of Pennsylvania. His research focuses on empirically 
investigating the long-term effects of marketing strategies, 

the effects of competition on marketing strategy, understanding how buyer-
seller relationships evolve over time, and understanding the conditions that 
favor standardization versus customization of marketing programs. His 
research has been published in several journals including the JMR, Marketing 
Science, and IJRM. His research into the evolution of customer preferences 
in a new market won the Paul E. Green Award (JMR). He is a current or past 
member of several editorial boards including IJRM, JAMS, JM, JMR, and 
Marketing Science.

MICHAEL BRADY
Florida State University

Michael (“Mike”) Brady is the Bob Sasser Professor 
and chair, Department of Marketing, at Florida State 
University. He is also an affiliated faculty member or 
honorary professor at six universities around the world. 
Mike’s primary research interest lies at the intersection of 

customers and employees in frontline service transactions. He has published 
articles in many top scholarly journals, and his research articles have been 
cited over 25,000 times to date. Mike has won numerous awards for research, 
teaching, and service, including the Christopher Lovelock Career Contributions 
to the Service Discipline Award. He is past president of the AMA Academic 
Council and a current member of the AMA Board of Directors. Mike is an area 
editor for the Journal of the Academy of Marketing Science and just completed 
a four-year term as editor-in-chief of the Journal of Service Research.

NEIL BENDLE
University of Georgia

Neil Bendle is an associate professor of marketing at 
the Terry College of Business, University of Georgia. Neil 
is a qualified accountant—a Fellow of the Association 
of Chartered Certified Accountants (FCCA). Neil chairs 
the Marketing Accountability Standards Board (MASB) 

advisors (themasb.org). Prior to academia he managed the Labour Party’s 
finances in the UK. He earned a PhD from the Carlson School of Management 
at the University of Minnesota and an MBA from Darden at the University of 
Virginia. He has an MA in Hellenistic Studies from the University of Liverpool 
and a BA (ancient history and history) from the University of Nottingham. Neil 
has been published in Marketing Science, Management Science, Journal of 
Consumer Research, Journal of the Academy of Marketing Science, IJRM, MIT 
Sloan Management Review, and Journal of Business Ethics among others. He 
co-authored Marketing Metrics: The Manager’s Guide to Measuring Marketing 
Performance which is now in its 4th edition. He also has a cartoon book, 
Behavioral Economics for Kids. He supports West Ham and Toronto FC. Please 
visit his Marketing Thought website (neilbendle.com) for thoughts on research, 
advice pages, and his weekly blog posts.

SUNDAR BHARADWAJ
University of Georgia

Sundar Bharadwaj is the Coca-Cola Chair Professor of 
Marketing at the Terry College of Business, University of 
Georgia, and Senior Research Fellow at the Indian School 
of Business. Prior to that, he served as a professor of 
marketing at the Goizueta Business School at Emory 

University and held visiting faculty positions at the Wharton School, Cornell 
University, HEC (Paris), Indian School of Business, Singapore Management 
University, and BI (Norway). Sundar’s research focuses on business problems 
relating to current and long-term returns and risks to marketing investments 
in brands, customers, innovation, and marketing strategy. He also conducts 
research on emerging markets, sustainable innovation. and marketing 
capabilities for traditional and digital businesses. Recently his research 
examines firms’ roles in societal issues. He conducts both conceptual and 
empirical research. Sundar is passionate about working with doctoral students. 
He teaches doctoral students at his university and through ISBM. Prior to 
his doctoral studies, Sundar worked in brand and sales management roles in 
multinational firms. He is a fan of most sports.
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ROBIN A. COULTER
University of Connecticut

Robin A. Coulter is professor of marketing, VOYA  
Financial Fellow, and department head of marketing at the 
University of Connecticut, and Extraordinary Professor, 
Faculty of Economic and Management Sciences, 
University of Pretoria. Professor Coulter’s interests 

focus on consumer behavior issues with strategic marketing implications; 
her research employs both qualitative and quantitative methods to address 
branding in a global world, cross-cultural and transformative consumer 
behavior, and advertising effectiveness. Current projects explore the fresh start 
mindset and environmental consumption choices, global branding and global 
citizenship, consumer fame, and brand hubris. Professor Coulter has published 
in marketing and social science journals, including Journal of Consumer 
Research, Journal of Consumer Psychology, Journal of Applied Psychology, 
International Journal of Research in Marketing, Journal of the Academy of 
Marketing Science, Journal of Advertising, and Journal of Advertising Research. 
She is an active member of the Association for Consumer Research and the 
American Marketing Association. She is a Brands and Brand Relationships 
Institute Fellow and is past president of the American Marketing Association 
Academic Council. Professor Coulter holds an MBA and PhD in marketing from 
the University of Pittsburgh and a BS in marketing from Penn State University.

DARREN DAHL
University of British Columbia

Darren Dahl is the Innovate BC Professor at the University 
of British Columbia. His current research interests are in 
the areas of new product design, creativity, and the role of 
social influence in consumer behavior. His research has 
been published in various journals such as the Journal 

of Marketing Research, Journal of Marketing, Journal of Consumer Research, 
and Management Science. He currently is an associate editor at the Journal of 
Marketing Research and the Journal of Consumer Psychology. He serves on the 
editorial board of the Journal of Consumer Research and Journal of Marketing. 
Professor Dahl teaches courses in Creativity and Business Strategy at  
the undergraduate, graduate, and executive education levels. He has won 
awards for both his research (e.g., Killam Research Prize) and his teaching  
(e.g., 3M Teaching Fellow) efforts. Before entering academia, Dr. Dahl worked with 
Coopers & Lybrand chartered accountants. He has consulted and organized 
education programs for a number of nonprofit and for-profit organizations such 
as Cathay Pacific, Procter & Gamble, Xerox, General Electric, Teekay Shipping, 
Lululemon Athletica, Earls Restaurants, McDonalds, Agent Provocateur, and LIC 
India. Professor Dahl received his PhD from the UBC.

RAYMOND R. BURKE
Indiana University

Raymond R. Burke is the E. W. Kelley Professor of 
Business Administration at Indiana University’s Kelley 
School of Business and founding director of the school’s 
Customer Interface Laboratory, a state-of-the-art facility 
for investigating how customers interact with new retail 

environments and technologies. Ray’s research focuses on understanding 
the influence of point of purchase factors on consumer shopping behavior. 
His articles have appeared in various journals, including the Harvard Business 
Review, Journal of Consumer Research, Journal of Marketing, Journal of 
Marketing Research, and Marketing Science. He is also co-author of the book 
ADSTRAT: An Advertising Decision Support System. Ray teaches Applied 
Marketing Research and Advanced Shopper Research in the MBA and PhD 
Programs, respectively, and was recognized by Poets&Quants as one of the top 
50 business school teachers in the world. Prior to joining IU, he served on the 
faculties of the Harvard Business School and the University of Pennsylvania’s 
Wharton School. He has consulted for a number of leading companies in 
consumer goods and service industries and his virtual shopping technology 
has been used by marketing research firms around the world.

JUNE COTTE
Ivey Business School

June Cotte is professor of marketing at the Ivey Business 
School. Dr. Cotte is a consumer researcher, and is an 
editor at the Journal of Consumer Research (JCR). In 
addition to serving as current editor at JCR, she serves on 
the editorial boards of the Journal of Marketing and the 

Journal of Consumer Psychology. Dr. Cotte’s diverse research has appeared in 
the Journal of Consumer Research, Journal of Consumer Psychology, MIT/Sloan 
Management Review, and the Wall Street Journal, as well as in other academic 
journals and books, and she has garnered more than $1.1 million in research 
grants for her work. Dr. Cotte currently teaches in Ivey’s EMBA and AMBA 
programs in Toronto, as well as teaching on several Ivey Academy Executive 
Programs in Canada and Hong Kong. She has taught several different PhD 
seminars, and has supervised or co-supervised 13 PhD student dissertations. 
Dr. Cotte is president of the Association for Consumer Research and past 
chair of the American Marketing Association’s Consumer Behavior Special 
Interest Group (CBSIG). In addition, she is a formidable proponent of women in 
academia; in 2015 she co-founded the Designing Your Career in the Marketing 
Academy initiative, which is designed for female early career marketing scholars.
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FRED FEINBERG
University of Michigan

Fred Feinberg is Handleman Professor and Department 
Chair of Marketing, and professor of statistics, University 
of Michigan. He holds SB degrees in Mathematics and 
Philosophy, and a PhD in Management, all from MIT. 
His research uses statistical models to explain complex 

decisions, particularly involving sequential choices, the interface between 
marketing and engineering design, optimization for charitable organizations, 
and multi-agent choices (e.g., in online dating), using Bayesian, machine 
learning, and dynamic programming methods. He was Senior Editor at 
Marketing Science (2014–16), is presently associate editor at JMR and editor 
for the Marketing-OM Interface at POMS, has been a finalist for the O’Dell and 
Little awards, and received the 2011 Best Paper award from IJRM. He is co-
author of Modern Marketing Research: Concepts, Methods, and Cases,  
co-chaired the 2009 ISMS Marketing Science conference, and was president of 
the INFORMS Society for Marketing Science (2018–20). In his spare time,  
he likes to play piano, fret, and bake challah, but rarely simultaneously.

PHIL FERNBACH
University of Colorado, Boulder

Phil Fernbach is a professor of marketing in the Leeds 
School of Business at the University of Colorado, Boulder. 
He is a cognitive scientist who studies how people think, 
and he applies insights from his research to improve public 
discourse and help consumers and managers make better 

decisions. Phil is co-director of the Center for Research on Consumer Financial 
Decision Making, an affiliate of the Institute of Cognitive Science and the Center 
for Ethics and Social Responsibility, and is an advisory board member for 
McKinsey & Company. He teaches undergraduate and graduate data analytics 
and behavioral science. He is the co-author with Steve Sloman of The Knowledge 
Illusion: Why We Never Think Alone, an Editor’s Pick by the New York Times in 
2017. The book explores why we think we know so much more than we do, and 
the profound implications for individuals and society. He has written popular 
articles for the New York Times, Quartz, MarketWatch, and Harvard Business 
Review, and regularly gives public talks about his research. He received a PhD in 
cognitive science from the Department of Cognitive, Linguistic, and Psychological 
Sciences at Brown University in 2010. Prior to pursuing his PhD, Phil worked as a 
strategy consultant for two boutique firms in Boston. Before that, he completed 
his undergraduate studies at Williams College in the mountains of Western 
Massachusetts, where he studied philosophy. When he is not busy with research, 
he spends most of his time playing with his son and daughter, flatpicking his 
Martin HD28 at local bluegrass jams, and playing ice hockey.

AMBER EPP
University of Wisconsin-Madison

Amber Epp is an associate professor ofmarketing and 
Wilbur Dickson-Bascom Professor in Business at the 
University of Wisconsin-Madison’s School of Business. 
Amber’s research advances an interdisciplinary 
perspective of the relationship between family and the 

marketplace. In particular, she studies how families evaluate and make sense of 
their choices within the broader cultural context. Her work has been published 
in the  Journal of Consumer Research, Journal of Marketing, and Journal of 
Retailing, and she has co-authored book chapters on qualitative data analysis, 
family consumption behavior, and assemblage theory. She also serves as an 
associate editor for the Journal of Marketing; sits on the editorial review board 
for Journal of Consumer Research, Journal of Public Policy & Marketing, and 
Journal of Service Research; acts as Vice President of the JCR Policy Board; and 
serves on the AMA Academic Council.

PETER FADER
University of Pennsylvania

Peter Fader is the Frances and Pei-Yuan Chia Professor 
of Marketing at the Wharton School of the University of 
Pennsylvania. His expertise centers around the analysis 
of behavioral data to understand and forecast customer 
shopping/purchasing activities. He works with firms from 

many industries, such as telecommunications, financial services, gaming/
entertainment, retailing, and pharmaceuticals. Managerial applications focus 
on topics such as customer relationship management and customer lifetime 
value. Much of his research highlights the consistent (but often surprising) 
behavioral patterns that exist across these industries and other seemingly 
different domains. In addition to his various roles and responsibilities at 
Wharton, Professor Fader co-founded a predictive analytics firm (Zodiac) 
in 2015, which was sold to Nike in 2018. He then co-founded (and continues 
to run) Theta to commercialize his more recent work on customer-based 
corporate valuation. Fader is the author of Customer Centricity: Focus on 
the Right Customers for Strategic Advantage (2020) and co-authored The 
Customer Centricity Playbook with Sarah Toms (2018). He has won many 
awards for his research and teaching accomplishments. Among these 
achievements, he was named by Advertising Age as one of its inaugural 25 
Marketing Technology Trailblazers in 2017, and was the only academic on  
the list.
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KATRIJN GIELENS
University of North Carolina

Katrijn Gielens is professor of marketing at the Kenan-
Flagler Business School at the University of North 
Carolina. She received her PhD in applied economics 
from KULeuven (Belgium). She currently teaches retailing 
and channel management. Her research focuses on the 

dynamics in the retailing industry and relationships between retailers and 
brand manufacturers. Her work has been published in leading journals such as 
the Journal of Marketing, Journal of Marketing Research, International Journal 
of Research in Marketing (IJRM), Journal of Consumer Research, and Marketing 
Science. For two of her papers she received the long-term impact award from 
the American Marketing Association. She also received a nomination for the 
Paul E. Green Award and the Shelby D. Hunt/Harold H. Maynard Award. Two of 
her other articles were awarded the IJRM Best Article Award. She serves as an 
associate editor for the Journal of Marketing and the Journal of International 
Marketing. She is also on the editorial board of the Journal of Retailing and the 
International Journal of Research in Marketing.

MARKUS GIESLER
York University

Markus Giesler is an associate professor of marketing 
at the Schulich School of Business, York University. His 
research, which examines how markets dynamically shape 
human behavior, often in the context of new technologies, 
has been published in top-tier academic journals such 

as the Journal of Consumer Research and the Journal of Marketing, and 
received extensive coverage in media outlets such as the New York Times, 
Wired, Bloomberg Businessweek, and Time Magazine. He has been named an 
MSI Scholar by the Marketing Science Institute, “one of the best recognized 
experts studying high-technology consumer behavior” by Wired, and a “40 
under 40” professor by Poets&Quants. Prior to his JCR editorship, he served 
as an associate editor at the Journal of Marketing and on the editorial review 
boards of the Journal of Consumer Research, Journal of Consumer Psychology, 
Consumption, Markets and Culture, Marketing Letters, and Business & Society.

BETH L. FOSSEN
Indiana University

Beth L. Fossen is an assistant professor of marketing at 
the Kelley School of Business at Indiana University. She 
earned her PhD in Marketing at Emory University. Fossen 
is an empirical modeler, and her primary research areas 
include advertising, online word-of-mouth, social media, 

and political marketing. Her research has been published in Marketing Science, 
Journal of the Academy of Marketing Science, Customer Needs and Solutions, 
and Journal of the Association for Consumer Research. She was also awarded 
the ISMS Doctoral Dissertation Proposal Competition Award and the MSI Alden 
G. Clayton Doctoral Dissertation Proposal Competition Award and was a finalist 
for the John D. C. Little Award (awarded annually for the best marketing paper 
published in an INFORMS journal). Prior to joining academia, Fossen worked as 
a political consultant and campaign manager.

FRANK GERMANN
University of Notre Dame

Frank Germann (PhD, Penn State) is associate professor 
of marketing at the University of Notre Dame. Frank’s 
research interests are in the area of marketing strategy. 
More specifically, he is interested in how marketing 
actions, marketing personnel, and marketing assets 

influence firm performance. Frank has received teaching awards at Penn State 
(2011) and Notre Dame (2014, 2017, 2020), and some of his articles have 
won prestigious research awards (2013 Best Paper Award of the International 
Journal of Research in Marketing; 2020 Sheth Foundation/Journal of Marketing 
Award). He was selected as a 2017 MSI Young Scholar, and he won the 2021 
Varadarajan Award for Early Career Contributions to Marketing Strategy 
Research. He is an associate editor of the Journal of the Academy of Marketing 
Science (JAMS) as well as the Journal of Public Policy & Marketing, and he 
serves on the editorial review boards of the Journal of Marketing and the 
Journal of Marketing Research. He received a Best Reviewer award from JAMS 
in 2017, and an Outstanding Reviewer award from the Journal of Marketing in 
2018. He has lived and worked in the United States, Germany, Spain, France, 
and Switzerland.
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KELLY L. HAWS
Vanderbilt University

Kelly L. Haws (PhD University of South Carolina) is 
the Anne Marie and Thomas B. Walker, Jr. Professor 
of Marketing, Owen Graduate School of Management, 
Vanderbilt University. Her research interests focus on 
consumer well-being particularly related to self-control, 

health, and food decision making. Specifically, she focuses on studying 
strategies designed to help consumers enhance their ability to make healthier 
food choices through examining variables such as serving sizes, categorization, 
food labels and health claims, perceptions of healthiness, social influences, 
pricing, satiation, and variety. She received the Early Career Award from the 
Association of Consumer Research in 2013 and was named an MSI Young 
Scholar in 2009 and an MSI Scholar in 2018. Dr. Haws serves as an associate 
editor at the Journal of Marketing, Journal of Consumer Psychology, Journal of 
the Academy of Marketing Science, and Journal of Public Policy & Marketing. In 
addition, she serves on the editorial review boards for the Journal of Consumer 
Research, Journal of Marketing Research, Journal of Retailing, and others. She 
was previously on the faculty at Texas A&M University.

JAN B. HEIDE
University of Wisconsin–Madison

Jan B. Heide is the Michael Lehman Distinguished  
Chair in Business at the University of Wisconsin–
Madison. He is also a Professorial Fellow, Department of 
Management and Marketing, University of Melbourne, and 
a Senior Research Associate, Cambridge Judge Business 

School, University of Cambridge. His research, whose primary focus is on inter-
organizational relationships, has been published in the Journal of Marketing 
Research, Journal of Marketing, Management Science, Marketing Science, 
Academy of Management Journal, Academy of Management Review, Strategic 
Management Journal, and Journal of Law and Economics. Jan is an associate 
editor for the Journal of Marketing and the Journal of Marketing Research, 
and serves on the editorial review boards for Marketing Science, Academy of 
Management Review, Journal of Retailing, Journal of the Academy of Marketing 
Science, and other journals. He is a previous winner of the Maynard award from 
the Journal of Marketing, and a three-time winner of the Louis W. Stern Award. 
Jan has won Distinguished Reviewer Awards from the Journal of Marketing, 
Journal of Retailing, and the Academy of Management Review. He teaches 
courses to undergraduate, master’s, executive, and PhD students, and  
has won several teaching awards, including a University of Wisconsin  
system-wide award.

SACHIN GUPTA
Cornell University

Sachin Gupta is Henrietta Johnson Louis Professor  
of Management and professor of marketing at the SC 
Johnson College of Business at Cornell University. 
Professor Gupta’s research focuses on marketing research, 
healthcare, data privacy, nonprofits, and marketing 

analytics. His published papers have received multiple recognitions, including 
the American Marketing Association’s Paul E. Green Award twice, in 2020 and 
2003, the AMA-EBSCO Annual Award for Responsible Research in Marketing in 
2020, and the O’Dell Award in 2008. Since 2020 Professor Gupta has served as 
editor-in-chief of the Journal of Marketing Research, where he had been co-editor 
since 2016. Professor Gupta has served in several academic leadership roles in 
his career, including Associate Dean for Academic Affairs and director of Cornell’s 
PhD program in Management. He has been recognized for exceptional teaching 
at Cornell and at Northwestern University’s Kellogg School of Managment, 
where he previously served on the faculty. Professor Gupta serves on the Board 
of Directors of the Aravind Eye Foundation, a 501 (c) 3 nonprofit that helps the 
Aravind Eye Care System spread its sustainable model of high quality, patient-
centric eye care to India’s rural populations and to other developing countries.

COLLEEN HARMELING
Florida State University

Colleen Harmeling is the Persis E. Rockwood Associate 
Professor of Marketing in the Department of Marketing at 
Florida State University’s College of Business. Harmeling’s 
research focuses on engagement marketing theory and 
strategy with an emphasis in relationship dynamics, 

transformational events, customer experience design that facilitates customer 
engagement, relationship recovery, brand advocacy in business-to-business, 
and retail markets. Her work has appeared in the Journal of Marketing, 
Harvard Business Review, Journal of Academy of Marketing Science, Journal of 
International Business Studies, and the Marketing Science Institute Working 
Paper Series, and has been presented at many conferences. She has edited a 
book and co-authored chapters on relationship development and customer 
engagement. Harmeling serves on editorial review boards for the Journal of 
Marketing, Journal of the Academy of Marketing Science, Journal of Service 
Research, and Journal of Retailing. She won the 2017 Shelby D. Hunt/Harold 
Maynard Award for best theory contribution to the Journal of Marketing 
and was nominated for that journal’s Paul Root Award for best contribution 
to marketing practice. Harmeling has taught undergraduate, graduate, 
and doctoral marketing courses, including marketing strategy, marketing 
management, consumer behavior, and marketing research.
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RON HILL
American University

Ron Hill is Dean’s Professor of Marketing and Public 
Policy at American University. He has authored over 
200 articles, books, chapters, and conference papers 
on impoverished consumer behavior, marketing ethics, 
corporate social responsibility, human development, and 

public policy. He serves as the Vice President of Publications for the American 
Marketing Association. His term as editor of the Journal of Public Policy & 
Marketing extended from July 2006 until June 2012. Awards include: 2012 
Williams-Qualls-Spratlen Multicultural Mentoring Award of Excellence, 2012 
Villanova University Outstanding Faculty Research Award, 2010 Pollay Prize for 
Excellence in the Study of Marketing in the Public Interest, 2013 AMA Marketing 
and Society Special Interest Group Lifetime Achievement Award, 2013 Alan 
N. Nash Distinguished Doctoral Graduate Award, and VSB 2014 McDonough 
Family Faculty Award for Research Excellence. His 2014 article won the Journal 
of Public Policy & Marketing Thomas Kinnear Award in 2016, his 2015 Journal 
of Consumer Affairs article won the best paper award in 2016, and his 2015 
Journal of Macromarketing article won the Slater Award in 2016. He received 
the 2017 Marketing Management Association Master Scholar Award, and he 
was given the 2019 AMA William L. Wilkie Marketing for a Better World Award.

MARK B. HOUSTON
Texas Christian University

Mark B. Houston (PhD Arizona State, MBA Missouri, 
BS Southwest Baptist University) is Associate Dean for 
Faculty & Research and Eunice & James L. West Chair 
in Marketing at TCU. Mark is also affiliated with ASU’s 
Center for Services Leadership and the University of 

Münster (Germany), and is a Fellow of the Institute for the Study of Business 
Markets. He is coauthor of Entertainment Science (2019, Springer Nature), 
and his research on channels, movies, and platform strategy appears in JM, 
JMR, Marketing Science, JCR, and Journal of Financial & Quantitative Analysis. 
Recent awards include the 2019 Louis Stern Award (long-term impact) and 
the 2018 Sheth Foundation Award. He is Editor of the Journal of the Academy 
of Marketing Science, and has served as an assistant editor of the Journal of 
Marketing and the Journal of Service Research. Mark has served on the AMA 
Board of Directors and the AMA Academic Council (President, 2012–13). He 
co-chaired the AMA Summer Conference (2005 and 2017) and the AMA/Sheth 
Foundation Doctoral Consortium (2010). An award-winning teacher, Mark has 
conducted research, consulting, and/or executive education with firms such  
as AT&T, Caterpillar, Dell, IBM, Marriott.com, and WellPoint.

KELLY HERD
University of Connecticut

Kelly Herd is an assistant professor of marketing at the 
University of Connecticut. Her research focuses primarily 
on creativity and product design as they relate to a 
variety of topics including social cognition, identity, and 
emotions. She is particularly interested in what motivates 

consumers to engage in aesthetic product design and how companies can 
better enable individuals to develop unique and effective solutions to fulfill 
their own needs and wants (e.g., customization) as well as those of the 
marketplace (e.g., crowdsourcing). Her research has been published in the 
Journal of Consumer Research, Journal of Marketing, and Journal of Consumer 
Psychology. She has received multiple research and teaching awards including 
the 2010 Marketing Science Institute’s Alden G. Clayton Dissertation Proposal 
Award and the 2021 UConn AAUP Innovation in Teaching Award. She received 
her PhD in Marketing from the University of Colorado.

KELLY HEWETT
University of Tennessee

Kelly Hewett is associate professor and the Reagan 
Professor of Business, and Haslam Family Faculty 
Research Fellow at the University of Tennessee’s Haslam 
College of Business. She also serves as Editor-in-Chief 
of the Journal of International Marketing. Prior to joining 

UT, she worked for five years at Bank of America, where she was a senior vice 
president in the firm’s corporate marketing group. Previously, she had a 10-
year academic career, and also held prior positions in international marketing 
and marketing research. Kelly’s research has been published in the Journal of 
Marketing, Journal of International Business Studies, Journal of the Academy of 
Marketing Science, and Journal of International Marketing, among others. Kelly 
has received numerous awards and recognitions for her research, teaching, 
and service. She has served as a Corporate Trustee for the Marketing Science 
Institute, and as a member of the boards for the AMA’s Marketing Strategy and 
Global Marketing Special Interest Groups. She currently leads several abroad 
experiences for both graduate and undergraduate students, teaches a PhD 
seminar on marketing strategy, and teaches in UT’s full-time, Executive, and 
Professional MBA programs.
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SANDY JAP
Emory University

Sandy Jap is the Sarah Beth Brown Endowed Professor 
of Marketing at the Goizueta Business School at Emory 
University and has published widely across the top 
academic journals in marketing and management 
science. Her research focuses on strategic partnering, 

business-to-business management, channels of distribution, and go-to-
market strategies. She is currently a co-editor at Marketing Letters. In 2016, 
she received a Lifetime Achievement Award from the American Marketing 
Association (AMA) Interorganizational Special Interest Group (IOSIG) for her 
long-term contributions and service to the academy and profession as well as 
her sustained record of research excellence. She is a fellow at the Marketing 
Science Institute (MSI), Institute for the Study of Business Markets (ISBM) at 
the Pennsylvania State University and the Direct Selling Education Foundation 
(DSEF). She is a former co-editor in chief at Marketing Letters. She is the author 
of Partnering with the Frenemy, and co-author of A Field Guide to Channel 
Strategy; both are how-to books on going-to-market strategy. She co-launched 
the Marketing Analytics Center at Emory University, and she is a former faculty 
member at the MIT Sloan School of Management and the Wharton School. Her 
PhD is from the University of Florida (Go Gators!).

BERNIE JAWORSKI
Claremont Graduate University

Bernie Jaworski is the Peter F. Drucker Chair of 
Management and Liberal Arts at the Drucker School. 
Bernie is an ISBM and AMA Marketing Fellow. He is 
recipient of the three major Journal of Marketing His 
awards include: the Alpha Kappa Psi award (received 

twice), the Maynard award, and the Sheth award. His 2019 book, The Organic 
Growth Playbook: Activate High-Yield Behaviors To Achieve Extraordinary 
Results Every Time, co-authored with Bob Lurie, received the Leonard Berry 
AMA book of the year award. His work is highly cited in the discipline (over 
48,000 citations as of July 2021). For ten years, Bernie was a senior partner at 
Monitor Group advising clients on their strategy, leadership approaches, and 
go-to-market strategies. He was the lead advisor for the multiyear marketing 
transformation of several Fortune 500 firms in the life sciences, medical 
devices, and high technology sectors.

JEFF INMAN
University of Pittsburgh

Jeff Inman is the Albert Wesley Frey Professor of 
Marketing and Associate Dean of Research and Faculty at 
the Katz Graduate School of Business at the University of 
Pittsburgh. He recently stepped down as Editor-in-Chief 
of the Journal of Consumer Research. He is also past 

president of the Society for Consumer Psychology, and is a former president of 
the Association for Consumer Research. His research focuses on consumer-
relevant issues such as factors that increase healthy eating, in-store choice, 
and the influence of technology on consumer behavior. Methodologically, he is 
a major advocate of multi-method research, particularly research combining 
econometrics and controlled experiments. He has published over 50 journal 
articles across a variety of journals, including Journal of Consumer Research, 
Journal of Marketing Research, Marketing Science, and Journal of Marketing.  
He has won the MSI/H. Paul Root Award, which is given  to a Journal of 
Marketing article based on its contribution to the advancement of the practice 
of marketing. He enjoys skiing, running, basketball, video games, and card 
games (happy to teach euchre to anyone interested!).

SHAILENDRA PRATAP JAIN
University of Washington

Shailendra Pratap Jain (Shelly) is James D. Currie 
Professor of Marketing and International Business at 
the Foster School of Business, University of Washington, 
Seattle. Shelly’s research interests include brand strategy, 
psychological segmentation, consumer addictions, 

advertising, COVID, and consumer emotions. His work has appeared in leading 
journals such as the  Journal of Consumer Research, Journal of Marketing 
Research, Marketing Science, Journal of Consumer Psychology, and Journal 
of the Academy of Marketing Science. He is an associate/area editor with 
the  Journal of Marketing Research, Journal of Consumer Psychology, Journal 
of the Academy of Marketing Science, and International Journal of Research 
in Marketing. He has co-edited a volume of the Journal of the Association for 
Consumer Research on Addiction and Maladaptive Consumption. Shelly has 
won multiple teaching awards, has been cited as a 4-star teacher by Business 
Week, and has conducted executive education programs for several companies 
in Asia, Europe, and the US. Shelly has a chemical engineering undergraduate 
degree from BITS Pilani, an MBA from IIM Ahmedabad, an MPhil and a PhD in 
marketing from New York University. Prior to moving to the US to do his PhD, 
Shelly worked for United Breweries, FCB Ulka, and Mudra Communications.
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BARBARA E. KAHN
University of Pennsylvania

Barbara E. Kahn is Patty and Jay H. Baker Professor of 
Marketing at the Wharton School at the University of 
Pennsylvania. She served as director of the Jay H. Baker 
Retailing Center and as executive director of Marketing 
Science Institute (MSI). Barbara also served as the Dean 

and Schein Professor of Marketing at the School of Business Administration, 
University of Miami, and as the vice dean of the Wharton undergraduate 
program. Barbara is an internationally recognized scholar on retailing, variety-
seeking, brand loyalty, product assortment and design, and consumer and 
patient decision making. She has published more than 75 articles in leading 
academic journals. She is the author of Global Brand Power and The Shopping 
Revolution: How Retailers Succeed in an Era of Endless Disruption Accelerated 
by Covid-19, and coauthor of Grocery Revolution. She has been featured in CNN, 
CNBC, Forbes, Wall Street Journal, New York Times, NPR, Vox, Politico, and the 
Hidden Brain Podcast. Barbara has been elected president of both ACR and 
JCR Policy Board and selected as an MSI trustee. Barbara received her PhD, 
MBA, and MPhil from Columbia University, and her BA from University  
of Rochester.

KARTIK KALAIGNANAM
University of South Carolina

Kartik Kalaignanam is a Moore Fellow and professor 
of marketing at the Moore School. His research has 
examined the impact of new product alliances, NPD 
outsourcing, product recalls and product modularity 
on product quality. His research focuses on alliances. 

“Asymmetric New Product Development Alliances: Win-Win or Win-Lose 
Partnerships,” which was published in Management Science, was a finalist for 
the ISMS Long Term Impact Award in 2015. His research has appeared in the 
Journal of Marketing, Management Science, Strategic Management Journal, and 
Journal of the Academy of Marketing Science. His research on product recalls 
has also received noteworthy attention in leading news publications such as 
CNBC, Wall Street Journal, Reuters, and Yahoo! News. Prior to academia, he 
worked in both large and small corporations such as Bombay Dyeing (India), 
Voltas (India), adidas (India), Netaphase Consulting (India), and Conns 
Appliances (Texas) in management positions spanning sales and marketing.  
He teaches marketing management and pricing analytics to undergraduate, 
full-time MBA, and professional MBA students.

SATISH JAYACHANDRAN
University of South Carolina

Satish Jayachandran (PhD, Texas A&M University) is the 
James F. Kane Professor of Business and professor of 
marketing at the Darla Moore School of Business at the 
University of South Carolina. He is currently serving as 
the chair of the Department of Marketing. Jayachandran 

has also received a bachelor’s degree in engineering from the University of 
Kerala, India, and a master in business administration from the Indian Institute 
of Management Calcutta. His research interests are in the area of marketing 
strategy and his work has been published in the Journal of Marketing, Journal 
of Marketing Research, Journal of the Academy of Marketing Science, Journal of 
International Marketing, and Strategic Management Journal.

BAOJUN JIANG
Washington University in St. Louis

Baojun Jiang is an associate professor of marketing at 
the Olin Business School at Washington University in 
St. Louis. He received an MS in physics and an MS in 
electrical engineering from Stanford University, an MBA 
from the University of Texas at Austin, and an MS and PhD 

in information systems from Carnegie Mellon University. His current research 
interests include behavioral economics, the sharing economy, platform-based 
business models, competitive strategy, and marketing-operations interface. 
His research has been published in top-tier journals such as Management 
Science, Marketing Science, Journal of Marketing Research, and Manufacturing 
& Service Operations Management. He serves as a senior editor at Production 
and Operations Management and an associate editor at Service Science and 
Decision Sciences. He is also on the editorial review boards of Marketing 
Science and Journal of Marketing Research.
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AJAY K. KOHLI
Georgia Tech

Ajay K. Kohli is Gary T. and Elizabeth R. Jones Chair and 
Regents Professor at Georgia Tech. His research focuses 
on market orientation, customer solutions, and sales 
management. He is a former editor-in-chief of the Journal 
of Marketing, and currently serves as associate editor, 

Journal of Marketing, and area editor, International Journal of Research in 
Marketing. He serves on the AMA Board of Directors, and is VP Global Relations, 
EMAC. He has received three honorary doctorates, from Norwegian Business 
School, University of St. Gallen, and Corvinus University. He is an AMA Fellow, 
EMAC Fellow, and ISBM Fellow. He has received several career awards including 
the AMA/McGraw-Hill/Irwin Award, the Paul D. Converse Award, and the IIMC 
Distinguished Alumnus Award. He has received several best paper awards 
including the Sheth Foundation/Journal of Marketing Award (twice), the ISBM-
David T. Wilson-Sheth Foundation Award, the Alpha Kappa Psi Award, and the 
AMA SERVSIG Award. He is among the 100 most cited authors in the fields 
of business and economics combined in a decade, and two of his articles are 
among the 10 most cited Journal of Marketing articles in a quarter century.

LAURA KORNISH
University of Colorado Boulder

Laura Kornish is a marketing professor at the University 
of Colorado Boulder, Leeds School of Business. She 
joined Leeds in 2005 as an assistant professor, after 
being an assistant professor at Fuqua (Duke). Her PhD 
is in engineering, and her first job at Duke was not in 

marketing, but in decision sciences. She found her way to marketing with the 
help of Rick Staelin, John Lynch, and Kristin Diehl. Laura started her academic 
life as a decision and search theorist. When she moved to marketing, she 
refocused those interests to innovation, because innovation is about the search 
for a new, great idea. She also retrained herself to work with data, beyond the 
theory training that she had received in school and that formed the basis for 
her early work. The work she is most proud of is about idea generation and 
selection in the fuzzy front end of innovation. Kristin Diehl was a doctoral 
student at Duke when Laura met her. Laura will always be grateful to Kristin for 
helping her make the great career transition to marketing. She is also grateful 
to be part of this community, and she is honored to be included in  
this consortium.

P. K. KANNAN
University of Maryland

P. K. Kannan is Dean’s Chair in Marketing Science and 
professor of marketing at the Robert H. Smith School 
of Business at the University of Maryland and professor 
of digital business and analytics at the University of 
Groningen. His main research focus is on marketing 

modeling and on applying statistical, econometric, machine learning/AI 
methods to marketing data–big and small. His current research stream 
focuses on digital marketing–attribution and media-mix modeling, mobile 
apps, freemium pricing, and marketing applications of social engagement data. 
He has won numerous awards for his research including the INFORMS John 
Little Award, MSI/AMA Paul Root Award and ISMS Gary Lilien Practice Prize 
Award. He has received several grants from the National Science Foundation 
and Mellon Foundation to support his research. He is the editor-in-chief for 
International Journal of Research in Marketing and is an area editor for Journal 
of Marketing Research and serves on the editorial boards of Marketing Science, 
Journal of Marketing, and Production and Operations Management. He was 
recently honored as an EMAC Fellow by the European Marketing Academy.

RUSS KLEIN
American Marketing Association

Russ Klein has quarterbacked teams for many of the 
world’s foremost brand names—holding top marketing 
and advertising posts at Dr Pepper/7UP Companies, 
Gatorade, 7-Eleven Corporation, Arby’s Restaurant Group, 
and Burger King, where he was president. He has held 

leadership positions with Leo Burnett and FC&B advertising agencies. Russ 
is a partner with PopSockets LLC, listed as #2 on Inc. 5,000 fastest-growing 
companies in America. Russ also serves as a senior advisor to Goldman Sachs 
for strategic acquisitions. As CEO for the American Marketing Association and 
torch bearer for the discipline, Russ is charged with an epic transformation of 
the AMA. He recently announced a bold restructuring initiative reconstituting 
the American Marketing Association as “a technology company that provides 
professional development solutions, credentials of value, esteemed peer-
reviewed thought leadership, personal growth, advancement, and fellowship in 
the field of marketing.” Today, Russ is here to provoke you to think differently 
about brand building.
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VK KUMAR
St. John’s University

Dr. V. Kumar (VK) is a passionate academic and currently 
is a faculty member at St. John’s University, New York. 
Professor Kumar has also been honored as a Legend 
in Marketing through the Legends in Marketing series 
published by Sage Publications; and as the Distinguished 

Term Professor, and Senior Fellow, ISB, India; Chang Jiang Scholar, HUST, 
China; Lee Kong Chian Fellow, Singapore Management University; Fellow, 
Hagler Institute for Advanced Study, TAMU, College Station, Texas; HUL 
Visiting Chair Professor, IIM Ahmedabad, and Distinguished Fellow, MICA, 
India. Professor Kumar’s research focuses on rigor (developing new methods) 
and relevance (solving business problems). He has published over 250 
scholarly papers and 25 books and has received over 25 research and teaching 
excellence awards. Professor Kumar has served as the editor-in-chief of the 
Journal of Marketing (2014–18), serves as the department editor of POM, 
and is the consulting editor of JIBS. HIs latest book, Intelligent Marketing, 
demonstrates how new age technologies such as artificial intelligence, Internet 
of Things, machine learning, robotics, blockchain, and drones influence 
marketing. Global Fortune 500 firms have implemented several of VK’s 
ideas and models, which has resulted in revenue gains of over USD 2 billion 
(drvkumar.com and vkclv.com).

CAIT LAMBERTON
University of Pennsylvania

Cait Lamberton is the Alberto I. Duran Presidential 
Distinguished Professor of Marketing at the University 
of Pennsylvania’s Wharton School. Since completing 
her MBA and PhD at the University of South Carolina, 
she and her co-authors have researched a wide range of 

consumer behavior topics. Cait is delighted to serve as an associate editor at 
the Journal of Consumer Psychology and the Journal of Marketing, was recently 
named a Marketing Science Institute Scholar, and has enjoyed consulting and 
collaborating with both practitioners and policy makers in various contexts.

ARADHNA KRISHNA
University of Michigan

Aradhna Krishna is the Dwight F. Benton Professor of 
Marketing at the Ross School of Business, University of 
Michigan. Aradhna is a behavioral scientist focused on 
persuasion, and is recognized as a foremost expert in 
the field of sensory marketing. She studies how different 

aspects of product and communication design impact people’s perceptions 
and behaviors (e.g., how does one design a communication that makes people 
choose more healthy food?). Her work has looked at decisions related to 
health and nutrition, sensory and non-conscious marketing, food marketing, 
corporate social responsibility, and political decision making. She is a Fellow 
of SCP, has more than 100 published articles in leading journals, and is 
consistently in the lists of the most productive marketing professors in the 
world. She serves as assistant editor for the Journal of Consumer Research and 
Journal of Marketing Research, and on an expert advisory board to the World 
Food Program for Nutrition Retail Strategy. 

SHANKER KRISHNAN
Indiana University

Shanker Krishnan’s research focuses on the role of 
memory in various consumption situations. Specific 
projects focus on memory interference processes, implicit 
memory for brand information, and the role of memory in 
brand equity, brand associations, and brand extensions. 

His executive education experiences include IBM, 3M, Ingersoll-Rand, GE 
Aviation, Cummins, Eli Lilly, Carlisle, and Samsung.
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SHIBO LI
Indiana University

Shibo Li is John R. Gibbs Professor of Marketing at 
the Kelley School of Business, Indiana University. His 
research interests include consumer dynamics, customer 
relationship management, digital marketing, marketing 
analytics, shopper marketing, and quantitative models 

in marketing. His research has appeared in Marketing Science, Journal of 
Marketing Research, Journal of Marketing, Information Systems Research, 
Journal of the Academy of Marketing Science, and Journal of Interactive 
Marketing. Professor Li was selected as a MSI Young Scholar by the Marketing 
Science Institute in 2009, and won the Faculty Research Award in 2012, the 
Arthur M. Weimer Faculty Fellowship from 2011–16, and the 3M Junior Faculty 
Grant Award at the Kelley School of Business at Indiana University in 2008–10. 
He was the winner of the John A. Howard Doctoral Dissertation Award of the 
American Marketing Association in 2004, and received the CART Research 
Frontier Award from Carnegie Mellon University in 2006. His dissertation also 
won the William Cooper Dissertation Award at Carnegie Mellon University in 
2003. Professor Li served on the editorial review board of Marketing Science 
from 2007–08 and has been a member of the editorial review board of the  
Journal of Marketing since 2018.

JOHN LYNCH
University of Colorado

John Lynch is University of Colorado Distinguished 
Professor at the Leeds School of Business. He received 
his BA in economics, MA in psychology, and PhD in 
psychology from the University of Illinois at Urbana-
Champaign. He served on the faculty at the University 

of Florida (1979–96) and at Duke (1996–2009). John studies the cognitive 
psychology of consumer financial decision making and validity issues in 
behavioral research methodology. He served on the U.S. Consumer Financial 
Protection Bureau Academic Research Council (2017–20) and is executive 
director at the Marketing Science Institute. He is a fellow of the American 
Marketing Association, the Association for Consumer Research, and the 
American Psychological Association/Society for Consumer Psychology. He 
has received the Paul D. Converse Award for Outstanding Contributions to the 
Science of Marketing and the Society for Consumer Psychology’s Distinguished 
Scientific Achievement Award, and the American Marketing Association 
Consumer Behavior SIG Lifetime Achievement Award. Six of his papers have 
been honored as outstanding article of the year by the Journal of Marketing 
Research, the Journal of Marketing, and the Journal of Consumer Research.

DON LEHMANN
Columbia University

Don Lehmann is the George E. Warren Professor of 
Business Columbia University, Columbia Business School. 
Professor Lehmann’s research focuses on individual 
and group choice and decision making, the adoption 
of innovation and new product development, and the 

management and valuation of marketing assets (brands, customers). He is 
also interested in knowledge accumulation, empirical generalizations, and 
information use. Lehmann has published 200 articles and books, serves on 
the editorial boards of several academic journals, and is the founding editor 
of Marketing Letters. He is a past president of the Association for Consumer 
Research, former executive director (1993–95, 2001–03) of the Marketing 
Science Institute, and former co-editor of International Journal of Research  
in Marketing.

KRISTA J. LI
Indiana University

Krista J. Li is a tenured associate professor of marketing 
and Weimer Faculty Fellow at the Kelley School of 
Business at Indiana University. She received her master’s 
degree in international relations and economics from 
Yale University and her doctoral degree in marketing at 

Texas A&M University. Krista’s research is on behavior-based targeting, product 
design, behavioral game theory, and channel strategies in the marketing-OM 
interface. Her work has appeared in Marketing Science, Management Science, 
Journal of Marketing Research, Journal of Marketing, Manufacturing and 
Service Operations Management, Production and Operations Management, and 
International Journal of Research in Marketing. She is on the editorial review 
boards of the Journal of Marketing Research and Decision Sciences Journal, 
and was selected as a MSI Young Scholar in 2021. She teaches undergraduate, 
MBA, and EMBA courses and received the Dean’s Award for Outstanding 
Teaching and the Dean’s Award for Outstanding Research at Mays Business 
School of Texas A&M University. Krista received the Mary Kay Dissertation 
Proposal Competition award and is a fellow of the AMA-Sheth Doctoral 
Consortium and the Inaugural AMS Doctoral Consortium. She has worked in 
the marketing consulting industry for clients in consumer packaged goods, 
automotive, retail, telecommunications, and pharmaceutical industries.
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DINA MAYZLIN
University of South Carolina

Dina Mayzlin’s research focuses on how businesses 
manage social interactions. She also studies advertising 
and communication strategies. Dina’s research has 
won a number of awards, including the John D. C. Little 
Best Paper Award, the ISMS Long Term Impact Award, 

the O’Dell Long Term Impact Award, and the Frank M. Bass Outstanding 
Dissertation Award. She is an associate editor at Marketing Science and Journal 
of Marketing Research and serves on the editorial boards of several journals. 
Prior joining USC, Dina served on the faculty of Yale University’s School  
of Management.

LEIGH MCALISTER
University of Texas at Austin

Leigh McAlister is the Ed and Molly Smith Chair in 
Business Administration at the McCombs School of 
Business, University of Texas at Austin. She received 
her PhD from Stanford University and she served on the 
faculties of the University of Washington and MIT before 

joining the University of Texas at Austin. She has won many awards for teaching 
and for research including JMR’s O’Dell Award and JR’s Davidson Award. Leigh 
serves, or has recently served, as associate editor at the Journal of Marketing, 
Journal of Marketing Research, Marketing Science, and International Journal of 
Research in Marketing. Long associated with the Marketing Science Institute, 
she served as executive director from 2003 to2005. Currently her research 
focuses on the nature of marketing organizations and the determinants of  
firm value.

GIRISH MALLAPRAGADA
Indiana Unversity

Girish Mallapragada is Weimer Faculty Fellow and 
associate professor of marketing at the Kelley School 
of Business, Indiana University. His research interests 
include open innovation, social networks, new product 
development, and inter-firm relationships. He has 

published across the top academic journals in marketing including the 
Journal of Marketing, Marketing Science, Journal of Marketing Research, and 
Management Science. He is also on the editorial boards of the Journal of 
Marketing and Journal of Marketing Research. He teaches in the highly ranked 
Kelley Direct Online MBA program.

MURALI K. MANTRALA
University of Kansas

Murali K. Mantrala is Ned Fleming Professor at the 
University of Kansas School of Business. He is a professor 
emeritus of marketing at the University of Missouri, 
Columbia, and Senior Research Fellow at the Indian 
School of Business. Murali’s research spans problems 

of sales and advertising resource allocation, sales force compensation, retail 
pricing and category management, and two-sided platform firms’ marketing 
strategies. His papers have received the 1998 Frank M. Bass Best Dissertation 
Paper Award of Marketing Science, the 2013 Best Paper Award of the Journal 
of Interactive Marketing, Honorable Mentions for the 2013 and 2017 Davidson 
Award of the Journal of Retailing, and were finalists for the 1997 and 1998 
William O’Dell Award and 2018 Paul E. Green Award of the Journal of Marketing 
Research. Murali was co-editor-in-chief of the Journal of Retailing (2015–17) 
and serves on the editorial boards of multiple leading research journals of 
marketing. He co-chaired the 2008 43rd AMA-Sheth Foundation Doctoral 
Consortium and hosted the Inaugural Marketing Strategy Consortium at MU 
in 2018. Murali received the Humboldt Research Award from the Alexander von 
Humboldt Foundation in Germany in 2010, and the Don McBane Award from 
the AMA Sales SIG in 2020.
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PAGE MOREAU
University of Wisconsin–Madison

Page Moreau is the John R. Nevin Professor of Marketing 
and executive director of the Center for Brand and 
Product Management at the Wisconsin School of 
Business, University of Wisconsin–Madison. Page’s 
research focuses primarily on innovation and creativity, 

with the goal of understanding the demand for and creation of new products. 
Specifically, she is interested in how and why consumers learn about, 
purchase, and create new products. Moreau’s work has appeared in the 
Journal of Marketing, Journal of Consumer Research, Journal of Marketing 
Research, Journal of Consumer Psychology, and Journal of Product Innovation 
Management. Her work has been honored with a JCR Best Article Award and 
she has been recognized as a Marketing Science Institute Young Scholar. Page 
is currently serving as an editor at the Journal of Marketing and has served as 
an associate editor at the Journal of Consumer Research. She has also served 
as a member of the editorial review boards at the Journal of Marketing, Journal 
of Marketing Research, Journal of Consumer Research, Journal of Consumer 
Psychology, and Journal of Product Innovation Management.

NEIL MORGAN
Indiana University

Neil Morgan joined the marketing department in the fall 
of 2005. His research focuses on marketing strategy, 
and has appeared in leading journals such as the Journal 
of Marketing, Marketing Science, Strategic Management 
Journal, Journal of Operations Management, Decision 

Sciences, International Journal of Research in Marketing, Journal of the 
Academy of Marketing Science, Journal of Product Innovation Management, 
and Industrial Marketing Management. He is currently co-editor of the Journal 
of Marketing; an associate editor at the Journal of the Academy of Marketing 
Science; a member of the editorial boards of the Journal of International 
Marketing, International Journal of Research in Marketing, and the Journal 
of International Business Studies; and an ad hoc reviewer for the Journal of 
Marketing Research, Marketing Science, and Management Science, among 
others. Neil teaches brand management at the MBA level and marketing 
strategy at the MBA and doctoral levels. He also teaches special topics at the 
doctoral level. He was selected as a Top Professor in 2005 by Businessweek  
and listed as one of the Top 10 Most Popular Professors in the US by 
Businessweek in 2011. He also received the Eli Lilly MBA teaching award for 
2008, 2009, 2010, 2011, and 2012. Prior to joining academia, Neil worked as  
a management consultant.

ROBERT MEYER
University of Pennsylvania

Robert Meyer is the Frederick Ecker/Metlife Professor of 
Marketing and director of Risk Management and Decision 
Processes Center at the Wharton School of the University 
of Pennsylvania. He is former editor-in-chief of the Journal 
of Marketing Research, and is senior editor of the journals 

of the American Marketing Association. His research focuses in a number 
of domains of consumer decision making, including choice under risk and 
uncertainty, and how technology is altering choice processes. He is the recent 
co-author of the Ostrich Paradox: Why We Under-Prepare for Disasters.

VIKAS MITTAL
Rice University

Vikas Mittal is the J. Hugh Liedtke Professor at the Jones 
Graduate School of Business, Rice University, Texas. He 
currently serves as a co-editor of the Journal of Marketing 
Research after serving as co-editor of the Journal of 
Marketing. Vikas’s research examines customer-based 

strategy for firms, and has been published in the Journal of Consumer 
Research, Journal of Marketing, Journal of Marketing Research, Marketing 
Science, and Management Science. He is the recipient of the O’Dell award for 
his paper in the Journal of Marketing Research and the FedEx Award for his 
paper in the Journal of Service Research. Vikas has worked with many Fortune 
500 companies to help with customer-based strategies. He holds a BA in 
business administration from the University of Michigan, Ann Arbor, and a PhD 
from Temple University.
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JENNY OLSON
Indiana University

Jenny Olson is an assistant professor of marketing at 
Indiana University’s Kelley School of Business. She earned 
her PhD in marketing from the Ross School of Business 
at the University of Michigan. Jenny’s research centers 
on consumption in interpersonal contexts, focusing on 

(1) dyadic influences (e.g., the interplay between financial decision making 
and relationship formation and quality) and (2) judgments of self and others 
(e.g., marketplace morality and, in particular, the inferences people draw from 
others’ consumption choices). Her research has been published in the Journal 
of Consumer Research and the  International Journal of Research in Marketing, 
and her work has received coverage in mainstream publications including 
the Chicago Tribune, Huffington Post, MSN Money, Time Magazine, and The 
Washington Post. Jenny has taught undergraduate courses on consumer 
behavior and marketing management, as well as a PhD seminar on consumer 
financial decision making.

ROBERT W. PALMATIER
University of Washington

Robert W. Palmatier is Professor of Marketing and John 
C. Narver Chair of Business Administration at the Foster 
School at the University of Washington, where he founded 
and serves as the research director of the Sales and 
Marketing Strategy Institute (SAMSI). Prior to entering 

academia, Rob held various industry positions, including president of a global 
electronics company. He also served as a U.S. Navy lieutenant on board nuclear 
submarines. Rob’s research interests focus on marketing strategy, relationship 
marketing, customer loyalty, channels, privacy, healthcare, and sales. His 
research has appeared in multiple academic journals and has been covered 
in Nature, The Economist, New York Times Magazine, and the Los Angeles 
Times as well as on NPR and MSNBC. Rob’s publications have received both 
the Harold H. Maynard and Sheth awards at the Journal of Marketing, and the 
Robert D. Buzzell and Louis W. Stern awards. He also has won multiple awards 
as a teacher of marketing strategy in the doctoral, EMBA, and MBA programs. 
Rob is a co-editor at the Journal of Marketing and the past editor-in-chief of the 
Journal of the Academy of Marketing Science.

VICKI MORWITZ
Columbia University

Vicki Morwitz is the Bruce Greenwald Professor of 
Business and professor of marketing at Columbia 
University’s Business School. Before joining Columbia, 
she was on the faculty at the Stern School at NYU for 28 
years. She received a BS in computer science and applied 

mathematics from Rutgers University, an MS in operations research from 
Polytechnic University (now NYU’s Tandon School), and an MA in statistics and 
a PhD in marketing from the Wharton School, University of Pennsylvania. Her 
research interests include self-prediction, behavioral aspects of pricing, and the 
effectiveness of public health communication. Her work has appeared in many 
journals including the American Journal of Public Health, Harvard Business 
Review, International Journal of Forecasting, JCP, JCR, JMR, Management 
Science, and Marketing Science. She is a Fellow of SCP and served as SCP’s 
president and as an executive board member. She currently serves as editor-
in-chief for the Journal of the Association for Consumer Research and as 
associate editor for JCP. She served as co-editor of JCR and as AE at JMR. She 
is currently on the editorial boards of JCR and JM. She co-chaired the annual 
North American ACR conference (2006), SCP Florence (2012), and the SCP 
doctoral consortium (2016).

DHANANJAY NAYAKANKUPPAM
University of Iowa

Looking back, I’m afraid my career is a bit of a confused 
mongrel. I have an undergraduate degree in mechanical 
engineering and an MBA and for the better part of a 
decade, I worked in advertising. Around the year 1492AD, 
I headed to Ann Arbor, Michigan, to do my PhD at the 

conclusion of which the University of Iowa offered me a job, a mistake they 
compounded by offering me tenure half a dozen years later. So I now reside in 
Iowa, where I teach and do research on things of idiosyncratic interest to me 
(usually to do with how people evaluate things and make judgments), and then 
butt heads with a couple of other people in the world who are interested in such 
curiosities. I feed the Iowa Jones facet of my personality by going off to some 
uninhabited place to hike, make photographs, and paint. So I fear my career 
resembles Brownian motion rather than any planned trajectory. But it keeps 
me off the streets, for which all sane people should be duly thankful.
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RAJ RAGHUNATHAN
University of Texas at Austin

Raj Raghunathan is Zale Centennial Professor of Business 
at the McCombs School of Business at UT Austin. He 
is interested in how people’s judgments and decisions 
impact their happiness and fulfillment. Raj’s work 
has appeared in the Journal of Marketing, Journal of 

Consumer Research, Journal of Marketing Research, and Journal of Personality 
and Social Psychology. His work has also been cited in several mass media 
outlets, including The Atlantic, The New York Times, Fortune, Forbes, and 
Harvard Business Review. Raj’s Psychology Today blog, Sapient Nature, has 
over 2 million page views. His newest online course on Employee Happiness, 
launched in late 2019, was rated as a Top MOOC (Massive Open Online Course) 
of 2019, and currently has over 5,000 students. His previous MOOC has close 
to 400,000 students from 196 countries, was Top MOOC of 2015, 2016, 2017, 
and 2018, and is one of the Top 100 MOOCs of all time. Raj’s book, If You’re So 
Smart, Why Aren’t You Happy?, has been translated into 13 languages, and was 
featured in The Atlantic, Time, The Guardian, Times of India, Live mint, and Mid-
day. Raj’s TED talk was viewed live by over 17 million people worldwide.

ANITA RAO
University of Chicago

Anita Rao is an associate professor of marketing at the 
University of Chicago’s Booth School of Business. She is 
an empirical researcher with interests in public policy and 
digital marketing. Her work focuses on causally measuring 
consumer reactions to deceptive practices such as 

false claims, fake news, and misinformation. She also studies firm incentives 
to distort the provision of information. In another stream, she focuses on 
how digital distribution has implications for market power and new product 
offerings. Her recent papers include “Demand for ‘Healthy’ Products: False 
Claims and FTC Regulation” with Emily Wang in Journal of Marketing Research; 
“Do ‘Made in USA’ Claims Matter?” with Xinyao Kong in Marketing Science; 
and “Value of Aggregators” with Selin Akca in Marketing Science. She is an 
associate editor for Quantitative Marketing and Economics and serves on the 
editorial board for Marketing Science and the Journal of Marketing Research. 
She won the 2016 Bass award given to the best marketing paper derived from a 
PhD thesis published in an INFORMS-sponsored journal and was named a 2019 
MSI Young Scholar.

LINDA L. PRICE
University of Wyoming

Linda L. Price (BA, MBA University of Wyoming, PhD 
University of Texas at Austin) has been at several 
universities, most recently as the Philip Knight Chair, 
College of Business, University of Oregon. In 2020 she 
returned to the University of Wyoming. Linda’s research 

combines qualitative and quantitative methodologies to examine identity, 
adaptation, practices, and networks with services, brand, and customer 
experience applications. Linda has published books, chapters, and over 50 peer 
reviewed articles, garnering nearly 25,000 citations (H-Index of 50, i10 index 
of 80). Several of her papers are seminal, having introduced new constructs 
to the marketing field. Her leadership includes editorial boards, policy boards, 
foundations, and department head duties. She has served as editor of the 
Journal of Consumer Research, president of the Association for Consumer 
Research, president of American Marketing Association Academic Council, 
and has co-chaired numerous conferences and doctoral symposia. She’s an 
Association of Consumer Research Fellow, American Marketing Association 
Fellow, Academy of Marketing Science Distinguished Educator, CBSIG Lifetime 
Achievement Award recipient, and winner of the AMA V Kumar Doctoral 
Student Mentorship Award. Linda is most grateful for the opportunity she has 
had to work with and mentor PhD students, watching them blossom and grow.

PRIYA RAGHUBIR
New York University

Priya Raghubir joined NYU Stern as a professor of 
marketing in July 2008. She is the Dean Abraham L. Gitlow 
Professor of Business. Previously, she was a professor 
at the Haas School of Business, University of California, 
Berkeley (1997–2008). She also taught at HKUST from 

1994 to 1997 and served as the editor of JCP-Research Reports from 2018 to 
2020. Priya’s research interests are in consumer psychology, including survey 
methods, psychological aspects of prices and money; memory and context 
effects; health risk perceptions; and visual and sensory information processing. 
She has published over 70 articles and book chapters in journals such as JMR, 
JCR, JCP, JM, JPSP, and Marketing Science. She has been invited to speak over 
100 times at major universities, symposia, and conferences around the world, 
and her work has been presented a similar number of times at conferences by 
her co-authors, students, and herself. Priya received her undergraduate degree 
in economics from St. Stephen’s College, Delhi University (1983); her MBA from 
IIMA, Ahmedabad (1985); and her PhD in marketing from NYU (1994). She 
worked with TAS (India), Citibank, N.A. (India, HK), and Jardine Fleming (HK) 
between 1985 and 1990.
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DAVID J. REIBSTEIN
University of Pennsylvania

Professor David J. Reibstein is the William S. Woodside 
Professor and professor of marketing at the Wharton 
School, University of Pennsylvania. He was previously 
on the faculty at Harvard Business School, and a visiting 
professor at Stanford Business School and at INSEAD in 

France. David is the former chairman of the board of directors of the American 
Marketing Association and the executive director of the Marketing Science 
Institute. He has served on the board of the Fleischer Art Institute. His research 
focuses on competitive marketing strategies, marketing metrics, branding, 
and product line decisions, among other issues. His research on competitive 
marketing strategies addresses competitors’ reactions to marketing actions, 
offering companies insight into ways to anticipate these reactions and use 
them as a part of strategizing. His marketing metrics work has focused on 
linking marketing metrics to financial consequences, resulting in his widely 
read book Marketing Metrics: The Manager’s Guide to Measuring Marketing 
Performance. He was the host for the weekly radio show Measured Thoughts 
on Wharton Business Radio, Channel 132 on SiriusXM, which can be seen on 
measuredthoughts.com. David received his PhD from Purdue University and his 
BS and BA degrees from the University of Kansas.

FEDERICO ROSSI
Purdue University

Federico Rossi is assistant professor of marketing at the 
Krannert School of Management, Purdue University. He is 
interested in the role played by different forms of market 
frictions (e.g., price information search costs, switching 
costs, entry costs) on retail competition. In his more 

recent work he extends the analysis of competition to social media platforms. 
His work has appeared in the Journal of Marketing Research, Management 
Science, and Marketing Science. He received his PhD from Northwestern 
University. He enjoys playing basketball with friends and watching the Italian 
soccer team advancing to Euro 2020 semi-finals.

RAGHUNATH SINGH RAO
University of Texas at Austin

Raghunath Singh Rao is an associate professor of 
marketing at the McCombs School of Business at the 
University of Texas at Austin. He holds a master’s in 
applied economics and a PhD in business administration 
from the University of Minnesota. His research interests 

include topics like durable goods markets, pricing, sales management, 
and innovation. His research uses game theory, secondary data, as well as 
lab experiments to study these topics. He has published research in top-
tier journals like the Journal of Marketing Research, Marketing Science, 
Management Science, Quantitative Marketing and Economics, and Journal of 
Marketing. Among his many honors, he was honored as a Marketing Science 
Institute (MSI) Young Scholar in 2011 that identifies the “next generation” 
of marketing scholars. His other honors include the American Marketing 
Association’s awards for research excellence in sales management and 
entrepreneurial marketing. In 2020, Rao was named a MSI Scholar, awarded to 
a select group of mid-career level researchers who have been shown “to have a 
keen understanding of the importance of academic-practitioner partnerships.”

LOPO REGO
Indiana University

Lopo Rego joined the Department of Marketing at the 
Kelley School of Business in the fall of 2011. His research 
interests focus on understanding how marketing 
strategies, investments, and actions (e.g., advertising, 
customer relationship management, brand strategy, 

etc.) influence firm performance outcomes (ranging from product market 
performance to financial performance and other corporate goals), and 
ultimately contribute to shareholder value. The main goals of his research are to 
identify generalizable patterns regarding how marketing strategies and actions 
explain differences in firm performance, and to understand the boundary 
conditions for these observed patterns. His research has been published 
in outlets such as the  Journal of Marketing, Journal of Marketing Research, 
Marketing Science, Journal of the Academy of Marketing Science, Journal of 
Economic Behavior and Organization, European Journal of Marketing, Journal 
of Empirical Generalisations in Marketing, Harvard Business Review, Journal of 
Research in Marketing, and Marketing Science Institute.
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BERND SCHMITT
Columbia University

Bernd Schmitt is the Robert D. Calkins Professor of 
International Business at Columbia Business School. 
Bernd is the editor-in-chief of the Journal of Consumer 
Research and co-founder of TPM (Theory and Practice in 
Marketing). His research focuses on consumer behavior, 

innovation, experiential marketing, and brand management. He has authored 
and co-authored more than 70 academic articles in marketing and psychology 
journals including Journal of Marketing, Journal of Marketing Research, 
Marketing Science, Journal of Consumer Research, Journal of Consumer 
Psychology, Journal of Personality and Social Psychology, and Journal of 
Experimental Psychology: Applied. As of July 2021, his work has received more 
than 30,000 citations in Google Scholar.

ROM SCHRIFT
Indiana University

Rom Schrift is an associate professor at the Kelley School 
of Business, Indiana University. Prior to joining Kelley, Rom 
was an assistant professor at the Wharton School and 
received his PhD from Columbia University. Rom studies 
consumer behavior focusing on judgment and decision 

making and teaches systematic approaches to creativity. Rom’s work has been 
published in top-tier academic journals, including the Journal of Consumer 
Research, Journal of Marketing Research, Journal of Consumer Psychology, 
and Psychological Science. Rom’s research received several awards and 
recognitions, including multiple Best Paper awards, and was a finalist for the 
2016 William F. O’Dell Award. Prior to his academic career, Rom worked as an 
R&D engineer and as a marketing research consultant.

ROLAND T. RUST
University of Maryland

Roland T. Rust is Distinguished University Professor and 
David Bruce Smith Chair in Marketing at the Robert H. 
Smith School of Business, University of Maryland, where 
he is founder and executive director of the Center for 
Excellence in Service. He is Visiting Chair in Marketing 

Research at Erasmus University (Netherlands), International Research Fellow 
at Oxford University Centre for Corporate Reputation, and VP of Publications 
for the European Marketing Academy. His lifetime achievement honors include 
AMA’s Lovelock Award for service research, the AMA Irwin/McGraw-Hill 
Distinguished Marketing Educator Award, the EMAC Distinguished Marketing 
Scholar Award, Fellow of the INFORMS Society for Marketing Science, the Paul 
D. Converse Award, and Fellow of the American Statistical Association; top 
career honors in marketing and advertising; and honorary doctorates from the 
University of Neuchatel (Switzerland) and the Norwegian School of Economics. 
He was an inaugural honoree in the American Marketing Association’s 
Marketing Legends video series, and an inaugural AMA Fellow. He has won 
many best article awards as well as the Berry/AMA Book Award. He was 
editor-in-chief of the Journal of Marketing, founder of the Frontiers in Service 
Conference, founding editor-in-chief of the Journal of Service Research, and 
editor-in-chief of International Journal of Research in Marketing (IJRM).

LISA SCHEER
University of Missouri

Lisa Scheer is the Hibbs Distinguished Professor and 
marketing doctoral program coordinator at the University 
of Missouri and professor of strategic business-to-
business management at the University of Graz (Austria). 
Her marketing strategy and relationships research has 

been published in the Journal of Marketing Research, Journal of Marketing, 
Academy of Management Journal, Journal of the Academy of Marketing Science, 
International Journal of Research in Marketing, and Journal of International 
Marketing. She is the 2021 Society for Marketing Advances Distinguished 
Scholar, an ISBM Fellow, and received an AMA Interorganizational SIG 
Lifetime Achievement Award, AMA’s Louis Stern Research Award, and EMAC’s 
Steenkamp Award for long-term research impact. Lisa is an AE for JAMS and 
IJRM and on several editorial boards including JMR, JM, Journal of Retailing, 
AMS Review, and Journal of International Marketing. She developed, organized, 
and chaired the inaugural Marketing Strategy Consortium, co-chaired the 
AMA-Sheth Doctoral Consortium and AMA Summer and Winter Conferences, 
and has been ISBM PhD Camp Director. She has delivered keynotes in Austria, 
Belgium, Canada, Germany, the Netherlands, Switzerland, Turkey, the UK, and 
the US. Lisa has a PhD from Northwestern University.
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JAGDISH N. SHETH
Emory University

Jagdish N. Sheth, Charles H. Kellstadt Professor of 
Business, Goizueta Business School, Emory University. 
He is globally known for his scholarly contributions in 
consumer behavior, relationship marketing, competitive 
strategy, and geopolitical analysis. He has over 50 years 

of experience in teaching and research at the University of Southern California, 
University of Illinois at Urbana-Champaign, Columbia University, MIT, and 
Emory. Jagdish is a recipient of the 2020 Padma Bhushan Award for literature 
and education, one of the highest civilian awards given by the government 
of India. He is a Fellow of the Academy of International Business (AIB); the 
Association of Consumer Research (ACR); the American Psychological 
Association (APA); and the American Marketing Association (AMA). He is a 
Distinguished Fellow of the Academy of Marketing Science (AMS) and the 
International Engineering Consortium. He is the recipient of all four top awards 
given by the American Marketing Association (AMA). Jagdish has been an 
advisor to numerous corporations all over the world. He and his wife, Madhu 
Sheth, have established the Sheth Family Foundation to support several 
charities in India and in the United States and the Madhuri and Jagdish Sheth 
Foundation to support scholars and scholarship in the field of marketing.

JIWOONG SHIN
Yale University

Jiwoong Shin received a PhD at MIT and a BS from Seoul 
National University. He won several awards and serves 
as an AE for several journals. His research focuses on 
analytical modeling of strategic interactions between 
firms and consumers.

DAVID A. SCHWEIDEL
Emory University

David A. Schweidel is professor of marketing at Emory 
University’s Goizueta Business School. David received his 
BA in mathematics, MA in statistics, and PhD in marketing 
from the University of Pennsylvania. He was previously 
on the faculty of the Wisconsin School of Business at the 

University of Wisconsin–Madison and Georgetown University’s McDonough 
School of Business. He is an expert in the areas of customer relationship 
management and social media analytics. His research has appeared in 
leading business journals including Journal of Marketing, Journal of Marketing 
Research, Marketing Science, and Management Science. He serves as a co-
editor of International Journal of Research in Marketing. David is the author 
of Social Media Intelligence (Cambridge University Press, in which he and 
his co-author discuss how organizations can leverage social media data to 
inform their marketing strategies. He is also the author of Profiting from the 
Data Economy (Pearson FT Press), in which he details the value of businesses 
tapping into consumer data for both individuals and companies.

MAURA SCOTT
Florida State University

Maura Scott is the Persis E. Rockwood Professor of 
Marketing at Florida State University (PhD Arizona State 
University; MS, BS Purdue University). Her research 
interests include consumer behavior, consumer and 
societal well-being, public policy, and services marketing. 

She studies how to help improve consumers’ financial and health decisions, 
particularly among vulnerable populations. Maura is joint editor-in-chief of 
the Journal of Public Policy & Marketing. She is also assistant editor for the 
Journal of Consumer Research and Journal of the Academy of Marketing 
Science. She is an ERB member of Journal of Marketing Research, Journal 
of Marketing, and Journal of Consumer Psychology. Maura is president-elect 
designate of the AMA Academic Council. She also serves on the ACR Board of 
Directors. Maura has published in the Journal of Marketing Research, Journal of 
Consumer Research, Journal of Consumer Psychology, Journal of the Academy 
of Marketing Science, and Journal of Public Policy & Marketing, among others. 
Maura won the Thomas Kinnear Best Paper Award (JPP&M) and a Robert 
Ferber Award Honorable Mention (JCR). She was an MSI Young Scholar. 
Maura has worked in marketing/brand management at 3M, Dial Corporation, 
and Motorola. She has taught undergraduate consumer behavior, marketing 
management, and marketing principles, and doctoral seminars in  
consumer behavior.
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DEBORAH SMALL
University of Pennsylvania

Deborah Small is the Laura and John J. Pomerantz 
Professor of Marketing and Psychology at the Wharton 
School and the Psychology Department of the University 
of Pennsylvania. She studies how individuals make 
decisions that affect their own and others’ welfare and 

what their choices signal to themselves and others about their moral character. 
While much of her work is in the area of prosocial behavior, she has also studied 
emotion and decision making, gender differences in negotiation, couples’ 
financial decision making, and beliefs about control in choice. She has received 
many awards, including Wharto’s Iron Prof competition and was named a 
Marketing Science Scholar and a Fellow of the American Psychological Society. 
She is also a proud advisor of many excellent current and former PhD students. 
She received her PhD in psychology and behavioral decision research from 
Carnegie Mellon University and her BS from the University of Pennsylvania. She 
resides in Philadelphia with her husband and two children.

ALINA SORESCU
Texas A&M University

Alina Sorescu is professor of marketing, holder of the 
Paula and Steve Letbetter ’70 Chair in Business, and 
director of the PhD in Business Administration Program–
Marketing at the Mays Business School, Texas A&M 
University. Her research focuses on innovation, business 

models, product portfolio decisions, branding, acquisitions and alliances, and 
measuring the financial value of marketing actions. Her research appears in 
journals such as Marketing Science, Journal of Marketing Research, Journal of 
Marketing, Journal of the Academy of Marketing Science, Journal of Retailing, 
and others. Alina is one of the co-editors of the International Journal of 
Research in Marketing, and has served as an associate editor or ERB member 
of Journal of Marketing, Journal of Marketing Research, Marketing Science, and 
Journal of the Academy of Marketing Science.

JEFFREY D. SHULMAN
University of Washington

Jeffrey D. Shulman is a proud father and husband. He 
is the Marion B. Ingersoll Professor of Marketing and 
founding director of The Product Management Center 
at UW Foster School of Business. His research primarily 
applies game theory to questions about cloud computing, 

pricing, and decisions made with uncertainty. He also studies equitable urban 
development through Seattle Growth Podcast. He is an AE at Management 
Science, Quantitative Marketing & Economics, and Decision Sciences, a senior 
editor at POM Journal, and a member of the editorial review board at Marketing 
Science. In addition to publishing research in Marketing Science, Management 
Science, Journal of Marketing, Journal of Consumer Research, QME, POM 
Journal, Information Systems Research, and M&SOM, he produced and co-
directed On the Brink, a documentary film available on PBS.org.

REBECCA J. SLOTEGRAAF
Indiana University

Rebecca J. Slotegraaf is Professor of Marketing and Neal 
Gilliatt Chair in Marketing at the Kelley School of Business, 
Indiana University. Rebecca’s research focuses broadly 
on new product introduction and design, brand strength, 
and marketing assets and capabilities. Her work has 

appeared in the Journal of Marketing Research, Journal of Marketing, Journal of 
the Academy of Marketing Science, Journal of Product Innovation Management, 
and other top marketing and management journals. Rebecca serves as an 
area editor for the Journal of Marketing and Journal of Product Innovation 
Management and on the editorial review boards of JAMS, IJRM, and Journal 
of International Marketing. She was the chairperson of the doctoral programs 
from 2015 to 2021, and currently serves on the AMA Foundation. She has 
received several awards, including the Jagdish N. Sheth Award for best paper 
published in JAMS, the IU Trustees Teaching Award, and a Kelley School of 
Business Innovative Teaching Award. She teaches new product development at 
the undergraduate, MBA, and PhD levels.



66
2021 AMA-Sheth Foundation Doctoral Consortium

67
2021 AMA-Sheth Foundation Doctoral Consortium

SHUBA SRINIVASAN
Boston University

Shuba Srinivasan is the Norman and Adele Barron 
Professor of Management and professor of marketing 
at Boston University Questrom School of Business. Her 
research focuses on strategic marketing problems, in 
particular linking marketing to financial performance, to 

which she applies her expertise in time-series analysis and econometrics. She 
has authored or co-authored over 45 publications in academic journals and 
books. Shuba, with her co-authors, received the Gary Lilien ISMS-MSI Practice 
Prize and her research has won the Google-WPP research grant, the EMAC 
and the WITS best paper awards, and has been a finalist for the O’Dell and 
Paul Green Awards. She has published in JMR, JM, Marketing Science, IJRM, 
Management Science, and JAMS, among others. She is an AE at IJRM and 
she serves on editorial boards for Marketing Science, JM, and JMR. Shuba is a 
strong contributor to BU’s teaching and programmatic efforts. She is currently 
the chair of the marketing department and has served on a variety of school- 
and university-wide committees.

ANDREW STEPHEN
University of Oxford

Andrew Stephen is the L’Oréal Professor of Marketing 
and research dean at the Saïd Business School at the 
University of Oxford. He is also one of the editors of the 
Journal of Consumer Research. His research focuses on 
consumer behavior and marketing strategy issues that 

arise due to new technologies. His research looks at topics such as social 
media, digital advertising, augmented reality, and AI in marketing.

STEPHEN A. SPILLER
UCLA

Stephen A. Spiller is an associate professor of marketing 
and behavioral decision making at the UCLA Anderson 
School of Management. His research examines the 
psychology of fundamental economic concepts, including 
how and when people consider their opportunity costs, 

how they value and allocate their money, how they plan for the future, and how 
they think about stocks versus flows. Through his research and workshops, 
he works to translate and disseminate best practices in data analysis and 
reporting for behavioral researchers. Stephen’s work has been published 
in leading journals, including Journal of Marketing Research, Management 
Science, Organizational Behavior and Human Decision Processes, Psychological 
Science, and Journal of Consumer Research, where he currently serves as 
an associate editor. He received the Association for Consumer Research’s 
Early Career Award in 2019 and was named a Young Scholar by the Marketing 
Science Institute in 2017. He received his PhD in marketing from Duke 
University in 2011 and his BA in psychology and economics from the University 
of Virginia in 2006.

SHRIHARI (HARI) SRIDHAR
Texas A&M University

Shrihari (Hari) Sridhar, PhD, is professor of marketing, 
holder of the Joe Foster ‘56 Chair in Business Leadership, 
and research director of the Sales Leadership Institute 
at Mays Business School, Texas A&M University. Shrihari 
builds original quantitative models to help CEOs and board 

members take guesswork out of strategy formulation and execution. His focus 
is the business-to-business and health care sectors. Shrihari’s work appears 
in the Journal of Marketing, Journal of Marketing Research, Marketing Science, 
and Harvard Business Review, among others. He currently serves as associate 
editor for the Journal of Marketing Research, Journal of Marketing, International 
Journal of Research in Marketing, and Journal of the Academy of Marketing 
Science. Shrihari was recognized as a Marketing Science Institute Scholar in 
2020 and received the Varadarajan Award for Early Career Contributions to 
Marketing Strategy Research in 2014. He has advised companies such as ABS 
Group, Avery Dennison, Dow Chemicals, IBM, Microsoft, Schlumberger, Sodexo, 
St. Gobain, Seattle Times, and Sysco Foods on strategy science. Shrihari 
was chosen as one of the 40 Most Outstanding MBA Professors Under 40 by 
Poets&Quants in 2018. He is a co-author of Focus: How to Plan Strategy and 
Improve Execution to Achieve Growth.
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RIMA TOURÉ-TILLERY
Northwestern University

Rima Touré-Tillery is an associate professor of marketing 
at the Kellogg School of Management at Northwestern 
University. She holds a PhD from the University of 
Chicago, Booth School of Business. Her research is at 
the intersection of motivation and identity, focusing on 

the ways in which people’s desire to maintain a positive view of themselves 
influences their judgments and goal-directed behaviors. Her work explores a 
wide range of consumer behaviors—from charitable giving and cheating to 
healthy eating and saving—with implications for marketers, managers, and 
public policy makers. Her investigations have produced peer-reviewed articles 
in top marketing and psychology journals such as Journal of Personality and 
Social Psychology, Journal of Consumer Research, Journal of Marketing, and 
Journal of Experimental Psychology: General. Additionally, several media outlets 
have featured her findings, including The Wall Street Journal, The Hill, The 
New Yorker, and Boston Globe. She was recently named a Marketing Science 
Institute (MSI) Young Scholar and currently serves on the editorial board of 
the Journal of Experimental Social Psychology. In her spare time, she messes 
around with her garden and her guitar.

BETH WALKER
Colorado State University

Beth Walker is Dean, College of Business at Colorado 
State University, and was previously the AT&T Professor 
and Associate Dean, MBA Programs, W. P. Carey School 
of Business, Arizona State University. Beth’s research 
centers on cross-functional working relationships in 

the development of marketing strategy and isolating characteristics of high-
performance account managers. She has published in the Journal of Marketing, 
Journal of Marketing Research, Sloan Management Review, Journal of the 
Academy of Marketing Science, Journal of Product Innovation Management, 
Journal of Business and Industrial Marketing, Journal of Services Research, and 
Journal of Retailing. She received the prestigious Harold Maynard Award from 
the Journal of Marketing, the Richard Beckhard Prize (for contribution to MIT 
Sloan Management Review), and the 2021 Davidson Award (best paper, Journal of 
Retailing). In 2021, Beth was named an American Marketing Association (AMA) 
Fellow for her significant contributions to the research, theory, and practice of 
marketing. Beth currently serves on the AMA Foundation board, served on the 
AMA Board of Directors, and was president of the AMA Academic Division. She 
was recently recognized as one of the Top 25 Most Powerful Women in Business 
in Colorado. She has consulted on strategy for State Farm Insurance, IBM Global 
Services, Lucent Technologies, Yellow Transportation, Honeywell, and AT&T.

DAVID W. STEWART
Loyola Marymount University

David W. Stewart, PhD, is President’s Professor of 
Marketing and Law at Loyola Marymount University. 
Dave has previously held faculty and administrative 
appointments at Vanderbilt University, University of 
Southern California, and the University of California, 

Riverside. He is a past editor of the Journal of Marketing, Journal of the 
Academy of Marketing Science, and Journal of Public Policy and Marketing. He 
is the author of more than 300 published articles, chapters, and proceedings 
contributions and has authored or edited 20 books. His published work has 
focused on consumers’ use of information and shopping behavior, effective 
marketing communications, and marketing strategy, as well as research 
methodology. He has served on the Board of Governors of the Academy 
of Marketing Science, and as vice president of finance, vice president of 
publications, and a member of the board of directors of the American 
Marketing Association. He is a past-president of the Academic Council of the 
American Marketing Association, a past chairman of the Section on Statistics 
in Marketing of the American Statistical Association, a past president of the 
Society for Consumer Psychology and a Fellow of the American Marketing 
Association, the American Psychological Association, and the Association for 
Psychological Science. He received his PhD in psychology from  
Baylor University.

VANITHA SWAMINATHAN
University of Pittsburgh

Vanitha Swaminathan is Thomas Marshall Professor 
of Marketing at the University of Pittsburgh and the 
Director of the Katz Center for Branding. Her research 
focuses on branding strategy with a particular emphasis 
on digital branding. Vanitha has published in various 

leading marketing and management journals including Journal of Marketing, 
Journal of Marketing Research, Journal of Consumer Research, Marketing 
Science, and Strategic Management Journal. She is currently serving as area 
editor of Journal of Marketing. She has won awards for her research including 
the Lehmann Best Paper Awards and the  Journal of Advertising’s Best Paper 
Award. She is currently serving a three-year term on the American Marketing 
Association Board of Directors and previously served in AMA’s Academic 
Council as president. Vanitha has co-authored the Fifth Edition of the world-
renowned textbook Strategic Brand Management: Building, Measuring, and 
Managing Brand Equity, along with Professor Kevin Lane Keller.
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MATT WEINGARDEN
American Marketing Association

A fan of AMA and marketing history, Matt Weingarden 
appreciates the tradition, passion, and innovative spirit 
that are hallmarks of the AMA’s three broad communities 
and four journals. As Vice President, Communities & 
Journals, Matt is grateful to support the AMA’s network 

of community leaders and get-it-done volunteers. Since joining the AMA, Matt 
helped re-energize the academic community and led a journal production 
transformation in partnership with SAGE Publishing. Matt has worked in 
volunteer management and marketing roles at internationally recognized 
universities, traditional membership associations, and municipal government. If 
you know any AMA trivia, please share it by emailing mweingarden@ama.org.

TIFFANY BARNETT WHITE
University of Illinois

Tiffany Barnett White is associate professor of business 
administration and advertising and Bruce and Anne 
Strohm Faculty Fellow in the Gies College of Business 
at the University of Illinois. She serves as academic 
director of the MS in Management program and faculty 

athletics representative for the University of Illinois. She received a PhD in 
marketing from Duke University and BS and MS degrees in advertising from the 
University of Illinois. Her research addresses affective and behavioral aspects 
of consumer-brand relationships with a particular emphasis on the drivers 
and outcomes of consumer (dis)trust. Tiffany has presented on the topic of 
branding and brand strategy to national and international audiences. Her 
research on the “Brand Connected Consumer” is a featured TEDx presentation. 
She is an award-winning teacher and consistently featured on the university-
wide list of faculty rated as excellent by students. Tiffany serves as a member 
of the American Marketing Association (AMA) Board of Directors and is chair 
of the AMA’s Consumer Behavior Special Interest Group. She is a member of 
the editorial boards for Journal of Consumer Psychology, Journal of Consumer 
Research, Journal of the Academy of Marketing Science, and Journal of Public 
Policy and Marketing.

SHANE WANG
University of Western Ontario

Shane Wang is Kraft Professor in Marketing and an 
Associate Professor of Marketing and Statistics at the 
Ivey Business School, Western University, Canada. Shane 
joined the faculty at Ivey in 2014 after receiving his PhD 
in marketing from the University of Cincinnati. He holds 

an MS in statistics from Georgetown University and a BS in mathematics from 
the University of Toulouse, France. His research focuses on artificial intelligence 
and machine learning techniques with applications in business and social 
media analytics using unstructured data. His current research interest maps 
the relative strategic positions of competitors where they matter most–in the 
minds of consumers. Shane’s work has appeared in Marketing Science, Journal 
of Marketing Research, Journal of Marketing, Journal of Consumer Research, 
and Management Science. Shane is currently on the editorial review board of 
the Journal of Marketing Research, Journal of Consumer Research, and Journal 
of Academy of Marketing Science. He has been selected as a Young Scholar by 
the Marketing Science Institute in 2021 and recently received an AMA CBSIG 
Consumer Research in Practice Award. Shane has written many popular 
business cases and has won the bestselling case awards by both Case Center 
and Ivey Publishing.

JARED WATSON
New York University

Jared Watson joined New York University Stern School 
of Business as an assistant professor of marketing in 
July 2018. Jared’s research investigates the context-
dependent nature of how consumers use information 
across the internet. One stream of research investigates 

how consumers use various elements of reviews (e.g., average product ratings, 
number of reviews, individual reviews, etc.) to form preferences. In other 
projects, he investigates how various alerts (e.g., “fake review alert”) and 
badges (e.g., “Black-owned business”) impact consumer evaluations after 
encountering this information. Beyond product reviews, his research touches 
on other forms of digital media encompassing the influence of news popularity 
labels (e.g., most shared vs. most read), how temporal tags moderate 
perceptions of social media braggarts, and what are the determinants of an 
effective social media influencer. His work has been presented at academic 
conferences worldwide and has been published in the Journal of Marketing. 
Before joining NYU Stern, Jared completed his PhD at the University of 
Maryland. Prior to entering academia, he was a sales manager for a Fortune 
500 company where he managed a team of 15 employees and over $10 million 
in annual revenue.

mailto:mweingarden%40ama.org?subject=
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MANJIT YADAV
Texas A&M University

Manjit Yadav is the JC Penney Chair in Marketing 
and Retailing Studies and head of the Department 
of Marketing in the Mays Business School at Texas 
A&M University. Manjit’s research program focuses on 
marketing strategy in digital environments, particularly 

issues related to innovation and technological change. His work has been 
published in a number of leading journals, including Journal of Marketing, 
Journal of Marketing Research, Journal of the Academy of Marketing Science, 
and Journal of Consumer Research. He is a former editor of AMS Review. He 
is currently an associate editor at the Journal of Marketing, an area editor 
of the Journal of the Academy of Marketing Science, and a Senior Advisory 
Board member of the Journal of Marketing Management. He also serves 
as a member of the editorial review boards of the Journal of Retailing and 
Journal of Interactive Marketing. He is a recipient of the Sheth Foundation/
Journal of Marketing Award that recognizes an article “that has made long-
term contributions to the field of marketing.” He has also been honored 
twice with the Shelby D. Hunt/Harold H. Maynard Award that recognizes an 
article published in the Journal of Marketing “for its significant contribution to 
marketing theory and thought.”

ROBERT ZEITHAMMER
UCLA

Robert works on pricing and quantitative assessment 
of consumer preferences. His pricing research focuses 
mainly on participative pricing–situations that closely 
involve the customer in setting prices, such as bidding 
in auctions or making binding offers in structured 

negotiations. Recently, he is really excited about the potential of experimental 
economics to bridge the modeling gap between theory and human behavior in 
the domain of decision making under risk. His research on assessing consumer 
preferences focuses on estimating choice models (if your prior is that he is a 
Bayesian, feel free to reduce the variance of your beliefs) and using them to 
measure preferences from conjoint analysis surveys. The main focus of his 
applied conjoint research is adapting the conjoint analysis idea to studying 
interesting substantive questions, such as retirees’ decumulation of their 
assets or foreign doctoral students’ decision to return to their home country 
after studying in the US.

RUSSELL S. WINER
New York University

Russell S. Winer is the William Joyce Professor of 
Marketing and deputy chair of the Department of 
Marketing at the Stern School of Business, New York 
University. He received a BA in economics from Union 
College and an MS and PhD in industrial administration 

from Carnegie Mellon University. He has been on the faculties of Columbia 
and Vanderbilt Universities and the University of California, Berkeley. He has 
written three books—Marketing Management, Analysis for Marketing Planning, 
and Product Management— and a research monograph, Pricing. He has 
co-edited The History of Marketing Science and The Routledge Companion 
to Strategic Marketing. He has authored over 80 papers in marketing on a 
variety of topics including consumer choice, marketing research methodology, 
marketing planning, advertising, and pricing. Russell has served two terms 
as the editor of the  Journal of Marketing Research, is editor emeritus of the 
Journal of Interactive Marketing, and is currently the co-editor of Marketing 
Letters. He is a past executive director of the Marketing Science Institute in 
Cambridge, Massachusetts. He is a founding Fellow of both the INFORMS 
Society for Marketing Science and the American Marketing Association and is 
the 2011 recipient of the American Marketing Association/Irwin/McGraw-Hill 
Distinguished Marketing Educator award.

STACY WOOD
North Carolina State

Stacy Wood’s research focuses on how consumers 
respond and adapt to change or innovation. This 
applies both to individuals’ processing of new product 
information as well as emotional or cultural reactions 
to new innovations, trends, or rituals. Current projects 

include investigations of new product design and investment, expert/novice 
differences in new product adoption, consumer response to technology 
innovations, medical innovations and patient experience, successful adoption 
of risky innovations, and the neuroscience of change behavior. Her research has 
appeared in the Journal of Consumer Research, Journal of Marketing Research, 
Journal of Marketing, Journal of Consumer Psychology, Journal of Advertising 
Research, Journal of Product Innovation Management, and Journal of Retailing. 
She has been serving a three-year term as editor of the Journal of Consumer 
Research since January 2021.
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RAVI AGRAWAL
University of Nebraska–Lincoln 
2021 Fellow

I am a doctoral candidate at the University of Nebraska–
Lincoln. My research interests include business-to-
business marketing, marketing strategy, and sales. My 
teaching interests include contemporary marketing, global 

marketing, and marketing analytics. I hold a bachelor’s degree in computer 
engineering from Nepal, and an MBA with specialization in Business Data 
Analytics from University of Nebraska–Lincoln.

GWEN AHN
University of Michigan 
2021 Fellow

Gwen Ahn is a 5th year PhD candidate at the University of 
Michigan. Broadly, her research interests are in customer 
relationship management in nonprofit organizations. Her 
current research focuses on modeling and recommending 

customizable bundles for experiential products—art performances—with a 
focus on understanding consumers’ preferences on the amount of variety 
to include in the bundle. Known as diversification bias, it is well established 
that consumers seek more variety when making multiple choices for future 
consumption, suggesting that variety is likely an important factor in bundle 
choices. Two main challenges are addressed: first, while there are millions 
of bundles that can be designed (consumers pick five or more out of dozens 
of performances for their bundles), only a handful of bundle choices are 
observed. Second, variety in the context of experiential products is much more 
complicated because typical attributes and metrics often are not enough to 
capture the large heterogeneity across performances. Her other research 
projects include modeling donation trajectory to predict conversion to monthly 
donations. Prior to joining the University of Michigan, she received an MS in 
marketing from Columbia University and BBA and BE in statistics from  
Korea University.
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KELLEY ANDERSON
Texas Tech University 
2020 Fellow

Kelley Cours Anderson is an incoming assistant professor 
of marketing at College of Charleston, was a visiting 
scholar at York University, and just completed her doctoral 
degree at Texas Tech University. Her scholarship focuses 

on how emerging digital media technology impacts the way we consume and 
build markets and is informed and motivated by 15 years of industry experience 
leading CRM and consumer insights teams. She uses multiple methods to 
reveal the benefits and consequences of technology-enabled actor-networks. 
Her dissertation work explores the emergent artificial intelligence (AI)-
enabled Virtual Reality (VR) content. Taking a network system lens, she uses 
qualitative methods to understand how this technology participates in value 
cocreation within the context of the residential real estate market and then 
how the technology builds its broader market within the constrained Silicon 
Valley techno-culture. Kelley’s research program inspires several research 
projects, and her working papers have been honored with the Franco Nicosia 
Competitive Paper Award (2019 ACR), the Sharon Beatty Best Paper in 
Services Marketing Award (2020 SMA), and the Jane K. Fenyo Best Student 
Paper Award (2020 AMS).

ANDREAS BAYERL
University of Mannheim, Business School 
2021 Fellow

I am a PhD candidate in quantitative marketing at 
University of Mannheim. During the first part of my PhD, 
I attended the structured program at the Center for 
Doctoral Studies in Business (CDSB) of my university. 

There I learned about valuable machine learning tools and quantitative 
methods that I apply in my research. I am currently involved in several projects. 
One area of research focuses on online reviews, especially those created by 
employees (“Employee-Generated Content”). For this project we use Big Data. 
The main dataset of 4 million employee reviews is enriched with several other 
datasets encompassing 3 million real-world job applications and over 1 million 
salary data points. In my second project, I explore how online review valence 
is influenced by externalities that have little to do with the actually reviewed 
instance. I have presented these projects at EMAC, Marketing Science, 
and doctoral consortia. Another project I co-author considers social media 
influencers and how successful they are in generating conversions. Here we 
analyze secondary data on thousands of actual influencers’ postings and the 
corresponding number of products they sold. In addition, we conduct several 
field experiments.

DIVYA ANAND
University of Missouri  
2021 Fellow

Divya is a fourth-year PhD candidate at the University 
of Missouri, Columbia. Her substantive research lies 
in investigating disruptive events, strategic marketing 
change management, and social media marketing. 

On the methodological front, she uses causal empirical models, panel data 
econometrics, and machine learning to support her research. Divya’s research 
has been recognized with the 2021 RMSIG Small Research Grant, 2021 MASSIG 
Scholarship, 2019 ISBM Doctoral Dissertation Award, and several university 
awards. She has participated as a fellow with the AMS and Marketing Strategy 
consortia and has been named an ISBM Doctoral Fellow. Divya has presented 
her research at the 2020 ISBM Webinar, 2020 Winter AMA, and the 2021 
and 2019 Mittelstaedt & Gentry Doctoral Symposia. Besides research, she 
teaches sales management to undergraduate students. Prior to joining the PhD 
program, Divya worked as a go-to-market strategy lead for a prominent agri-
business company in India. She received her master’s degree in marketing and 
economics from Indian Institute of Management, Lucknow, and her bachelor’s 
degree in economics from Miranda House, University of Delhi.

PIYUSH ANAND
Cornell University 
2020 Fellow

Piyush Anand is an assistant professor of marketing 
at Rice University. He received his PhD in marketing 
from Cornell University in 2021. His research examines 
how machine learning methods can enrich managers’ 

and regulators’ understanding of consumer and firm behavior from online 
unstructured text and image data. In one paper, he uses methods from 
computer vision to estimate from social media images the effect of state 
taxes in the US on underage social media posting. In another paper, he uses 
text mining methods on employee reviews to show the impact of excess 
sales orientation on the likelihood of corporate crises. In a third paper, he 
evaluates generative adversarial networks as a privacy-protecting data transfer 
approach for consumer data. Piyush is the recipient of the 2020 ISMS Doctoral 
Dissertation Award and the 2019 Shankar-Spiegel Dissertation Proposal Award.
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ISHITA CHAKRABORTY
Yale University 
2020 Fellow

I am joining the marketing department in the Wisconsin 
School of Business in fall 2021. My research interests 
are in digital marketing, online platforms, text and 
video analytics, and mobile apps. My research aims at 

developing algorithmic market research tools to derive richer, accurate, and 
real-time insights from unstructured data. I use natural language processing, 
machine learning, deep learning, and econometric modeling in my  
current work.

SYLVIA CHANG
University of Washington Foster School of Business 
2021 Fellow

I am a marketing PhD candidate at the University of 
Washington and my research interests are product 
disposal, maladaptive consumption, and branding. I am 
particularly interested in studying how product disposal, 

a key yet understudied aspect of consumer behavior, influences various 
consumption decisions. For example, one of my papers looks at how reflecting 
on future product disposal positively impacts consumers’ decision to purchase 
the product (i.e., acquisition) by eliciting feelings of loss in imagining throwing 
away the product. In another paper I again examine consumers at acquisition 
but how disposal reference as part of product information negatively impacts 
product evaluations by way of wastefulness perception. Through this stream 
of research I hope to contribute to consumer literature by expanding our 
knowledge of the psychology behind disposal but also to provide implications 
for consumers, businesses, and society in enhancing consumer welfare  
and sustainability.

YIQUN CAO
MIT 
2021 Fellow

Cathy Yiqun Cao is a PhD candidate in quantitative 
marketing at MIT Sloan School of Management. Her recent 
work focuses on video analytics and experimentation. 
Cathy received her BS from Carnegie Mellon University.

GIZEM CEYLAN
University of Southern California 
2020 Fellow

I am a doctoral candidate in marketing at the University 
of Southern California Marshall School of Business. I am 
also a researcher at the USC Dornsife Mind & Society 
Center. My research examines consumers’ motivations to 

share visual word-of-mouth, and its psychological drivers and consequences. In 
another stream, I am also interested in uncovering insights into the psychology 
of sharing misinformation, and people’s responses (e.g., quality inferences 
of the source) to corrections through fact-checking. While tackling these 
questions, I am interested in applying experimental methods, computational 
text analyses, and meta-analyses. I received my master’s degree in psychology 
from New York University and my undergraduate degree in business 
administration from Bogazici University in Turkey.
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DANIEL CHAVEZ
University of Kentucky 
2020 Fellow

Daniel Chavez earned his doctorate in managerial 
economics at Texas A&M in 2020 while working toward 
his second PhD in marketing and supply chain at the 
University of Kentucky, which he expects to complete 

in spring 2022. Originally from the mountains in the coffee-growing region of 
Honduras, Daniel has lived in five countries and nine different cities, largely 
because of his 12 years of experience in the private sector, prior to graduate 
school, including a management position at a Global Fortune 300 firm. 
Daniel satisfies his curiosity through his research foci on sales and pricing; 
the projects currently in his portfolio focus on applying quantitative models 
to large data sets and conducting experiments to provide insights to sales 
organizations on those topics. When not busy with his research and teaching, 
Daniel plays soccer (sweeper), basketball (point guard), runs (9 min/mi), rides 
his bike (>50 mi/wk), and loves cooking traditional Latino cuisine, watching 
anime, dancing, socializing, and playing video games.

DANLI CHEN
Louisiana State University 
2021 Fellow

Danli Chen is a fifth-year student of marketing at 
Louisiana State University (LSU). She obtained her 
bachelor’s degree in finance and applied math at Stony 
Brook University and completed her MBA at LSU. Danli’s 

research focuses primarily on consumer behavior in the context of digital 
marketing as well as social media marketing. One of her research projects 
involves the development of escapism scale in the new media context. Danli is 
also interested in argument mapping. With the employment of such methods 
she has been working on projects to investigate the approaches and current 
initiatives; communicate academic findings to practitioners; and explore how 
we could improve these approaches.

YUQIAN CHANG
Rutgers Business School 
2021 Fellow

Yuqian Chang is a marketing PhD student from Rutgers 
University. Her research focuses on computational 
consumer behavior research using multi-methods, 
including behavioral/field experiments, machine learning, 

and causal inference. She is particularly interested in studying visual aesthetics, 
social marketing, and high technology with multimedia data (i.e., image, text, 
voice, and geospatial data). Her research has been presented at top marketing 
conferences of organizations including the Association for Consumer Research 
(ACR), the Society for Consumer Psychology (SCP), the ISMS Marketing 
Science, and the American Marketing Association (AMA). Yuqian earned her 
bachelor’s degree in international business and a master’s in marketing from 
Shanghai University of Finance and Economics, China.

LENNAY CHAPMAN
Barucçh College, CUNY 
2020 Fellow

Lennay M. Chapman is a PhD candidate in business 
(marketing specialization) at the Zicklin School of 
Business at Baruch College together with the CUNY 
Graduate Center. Her research focuses on consumer and 

technology interactions, especially as related to signaling, social judgments, 
and consumer decision making. Lennay’s work is under review at the Journal 
of Consumer Psychology and the Journal of Business Research and has been 
accepted for the Association for Consumer Research (ACR) and the Society 
for Consumer Psychology (SCP) conferences. She also has contributed to 
the Journal of Marketing Research’s Scholarly Insights . Lennay was awarded 
the 2021 Mills and Tannenbaum Research Excellence Award, and the 2020 
H. Fenwick Huss Teaching Award. She has experience teaching marketing 
foundations and digital marketing. Previously, Lennay spent 10 years working in 
merchandise financial planning for Ann Taylor and Ross Stores and contributed 
financial analysis articles to the Motley Fool. She holds an MBA from Baruch 
College and an MPhil in business from the CUNY Graduate Center.
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VICTOR CHERNETSKY
Michigan State University 
2021 Fellow

Victor Chernetsky is a marketing PhD candidate at 
Michigan State University. His research is focused on 
managerially relevant problems related to firm strategic 
orientations, marketing in the C-suite, interfunctional 

collaboration, and international marketing. Victor received the Donald A. 
and Shirley M. Taylor Research Excellence Award in both 2020 and 2021. 
His research has been presented at multiple conferences and has received 
research grants from MSU-CIBER and the Sales Education Foundation. Victor 
has been teaching international business, marketing management, and market 
analytics at both undergraduate and graduate levels. Prior to joining academia, 
Victor had over 15 years of managerial experience at leading multinational 
firms such as Procter & Gamble, Wrigley Company, and Samsung Electronics. 
During his industry career, Victor was a member of the top management team 
at diverse firms from start-up to $800 million business, successfully developed 
and implemented marketing strategies across multiple countries, managed 
large teams of up to 39 people, and oversaw marketing budgets above  
$25 million.

YUNA CHOE
Texas A&M University 
2020 Fellow

Yuna Choe is a graduating PhD student in marketing 
at Mays Business School, Texas A&M University. Her 
substantive research interest is in exploring the factors 
that influence consumers’ financial and spending 

decisions and understanding psychological factors that explain consumer 
behavior. She uses a diverse set of methods to study important issues in 
understanding consumer behavior, including lab experiments, large-scale 
surveys, field experiments, and secondary datasets. Her research has been 
published in the Journal of Consumer Research and the Journal of Business 
Research. Her dissertation research has received a research grant from 
ING’s Think Forward Initiative and an honorary mention from the Mary Kay 
Dissertation Competition. The first essay examines the effect of temporal 
separation consumers experience in budgeting on their spending decisions. 
Her second essay studies how consumers have different budget perceptions 
when the purchases are directed to the self versus others. Yuna holds an MS in 
Marketing from Seoul National University and a BS in economics and business 
administration from Korea University. Starting this fall, Yuna will be joining 
the G. Brint Ryan College of Business of the University of North Texas as an 
assistant professor of marketing.

HAN CHEN
Temple University 
2021 Fellow

Hi, I’m Han, currently a fourth-year PhD candidate. 
Substantively, I have a broad research focus including 
artificial intelligence, recommender systems, product 
recommendation, digital advertising, price promotion, and 

consumer decision making. I am interested in how consumers interact with and 
use AI technology, and how marketers influence such interactions to benefit 
both consumers and firms. Methodologically, I employ machine learning, 
econometrics, and field and lab experiments to solve substantive marketing 
problems. One of my projects examines the echo chamber problem due to the 
prevalent use of personalized product curation algorithms (vs. human editor) 
on media platforms. I find that firms can utilize digital advertising to promote/
nudge consumer exploration vs. exploitation behavior and media consumption. 
Such advertising has implications on both demand and supply sides. Further, in 
another project, I use deep reinforcement learning to optimize media platforms’ 
product recommendation policies. I’m also interested in how marketers use 
machine learning to adaptively design personalized ad creatives in digital 
advertising campaigns.

TIANQI CHEN
Boston University 
2021 Fellow

Tianqi Chen is a doctoral candidate in marketing at the 
Boston University Questrom School of Business. She 
studies consumers’ wellness and health behaviors, 
experiential consumption, and consumers’ responses to 

innovations. Her dissertation looks at emergent trends in health and wellness 
consumption through the lenses of consumer trends and of consumer 
judgments and decision-making. A manuscript currently under the second 
round of review at the Journal of Consumer Research falls within this stream 
and explores consumers’ aspiration for a clean and healthy lifestyle, which is 
driven by their need for purity. Another research stream explores consumers’ 
responses to innovations and the experiential consumption of luxury. Taken 
together, her work aims to achieve a deeper understanding of how consumers 
respond to changes at both the macro and personal levels in these areas. 
Before joining Boston University, she worked as a junior research scientist 
at New York University, where she studied information processing and social 
judgments and received a master of psychology degree.
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CHENCHEN DI
University of Illinois at Urbana-Champaign 
2021 Fellow

Chenchen Di is a doctoral candidate in marketing at the 
University of Illinois at Urbana-Champaign. Her primary 
research interest lies in distribution channel, pricing 
strategy, and marketing-finance interface. Her current 

research investigates why firms offer consumer financing and how firms make 
strategic decisions both financially and operationally with consumers’ default 
risks and the retailer’s bankruptcy risk.

YU DING
Columbia University 
2020 Fellow

Yu Ding is a PhD candidate in marketing at Columbia 
Business School. Yu’s research sheds light on the general 
topic of consumer trust (i.e., consumer trust in science, 
in companies, and in social others). His dissertation 

studies science denial and investigates ways to increase trust in science 
through citizen participation in fact-checking. Consumers face a massive 
challenge of information overload resulting in a lack of ability to discern true 
from false information and a feeling of general distrust and skepticism towards 
information. To help create a more trustworthy information ecosystem, Yu’s job 
market paper proposes a novel method to effectively leverage crowdsourcing 
to scale up fact-checking operations. He proposes and validates the use of 
similarity judgments to rate the scientific veracity of articles. Yu finds that 
asking lay consumers to rate the similarity between scientist-rated and 
unrated articles can provide an unbiased, effective, and efficient way to scale 
up veracity ratings of scientific articles, with over 95% accuracy and minimal 
type-I and type-II errors. This approach outperforms algorithm-rated similarity 
and is more efficient than using human credibility judgments that are subject 
to ideological bias. Participation in the fact-checking enterprise also has the 
advantage of increasing consumers’ trust in the information ecosystem.

KATE CHRISTENSEN
UCLA Anderson School of Management 
2020 Fellow

Kate Christensen examines how people make connections 
to themselves and others across time and explores 
how we can use these insights to improve overall 
consumer welfare. In her primary stream of research, she 

investigates how time-based behavioral appeals can better help consumers 
reach their long-term financial goals, and she studies how a connection to the 
past shifts consumer valuations. In a second stream of research, she uses 
experiments and smartphone data to examine inequality. Before entering 
academia, Kate worked as a digital marketer at the Walt Disney Company and 
Sony Pictures Television. She is currently an acting assistant professor in the 
marketing department at the Kelley School of Business. Her dissertation won 
the UCLA Anderson School of Management’s Xavier Drèze Prize.

DAVID DEFRANZA
University of Utah 
2021 Fellow

I am a PhD candidate in business administration with 
a concentration in computational marketing at the 
University of Utah. My research is broadly focused on the 
translation of social science theory to marketing problems 

using machine learning and econometric methods. My main interest is in 
examining language as it relates to the perpetuation and influence of consumer 
stereotypes, cross-cultural marketing, word-of-mouth and social media 
marketing, branding, and marketing communications. Prior to joining the 
University of Utah, I worked in marketing communications, product marketing, 
and marketing analytics for 10 years.
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ANDREW EDELBLUM
University of Oregon 
2021 Fellow

Andrew Edelblum is a marketing PhD candidate at the 
University of Oregon and the social media manager for the 
Journal of Consumer Research. His research investigates 
the dynamic and reciprocal relationship between society 

and the marketplace. How have brands changed to reflect stakeholders’ 
increasing demand for higher-order value? Has the emergent sociopolitical role 
of firms moved the needle on partisan issues? These questions have driven 
Edelblum to explore how stakeholder relationships are built and broken through 
brands’ expansive role as moral agents and cultural authorities.

JOSHUA EGBUKA
University of Missouri 
2020 Fellow

Josh Egbuka is a PhD candidate in the Department 
of Marketing at the Robert J. Trulaske, Sr. College of 
Business, University of Missouri-Columbia. His research 
interests include new technology in marketing, data 

privacy, product involvement, gaming communities, and public policy. He is also 
a member of the PhD Project Marketing Doctoral Student Association.

KRISTIN DONNELLY
University of California, Berkeley 
2021 Fellow

I am a PhD candidate in marketing at UC Berkeley’s Haas 
School of Business. I study a range of topics related 
to how people make everyday decisions. Among other 
things, my research asks how people think about time, 

form preferences, and make inferences based on limited information.

NOFAR DUANI
New York University 
2021 Fellow

Nofar Duani is a fourth-year doctoral student in marketing 
at the NYU Stern School of Business. Her research 
examines the influence of new technologies (price 
discrimination, live streaming, virtual work environments) 

on consumer judgments and behaviors. Nofar has ongoing research projects 
exploring the socially connecting benefits of watching live streams (vs. pre-
recorded videos) and the impact of virtual work environments on workers’ 
productivity and motivation. A second stream of her research focuses on 
pricing and fairness in the marketplace, such as consumers’ acceptance of 
unlimited versus pay-per-use offers, perceptions of price discrimination by 
non-human technologies, and the perceived fairness of gender disparities in 
economic outcomes. Nofar is the recipient of research grants from the Carolan 
Research Forum (UTSA) and NYU’s Center for Global Economy and Business. 
Her research on consumers’ acceptance of algorithmic price discrimination 
was the runner-up for the Society for Consumer Psychology Best Conference 
Paper award. Before joining NYU Stern, Nofar worked in the economic research 
department at Kohelet, a nonprofit policy think tank. She received her BS in 
psychology and economics from Ben Gurion University. 
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KRISTEN FERGUSON
University of Connecticut 
2021 Fellow

Kristen Ferguson is a fourth-year PhD candidate in the 
Department of Marketing at the University of Connecticut. 
Her primary research interests include consumer 
creativity, innovation, and the impact of emotions 

on consumption. In particular, her research focuses on the downstream 
consequences of a creative mindset on consumer emotions, as well as the 
impact of emotions on innovation adoption. Kristen is the recipient of the 
UConn Outstanding Scholar Award and was recently awarded a research grant 
to support a collaborative project studying the impact of social distancing on 
creativity. Prior to joining the doctoral program at UConn, Kristen worked at 
the accounting firm PricewaterhouseCoopers. She holds a bachelor’s degree in 
business administration and a master of business administration (MBA) from 
Manhattan College.

ARIEL FRIDMAN
University of California, San Diego 
2021 Fellow

Ariel Fridman is a PhD candidate in behavioral marketing 
at the Rady School of Management at UC San Diego. He 
researches judgment and decision making, investigating 
how the context of a decision affects choice, drivers of 

pro-social behavior, and the impact of group identity on decision making. His 
research has been featured in popular press outlets including NBC San Diego, 
KPBS, the Times of San Diego, and PsyPost. Prior to joining the PhD program, 
he received a B.A. in economics from UC Berkeley, and worked as a pricing 
analyst at HP Inc.

OMID ELMI
The University of Texas at Dallas 
2020 Fellow

Omid is a PhD candidate in management science with a 
concentration in marketing at the University of Texas at 
Dallas. Prior to UTD, Omid received his BSc in electrical 
engineering and MBA at Sharif University of Technology, 

Iran. Omid is an empirical modeler interested in substantive areas of the 
entertainment industry, media franchising, and consumer privacy with a 
particular focus on video gaming adoption and consumption behaviors.

MATT FARMER
University of Arizona 
2021 Fellow

My goal as a researcher is to peel back the curtain around 
the human mind and give practitioners a glimpse into how 
and why consumers are moved by stories, feel nostalgic 
for the past, and make forecasts about the future. My 

goal as a teacher is to encourage active learning in order to prepare students 
to become wise, competent, and compassionate business and community 
leaders. I also love dogs, epic fantasy, and baseball. I am excited about 
beginning the next stage of my career, and I cannot wait to continue to meet 
and work with the amazing people in this field.
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AYAN GHOSH DASTIDAR
Georgia Stçate University 
2021 Fellow

Ayan Ghosh Dastidar is a fifth-year PhD candidate 
in quantitative marketing strategy at Georgia State 
University and a job market candidate for fall 2021. 
His research interests are in the areas of digital and 

social media marketing, social implications of marketing, place marketing, 
advertising, and analytics. He uses a combination of quantitative (e.g., 
econometric modeling, machine learning, structural equation modeling) and 
qualitative (e.g., surveys, interviews) methods in his research. His dissertation 
consists of two essays. In the first essay, he studies the various applications 
of large-scale social listening on social media platforms in the context of cities 
and in the second essay he explores how advertisements from private sector 
brands can influence socially beneficial behavior among consumers during a 
crisis. He is the recipient of the Best Doctoral Fellow Research Proposal award 
at the Marketing Strategy Consortium 2020 and the Clyde Kitchens/Thoben 
Elrod/Delta Sigma Pi Doctoral Fellow Research Grant from Georgia State 
University. He teaches Marketing Research to undergraduate students and is a 
researcher in the Social Media Intelligence Lab at Georgia State University.

PUSHPINDER GILL
Iowa State University 
2020 Fellow

Pushpinder Gill is a PhD candidate in marketing at Iowa 
State University. His research interest lies in inter-firm 
relationships using franchising as the research context. 
His dissertation unpacks the complex practice of multi-

unit franchising by relying on a rigorous integration of theory, secondary 
franchising and social media data, and econometric methods. Pushpinder 
has presented his research at multiple AMA conferences five times and won 
the best paper award twice in the Inter-organizational Research Track. He was 
also awarded the departmental research award and college research award 
twice. In addition to the research focus, he has diverse teaching experiences 
over the last ten years, educating different audiences in multiple countries. 
During this time, he has gained technological skills to handle both online and 
hybrid classes. In terms of content areas, his teaching interests include B2B 
marketing, social media marketing, retailing, and marketing analytics. One of 
his past ventures includes an online aptitude learning platform which has more 
than 100,000 student members.

MAXIMILIAN GAERTH
University of Mannheim 
2020 Fellow

Maximilian Gaerth is a postdoctoral researcher in 
marketing at the Business School of the University 
of Mannheim, Germany. Max’s research focuses on 
judgment and decision making, affective forecasting, 

and hedonic experiences. His recent work explores the joint impact of online 
WOM metrics on consumer decision making. Specifically, he examines how 
consumers of online WOM draw inferences about online reviewers’ expertise 
when rating variance and rating volume information diverge. Moreover, he 
demonstrates behavioral interventions diminishing the impact of incorrect 
expertise inferences based on reviewers’ rating patterns. Other current projects 
include understanding how contextual factors and behavioral interventions can 
change the experience of boredom, and how decision strategies affect product 
evaluations. During his doctoral studies, Max has been a visiting scholar at 
the Yale School of Management. He received his MSc in marketing from the 
University of Bath and his BSc in business administration and management 
from the University of Mannheim.

DEBASHISH GHOSE
Temple University 
2020 Fellow

Debashish Ghose is a PhD candidate in marketing at 
the Fox School of Business. Deba’s research focuses on 
information processing in social media, online networks 
and social influence, and digital marketing. His research 

utilizes multimethod approaches including behavioral experiments, natural 
language processing using AI/ML, network analysis, and empirical modeling. 
Prior to joining the PhD program in fall 2016, Deba received an MS in economics 
and management of innovation and technology from Bocconi University, Italy, 
in 2015; an MS in management of innovation from the Rotterdam School 
of Management, Erasmus University, Netherlands, in 2014; and a BTech 
in Industrial Engineering and Management from the National Institute of 
Technology Kurukshetra, India, in 2010. Deba is a regular practitioner of kriya 
yoga and in his free time volunteers at Isha Foundation, a nonprofit organization 
dedicated to raising human consciousness and fostering global harmony 
through individual transformation.
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SAYAN GUPTA
University of Pittsburgh 
2021 Fellow

I joined the PhD program at the University of Pittsburgh 
(Katz School of Business) in 2018, having worked across 
multiple marketing-related functions in firms large and 
small. I am currently working on my dissertation titled 

“Brand Actions and Consumer Polarization,” which earned me a generous 
Early-Stage Grant from ISMS. I hope my research contributes to marketing 
scholarship by providing novel methods to capture consumer polarization 
in the aftermath of controversial brand actions and identifying theoretical 
explanations for these observations. As an aspiring empirical marketing 
researcher, I primarily use dynamic networks analysis, natural language 
processing, and econometric impact evaluation procedures with quasi-
experimental designs as methodological tools. I am thrilled to be representing 
my university at the 2021 AMA-Sheth Foundation Doctoral Consortium and 
look forward to learning from the esteemed faculty scholars and having a 
wonderful time with my fellow attendees here in Bloomington.

SERENA HAGERTY
Harvard Business School 
2020 Fellow

Serena Hagerty is a PhD candidate in the Marketing Unit 
at Harvard Business School and an Inequality and Wealth 
Concentration Fellow at the Harvard Kennedy School. 
Her research investigates the societal consequences 

of consumer decisions in the face of rising wealth and income inequality. 
Specifically, she studies when and why lower-income consumers are judged 
negatively for their consumption decisions and the resulting double standards 
in permissible consumption. At the other end of the wealth distribution, she 
investigates overspending by affluent consumers and the consequences on 
market efficiency. She also examines perceptions of premium services targeted 
to wealthier consumers, and when such services spark outrage (or not). Taken 
together, her work seeks to understand how the consequences of consumption 
diverge for lower- vs. higher-income consumers and provide novel insights for 
firms navigating these social dynamics. Before joining the doctoral program, 
Serena received a BA in psychology and economics from Harvard College.

SAM GOLDBERG
Northwestern University 
2021 Fellow

My research, broadly defined, studies market design in 
the context of privacy and monitoring technologies. My 
job market paper examines the design of monitoring 
programs in the context of auto-insurance using 

proprietary data from one of the largest U.S. auto insurers. In other works, I 
study the trade-offs associated with privacy regulation online, using the GDPR 
as a case study. To accomplish my research, I partner with firms and apply tools 
from applied theory, econometrics, and industrial organization. In highlighting 
the tradeoffs between data use, privacy, and social welfare, my research aims 
to guide the decisions of firms and policy makers and answer questions of 
interest to firms and academics alike. In my spare time, you will often find me 
rock climbing, hiking, or cycling.

BINGXUAN GUO
University of Texas at San Antonio 
2020 Fellow

Bingxuan Guo holds a PhD in marketing from the Carlos 
Alvarez College of Business at the University of Texas at 
San Antonio. She joined Indiana University Kokomo in 
2021 as an assistant professor. Her research focuses on 

customer loyalty, online vs. offline shopping behaviors, cultural orientation of 
uncertainty avoidance, and sales. Bingxuan uses field studies, lab experiments, 
and secondary data to study consumer behavior. Bingxuan’s dissertation 
highlights how international firms can leverage factors outside brands’ control 
when they try to cultivate customer loyalty, such as cultural values, specifically 
cultural orientation of uncertainty avoidance, and online vs. offline shopping. 
Two of her papers are under revision for resubmission to the Journal of 
Marketing Research. She received a master’s degree in marketing from Baruch 
College, CUNY, and a bachelor’s degree in economics from Fudan University.
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YULY HONG
Georgia Institute of Technology 
2021 Fellow

Yuly Hong is a PhD candidate in marketing at Scheller 
College of Business, Georgia Institute of Technology, with 
a focus in consumer behavior. Her research interests 
broadly encompass corporate social responsibility (CSR), 

sustainability, and consumer trust. Her dissertation research focuses on 
firms’ CSR efforts with consumers. Specifically, she examines how firms’ CSR 
efforts and consumer CSR values influence consumer perceptions of company 
sustainability and their future behavioral intentions with the company. Prior 
to joining Scheller College of Business, she received a bachelor’s degree in 
business administration from Ewha Womans University and master’s degree in 
statistics from Rice University.

STEPHEN HOOD
Virginia Tech 
2021 Fellow

Steve Hood is a fifth-year PhD candidate at the Pamplin 
College of Business, Virginia Tech. Steve received his 
BA (2003, English) from USC, an MA (2006, Near 
Eastern Languages) from Fuller Seminary, and an MBA 

(2017) from Virginia Tech. He plans to defend his dissertation in fall 2021. 
Steve is interested in consumer decision making in participative pricing 
environments. His dissertation focuses on auctions and how perceptions of 
self and competitor expertise influence bidding behaviors and post-auction 
valuations. He has presented his research at four INFORMS Marketing Science 
Conferences (2018–21). Two papers from his dissertation are in preparation 
for submission to Marketing Science and the Journal of Marketing Research. 
He has also coauthored two classified papers on human-machine teaming that 
are pending public release at National Intelligence Press. Steve is a recipient 
of a Research Fellowship grant at the Ann Caracristi Institute for Intelligence 
(2020–21), and currently serves as a Plans, Readiness, and Exercise Officer at 
the National Geospatial-Intelligence Agency (NGA). He is a two-time recipient 
of the Pamplin Dean’s Merit Scholarship (2017–19) for academic excellence 
in the doctoral program. He has over 15 years of experience as an intelligence 
officer in the United States Intelligence Community.

ASHLEY HASS
Texas Tech University 
2021 Fellow

Ashley Hass is a fourth-year doctoral candidate in 
marketing at Texas Tech University in Lubbock, Texas. 
She has had research published in the Journal of 
Macromarketing and Marketing Education Review among 

others. She has also presented at various conferences including AMA, ACR, 
AMS, and SMA, where her co-authored paper won the Sharon Beatty Best 
Paper Award in the service marketing track in 2020. In 2020 she also earned a 
competitive grant from the Marketing Science Institute. Her research interests 
include digital marketing, social media influencers, consumer wellness, the self-
concept, and the scholarship of teaching and learning.

SHERRY HE
UCLA 
2021 Fellow

Sherry He is a PhD candidate in marketing at UCLA 
Anderson School of Management. Her research interests 
are in quantitative marketing and empirical industrial 
organization, with a substantive focus on economics of 

digitization, user-generated content, platform policy, and innovation. For the 
first essay in her dissertation, she collects unique datasets and studies the 
short-term and long-term impacts of fake reviews. Her second essay looks 
into how consumer reviews impact firm innovation incentives and what is 
the optimal rating aggregation policy. Her research is enabled by various 
quantitative methods, including causal inference, structural modeling, and 
applied machine learning. Her recent work has been featured in major media 
outlets such as the New York Times and Wall Street Journal. Prior to joining 
UCLA, Sherry received her BS in economics and statistics with honors from the 
University of Michigan, Ann Arbor.
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TAEGYU HUR
The Ohio State University 
2020 Fellow

I’m currently a job market candidate in marketing at The 
Ohio State University expecting to graduate by spring 
2022. My research interest lies in developing empirical 
models of consumer decision making and providing 

solutions to consumer demand problems using quantitative methods. 
My current papers focus on different aspects of costs in decision making. 
Methodologically, I use Bayesian inference and microeconometrics. Prior 
to OSU, I studied Business Administration and Marketing at Seoul National 
University, South Korea.

SERIM HWANG
Carnegie Mellon University 
2021 Fellow

Serim Hwang is a fourth-year marketing PhD student at 
Carnegie Mellon University. Her dissertation introduces AI-
powered influencer marketing innovations and examines 
their impacts on humans (consumers and influencers), 

human labor demands, and firm-level decisions. Specifically, she investigates 
(1) influencers’ vocal delivery strategies in selling products effectively on 
social media and the consumers’ consequent responses, (2) changes in labor 
demands for human influencers on the branded content sponsorship deal 
market with the debut of AI virtual influencers, and (3) the optimal sponsorship 
decisions for brands by modeling the tradeoffs of hiring human and AI 
virtual influencers and incorporating influencers’ static and dynamic post 
characteristics. Prior to joining the PhD program, Serim earned her BBA from 
the University of Seoul, and her MS in statistics from the University of Michigan.

HOLLY HOWE
Duke University 
2020 Fellow

I am a fifth-year PhD candidate in marketing at the Fuqua 
School of Business. I study conversation. Specifically, I am 
interested in how brands can use humor to communicate 
with their consumers, and how consumers communicate 

with one another in consumption contexts.

JIANGANG HUANG
University of Mississippi 
2021 Fellow

Jiangang is a fourth-year marketing PhD candidate at the 
University of Mississippi. His current research interests 
are in the areas of consumer-based strategy, retailing, 
and marketing analytics. Prior to his doctoral studies, he 

worked as a staffing and marketing intelligence analyst at the Intel Corporation.
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WOOYONG JO
Emory University 
2021 Fellow

Wooyong Jo is a PhD candidate in marketing at Goizueta 
Business School, Emory University. Wooyong is an 
empirical modeler and his substantive research interest 
is manifested in several important domains of digital 

marketing, including live streaming media and video games. In his dissertation, 
he examines the dual roles (complement vs. substitute) of influencers in live 
streaming platforms where streamers create content (live streaming) about 
content (i.e., video games). He enjoys playing video games with his wife in his 
spare time.

ALICIA JOHNSON
University of Arkansas 
2021 Fellow

Alicia Johnson is a fourth-year doctoral student in 
marketing at the University of Arkansas. Her research 
currently explores how consumers generate financial 
values and respond to advertised financial information. 

In addition to this line of inquiry, she also explores how consumers respond to 
marketing communications to make food consumption decisions. In her future 
research, she strives to develop interventions firms can implement to improve 
consumer well-being. Prior to joining the program, her work spanned roles in 
personal finance, business management, and supply chain management. Alicia 
earned an MBA from Clarkson University and a BBA from SUNY Canton. Alicia 
is on the job market this summer (2021).

VINCENT JESEO
Louisiana State University 
2020 Fellow

Vincent “Vinny” Jeseo is a fifth-year doctoral student in 
the Department of Marketing at the E. J. Ourso College 
of Business at Louisiana State University (LSU). He 
graduated from the University of Tampa in 2011 with a 

BS in sport management and earned his MS in entrepreneurship in applied 
technologies from the University of South Florida in 2013. His research 
interests include services marketing, relationship marketing, and sales 
strategy. Vinny was the recipient of the Daryl McKee Doctoral Student Award 
(2019), and a fellow at the SMA Doctoral Consortium (2018) and the AMS 
Doctoral Consortium (2021). Prior to attending LSU, Vinny worked in financial 
services and has previously held marketing positions with organizations such 
as the Tampa Bay Lightning and New York Yankees.

JIANNA JIN
The Ohio State University 
2021 Fellow

I am currently a fourth-year doctoral student at The 
Ohio State University. Broadly, my research interests 
include the following: (1) understanding how diverse 
aspects of digital marketing, AI/automated service 

agents in particular, influence consumer-brand interactions and (2) exploring 
how consumers’ need for structure/order systematically influence their 
consumption decisions.
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PREETINDER KAUR
Iowa State University 
2021 Fellow

Preetinder (Preeti) is a fourth-year doctoral student at 
the Ivy College of Business at Iowa State University (ISU). 
She is an empirical researcher in the strategy stream, 
and her dissertation examines the impact of marketing 

human capital at the TMT level on leveraging strategic investments of the firm 
in order to achieve superior firm growth. Furthermore, she is investigating 
whether these managers are also assets themselves and can thus contribute 
to the stable growth of firms. She has also been conducting research regarding 
the social media practices of firms. She is particularly interested in how firms 
use social media for community development and whether this approach is 
more effective than using social media for marketing products. Her research 
has been presented at numerous conferences, and she was recently recognized 
with the Research Excellence Award by the graduate college at Iowa State 
University. Her teaching experience includes teaching classes on social media 
marketing and sales and distribution strategy, and she has assisted with 
classes on marketing research and CRM.

DA YOUNG KIM
Emory University 
2020 Fellow

Da Young Kim is a fifth-year PhD student in marketing at 
Emory University in Atlanta, Georgia. Da Young focuses 
on building quantitative models to answer questions on 
goal-directed behavior of consumers and employees. 

Her research examines goal achievement dynamics and performance 
feedback in the domain of salesforce management, which involves rewarding 
employees based on both absolute and relative performance levels. Her 
other areas of interest include online media consumption and the role 
of content characteristics in driving news readership. Prior to joining the 
doctoral program, Da Young received a BBA and an MS in marketing from 
Korea University in Seoul. She has also worked as a product manager in the 
cosmetics industry in Seoul, during which she planned and executed the launch 
of a global brand in Korea. In her pre-pandemic life, Da Young enjoyed traveling 
abroad and attending performing arts events. These days, she likes to take daily 
walks outside while listening to podcasts and prepare her own meals from meal 
kit deliveries.

ROSS JOHNSON
University of Alabama 
2021 Fellow

I am a marketing strategy researcher interested in 
understanding how marketing strategies can impact 
firm performance. Under this umbrella, my current 
research focuses on relationship marketing issues with 

an emphasis on customer experience management, digital marketing, and 
sales force management. I just completed my third year in the PhD program at 
the University of Alabama and received my undergraduate degree in business 
analytics and marketing from Indiana University.

VAHID KARIMI MOTAHHAR
University of Iowa 
2020 Fellow

Vahid is a fourth-year marketing PhD candidate at the 
University of Iowa, expecting to graduate by summer 
2022. His research interests include quantitative 
modeling, decision biases, prediction markets, natural 

language processing, and big data. His dissertation focuses on decision biases 
in the context of prediction markets. His work is a mixture of established and 
new areas of inquiry around prediction markets. For example, in his job market 
paper, he analyzes the emotional content of individuals’ written justifications 
on their political action of either supporting or opposing the status quo. In 
his other dissertation essay, he studies the probability estimation accuracy 
of prediction markets’ prices. He develops a model to measure distinct bias 
categories. Using this model, he also studies the calibration of individuals’ 
geopolitical forecasts. His findings help to understand the mechanism in 
which probability estimation training attenuates individuals’ miscalibration. He 
earned his MBA and mechanical engineering degrees from the University of 
Tehran. He also has work experience as a marketing research expert in a car 
manufacturing company.



104
2021 AMA-Sheth Foundation Doctoral Consortium

105
2021 AMA-Sheth Foundation Doctoral Consortium

MINJOO KIM
Oklahoma State University 
2021 Fellow

Minjoo Kim is a PhD Candidate in marketing at Oklahoma 
State University. She earned her BS degree in marketing 
from Oklahoma State University in 2016. Minjoo is 
primarily interested in both consumers’ and brands’ 

reactions to brand transgression, and the negative events that occur in 
consumer-brand relationships. She is interested in learning how relationships 
between brands and consumers become broken and how to restore this 
relationship. To answer this question, in her dissertation she examines the 
phonetic element effect of brand apology on consumer forgiveness.Her other 
related research investigates consumers’ reactions to brand transgression.  
She is also interested in investigating the effect of religion on consumer 
decision making. For example, in one research project, she examines when and 
how consumers’ view of God influences their financial decision avoidance. In 
her free time, she enjoys eating good food and watching college football games 
with friends.

YOUNGTAK KIM
University of Georgia 
2021 Fellow

Youngtak Kim is a fourth-year PhD student at the Terry 
College of Business, University of Georgia. He received 
his MBA from the University of Oregon and a BBA from 
Sungkyunkwan University in Korea. His research interests 

include corporate sustainability, innovations, marketing dualities (e.g., 
ambidexterity), and sales. Prior to joining academia, Youngtak worked for seven 
years in consulting and market research for Fortune 500 companies in the 
consumer electronics and retail/CPG industries at the Nielsen Company.

JISU KIM
University of Washington 
2020 Fellow

Jisu Kim is a doctoral candidate in marketing at the 
University of Washington, Foster School of Business. Her 
research program focuses on how firms can maximize 
the effectiveness of relational and loyalty investment 

strategies to enhance customer value and firm performance. Through 
her research, Jisu addresses important issues prevalent in retail practice 
and research, specifically at the intersection of (1) relationship dynamics, 
(2) customer loyalty, (3) online relationships, and (4) customer privacy. 
Jisu employs a wide range of methods including empirical modeling, lab 
experiments, qualitative methods, and field experiments. Her research has 
been published in journals such as the Journal of the Academy of Marketing 
Science and the Journal of Retailing. She received two Davidson Awards for best 
paper in the Journal of Retailing (2019 and 2021) and RAPSIG’s 2020 AMA PhD 
Student Award. Prior to her academic career, Jisu worked as a consultant for 
US federal government agencies. Jisu received her MS in Marketing at KAIST 
and her BS in Information Systems from Carnegie Mellon University.

JUNHA KIM
The Ohio State University 
2020 Fellow

Junha Kim is a doctoral candidate at the Fisher College 
of Business, The Ohio State University. His research 
focuses on pricing, power, and creativity and has 
appeared in Organizational Behavior and Human Decision 

Processes, Journal of Experimental Social Psychology, Personality and Social 
Psychology Bulletin, and Academy of Management Journal. His work on pricing 
(forthcoming in the Journal of Consumer Research) investigates how a just-
below pricing strategy can discourage consumers to upgrade, which often 
decreases profit margins. Other projects explore how different types of price 
promotions (e.g., BOGO) affect consumer variety seeking and how the valence 
of a message influences consumers’ credibility perception of the source. He 
received his BA and MS from KAIST, South Korea, and studied organizational 
behavior at the University of Toronto. He enjoys tennis, baseball, ice cream, and 
his advisors’ jokes.
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RILEY KROTZ
University of Tennessee 
2020 Fellow

Riley T. Krotz is an assistant professor of marketing 
and AACSRE Emerging Research Fellow at Texas Tech 
University. Riley’s research explores digital marketing 
and technology in service settings, with a focus on retail 

marketing strategy. Riley’s research has been invited for revision at the Journal 
of Marketing Research, has appeared in Journal of Supply Chain Management, 
Journal of Public Policy & Marketing through the American Antitrust Institute, 
and has been awarded over $140,000 in external grant funding. Riley was 
named the 2020 Matthew Joseph Emerging Scholar by AMA DocSIG. Other 
recognitions include the BESH Doctoral Research Award, the AMS Mary Kay 
Dissertation Proposal Award (runner-up), the Yates Dissertation Fellowship, the 
Chancellor’s Award for Extraordinary Professional Promise, the Haslam College 
of Business Outstanding Doctoral Researcher Award, the AMA DocSIG’s 
Outstanding Marketing Doctoral Student, the Haslam College of Business 
Award for Extraordinary Professional Promise, the Haslam College of Business 
Excellence in Research Award, the William Thomlinson Outstanding Graduate 
Scholar Award, the Coggin College of Business Coggin Fellowship, the PowerUp 
JAX Innovation Grant, and the Innovation in Education Award.

MADHAV KUMAR
MIT 
2020 Fellow

I investigate and improve core marketing strategies in 
retail and e-commerce such as pricing, bundling, and 
recommendations. I fuse machine learning and causal 
inference methods to evaluate and optimize marketing 

policies. I especially focus on scalable models, a critical aspect of applied work 
that is currently untapped in quantitative marketing.

XINYAO KONG
University of Chicago 
2021 Fellow

Xinyao Kong is a fourth-year PhD student in quantitative 
marketing. Her research focuses on dynamic decision 
making, branding, and brand loyalty. She has also 
researched the value of “Made in USA” product labeling. 

She received her BA in economics from Peking University and her MBA from 
Northwestern University.

ANDREAS KRAFT
The University of Texas at Austin 
2021 Fellow

My name is Andreas Kraft and I am a PhD student in 
quantitative marketing at the McCombs School of 
Business, UT Austin. I am broadly interested in the 
applications of information economics on marketing 

issues. An essential prerequisite for efficient transactions is whether market 
participants can effectively communicate the quality of their products. Since 
no market participant willingly admits that a product or service is of low 
quality, firms that offer high-quality products need to utilize credible ways to 
communicate quality. In my research, I aim to understand novel alternative 
signaling mechanisms that help communicate information. My overarching 
research approach is multidisciplinary. I use analytical models to construct 
refutable propositions and then test these using the empirical tools of causal 
inference and machine learning. I am originally from Vienna, Austria, and came 
to the US on a full athletic scholarship to play wheelchair basketball at the 
University of Texas in Arlington, where I received a BBA in finance and an MA in 
economics.
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NAH LEE
Duke University 
2021 Fellow

Nah Lee is a rising sixth year PhD candidate in marketing 
(quant, empirical) at Fuqua School of Business, Duke 
University. Her research focuses on the causal effect 
of online reviews on downstream demand and firm 

behavior in the service industry. She studies online reviews in food, lodging, 
and healthcare sectors, where product offerings are multidimensional. Similar 
to WOM, these text reviews have been shown to affect subsequent purchase 
behavior and thus it is important to understand how consumers process the 
information in reviews and how this affects firm decisions and competition. As 
an empirical researcher, she mainly uses machine learning and econometrics 
but also uses analytical modeling (to link theory-driven research questions 
to data) and lab experiments (to reinforce research findings). She has one 
paper under second round review at JMR and a second working paper that 
is the foundation for her second doctoral dissertation essay. Nah holds three 
master’s degrees in operations management (Georgia Tech), operations 
research (Columbia), and systems engineering (University of Virginia), and 
a bachelor’s degree in biomedical engineering (University of Virginia). She is 
scheduled to graduate in May 2022.

SUNME LEE
University of Iowa 
2021 Fellow

Sunme is a PhD candidate in marketing at the University 
of Iowa. Her area of research is social decision making. 
Specifically, she studies consumers’ risk-taking 
behavior in the social domain and how it differs from 

other domains. Her other research investigates different temporal focuses 
between the social domain and other domains. Her other areas of research are 
happiness and technology and innovation. In addition to her research interests, 
she has supplemented her data science training and applies diverse research 
methodologies to address many research questions.

BEN LEE
Indiana University 
2021 Fellow

Ben is a fourth-year doctoral candidate at Indiana 
University in the marketing strategy track. His research 
investigates how firm-level strategic marketing decisions 
impact firm outcomes and performance. Within this 

general area, he is interested in two distinct substantive streams: (1) product-
market rivalry and (2) strategic marketing leadership. His work has been 
published in the Journal of the Academy of Marketing Science (with Dr. Kim 
Whitler, Dr. Ryan Krause, and Dr. Neil Morgan). His work has been presented 
in conferences such as Winter AMA, Summer AMA, Marketing Strategy 
Consortium, and Marketing Strategy Meets Wall Street. He received BBA 
(Hons) and MTA (Hons) degrees from the George Washington University. He 
was a founder of BK English Golf in Korea and a marketing manager at IVY Golf 
in Korea.

CHANG-YUAN LEE
Boston University 
2020 Fellow

Chang-Yuan Lee is a doctoral student in the Department 
of Marketing at Boston University Questrom School 
of Business. Chang-Yuan studies the psychological 
mechanisms involved in consumer financial decision 

making, with a substantive focus on value-based pricing and mental 
accounting. He investigates how cognitive and affective processes influence 
value at all stages–how consumers perceive the value of their money, the 
offerings on which they can spend their money, and the fairness and pain 
associated with the prices they are asked to pay. Prior to his doctoral studies, 
Chang-Yuan majored in finance at National Taiwan University and received his 
master’s degree in economics from Duke University.
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YING YING LI
Oklahoma State University 
2020 Fellow

Ying Ying Li received her PhD degree in marketing at 
Oklahoma State University. Ying Ying’s research interests 
focus on branding issues including anthropomorphism, 
brand attachment, brand alliances, and scale 

development. Since finishing the PhD program, Ying Ying has been an assistant 
professor at Seton Hill University in Greensburg, Pennsylvania.

YUFAN LIN
University of Missouri-Columbia 
2020 Fellow

Yufan (Frank) Lin is a PhD candidate in marketing at the 
University of Missouri. His research interest centers on 
frontline management in online retailing, particularly 
the management of live-chat selling and interactions. 

His dissertation project titled “Letting Customers Win: Live-Chat Agent 
Effectiveness in B2C Sales Negotiations” recently won first place in the 2021 
AMA Sales SIG Dissertation Proposal competition. His works have been 
presented at various academic conferences, including the Thought Leadership 
on Sales Profession Conference, the Frontier-in-service Conference, and the 
Organizational Frontlines Research Preconference Symposium at Winter AMA. 
He combines text data with objective outcome measures to explore naturalistic 
frontline interactions through natural language processing, machine learning, 
and econometrics models. He also uses various physiological measures such 
as  eye-tracking studies to complement the field study in order to explicate 
the mechanisms. He enjoys teaching Marketing Research—one of the most 
technical classes for upper-class undergrads. He recently won Mizzou’s 
Graduate Teaching Award. Prior to entering the PhD program, Frank was a 
targeted interactions manager at Sears Holdings Corporation in Hoffman 
Estates, Illinois, and a Fraud Analytics MBA intern at MasterCard Worldwide 
in O’Fallon, Missouri. In his free time, he enjoys mountain biking, singing, and 
spending time with his friends and family.

DENIZ LEFKELI
Koç University 
2021 Fellow

Deniz Lefkeli is a fourth-year PhD candidate in Marketing 
at Koç University. She explores consumer technology 
interaction in three research streams. In her first research 
stream, she focuses on modern consumer experiences 

emerging as a result of big data practices such as the perception of being 
observed. In her second research stream, she explores the antecedents and 
consequences of interacting with various types of artificial agents. In her 
third research stream, she studies the indirect consumer-related outcomes 
of technology. Using a mix of methods including experimental designs, field 
studies, scale development, and social media data analysis, she explores 
what consumers think, feel, and do while using various digital platforms and 
technological devices, trying to identify ways to improve their experiences and 
enhance their enjoyment and wellbeing. Apart from academics, she enjoys 
sailing and snowboarding as well as translating movies into Turkish for various 
platforms.

RUOOU LI
University of South Carolina 
2021 Fellow

Ruoou is a doctoral candidate at the Darla Moore 
School of Business at the University of South Carolina. 
Prior to joining the doctoral program, she graduated 
from The Ohio State University in 2015 with a BS in 

psychology. Ruoou studies how uncertainty and its resolution affect consumer 
decisions. Particularly, she focuses on understanding and explaining the role 
of uncertainty in substantive phenomena that have recently emerged in the 
marketplace. Her dissertation research examines how uncertainty regarding 
a company’s true intentions behind inclusive products elicits suspicion from 
underserved consumers (e.g., people of color, women) and leads to negative 
responses. Ruoou also explores when and why consumers seek out uncertainty 
associated with mystery products and how consumers respond to virtual reality 
(VR) advertisements that can reduce the uncertainty associated with a novel 
experience. Her work examining how consumers use novel payment methods 
(e.g., Venmo) as cues to make decisions under conditions of high uncertainty is 
published in the Journal of the Association for Consumer Research.
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KT MANIS
Texas Tech University 
2020 Fellow

KT Manis (PhD, Texas Tech University) is a doctoral 
candidate at the Rawls College of Business Administration 
at Texas Tech. His research focuses on marketing 
strategy phenomena at the intersection of technology 

and marketing. KT won the 2020 AMS Review/Sheth Foundation Doctoral 
Competition for Conceptual Articles. A frequent presenter at national and 
international conferences, his work has appeared in the Journal of Business 
Research, Harvard Business Review, and Journal of Macromarketing. His 
dissertation focuses on three topics: (1) artificial intelligence (AI)-enabled 
marketing capabilities, (2) AI-enabled marketers, and (3) technology-enabled 
strategic marketing capability. Essay I develops a new definition for AI based 
on a critical evaluation of prior definitions, a hierarchy of automation that 
undergirds AI, and AI-enablement processes with propositions to envision 
how AI can enable marketing capabilities. Essay II applies a topic modeling 
approach to theory development by connecting findings from industry 
documents to an organizing framework of top- and mid-level marketers’ roles, 
developed via two systematic reviews. Essay III conceptualizes, operationalizes, 
and tests technology-enabled strategic marketing capability.

ANDRE MARTIN
University of North Carolina 
2021 Fellow

Andre Martin loves to solve problems. Before starting 
a marketing PhD at the Kenan-Flagler Business School 
at UNC, he worked for Xerox and SRC Inc. (a defense 
contractor) for 15 years as a software engineer and 

program manager. He holds a bachelor’s degree in computer science and a 
master’s degree in electrical engineering. His passion for problem-solving, 
software training, and industry experience positions him to answer business 
questions using novel machine learning techniques. His quantitative marketing 
strategy research has real-world implications, and focuses on the downstream 
effects of firm communication. His first essay creates a text analysis dictionary 
to measure the top management team voice during quarterly earnings calls, and 
uses that measure to detect marketing myopia up to one year in advance. His 
second essay focuses on the effectiveness of firm response strategies after a 
privacy data breach on consumer perception and sentiment. Methodologically, 
his interests lie in time series and panel data analysis, NLP (Natural Language 
Processing), and machine learning. He teaches marketing analytics, data 
analytics, and courses that bridge marketing and computer science.

CLAIRE LINARES
HEC Paris 
2020 Fellow

I am a PhD candidate in marketing at HEC Paris. Prior 
to my PhD program, I worked for 10 years in brand 
management in the cosmetics industry. My main 
research focus today is about face perception and 

consumer behavior. More broadly, I am interested in consumers’ responses to 
technology and contemporary challenges.

SAVISESH MALAMPALLAYIL
Binghamton University, SUNY 
2021 Fellow

Savisesh Malampallayil is a doctoral candidate at 
Binghamton University School of Management, State 
University of New York. His research interests include retail 
marketing, healthcare marketing, interfirm relationships, 

complex systems, and social networks. 
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SEAN MELESSA
University of Wisconsin–Madison 
2020 Fellow

Sean is a doctoral candidate at the Wisconsin School 
of Business majoring in Marketing in the Quantitative 
Track. He uses statistical methods to research issues in 
digital marketing and brand strategy. Sean’s research 

interests include: estimation in sparse and high-dimensional spaces, machine 
learning, natural language processing, efficient application of econometrics in 
big data, Bayesian statistics, digital marketing, measurement and attribution, 
advertising, brand strategy, and public relations. Prior to joining the program, 
Sean received a bachelor’s degree in Economics from Brigham Young 
University and a master’s degree in Statistics from the University of Utah. 

JOEL MOHR
Queen’s University 
2021 Fellow

Joel Mohr is a PhD candidate in marketing at the Smith 
School of Business, Queen’s University. His research 
interests lie at the intersection of consumer behavior and 
marketing strategy, with a focus on improving consumer 

welfare and public policy. The broad theme of Joel’s research is that he answers 
questions about how consumers acquire and use their knowledge, using both 
experimental and qualitative methodologies. His work has received a highly 
competitive research grant and has been presented at numerous national and 
international conferences.

NATHANAEL MARTIN
University of Cincinnati 
2021 Fellow

Nate Martin is a PhD candidate in marketing at the 
University of Cincinnati’s Lindner College of Business. 
Prior to joining the University of Cincinnati, Nate received 
his BS and MS in marketing at Clemson University. 

His research primarily focuses on two facets of consumer information 
processing. First, he investigates factors that impact the initial stages of 
information processing, such as the biases or experiences that shape how 
consumers encode and process information. In one project, he examines how 
humans’ natural tendency to interpret meaning from patterns extends to the 
marketplace. Namely, he finds that consumers infer meaning—and derive 
value—from objects used in patterned ways. Second, his research explores the 
social consequences of information processing—specifically, how consumers 
send and receive social signals to and from each other. For example, one 
project examines how consumers may signal domain-specific knowledge to 
each other by using different processes to achieve a similar outcome. When 
he’s not working on research, Nate enjoys soccer, being a mediocre bass guitar 
player, and self-deprecating humor. 

CHANCE MCCULLOUGH
University of Kentucky 
2021 Fellow

Chance McCullough is beginning his fourth year in 
the University of Kentucky’s Department of Marketing 
and Supply Chain PhD program. Prior to the doctoral 
program, Chance completed an M.S. in marketing from 

the University of Alabama, and he worked as a business intelligence manager 
with the Walmart corporate headquarters in the private brands, snacks and 
beverages, and Hispanic foods business divisions. His primary research 
interests are in retail and private labels as well as psychometrics. Outside of 
work, Chance’s interests include fitness, puns, and computer gaming.
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SEYEDJAVAD MOUSAVI
University of Kansas 
2021 Fellow

Javad Mousavi is a fourth-year doctoral candidate at the 
University of Kansas School of Business. His research 
interests are largely in the areas of online word-of-mouth, 
political ideology, and consumer decision making. His 

dissertation explores the influence of alternative representations of online 
consumer ratings on consumer evaluation and choice, as well as the effect of 
consumers’ political ideology on the content of online reviews. Javad graduated 
from Sharif University of Technology with a bachelor’s degree in petroleum 
engineering and an MBA from the University of Tehran. Prior to joining the 
doctoral program, he worked in different sales management roles for three 
years. Besides research and teaching, he enjoys outdoor activities, cooking, and 
playing video games.

CHERYL-LYN NGOH
Kent State University 
2021 Fellow

Cheryl-lyn Ngoh is a fourth-year doctoral candidate in 
marketing at Kent State University. Her general research 
concerns channel and retailing management. Specifically, 
her research examines how consumers behave and 

respond toward retailer-initiated channel strategies that subsequently affect 
their channel choice decisions. She was awarded runner-up in the 2020 AMS 
Review-Sheth Foundation Doctoral Competition for Conceptual Articles and 
was nominated as a fellow for the 2021 AMA-Sheth Foundation Doctoral 
Consortium. She is also actively engaged with the college and marketing 
communities. She is on the leadership boards for the Doctoral Student 
Management Association at Kent State University and the American Marketing 
Association DocSIG.

ARNAUD MONNIER
Cornell University 
2021 Fellow

Arnaud Monnier is a PhD candidate in marketing 
(consumer behavior) at the S. C. Johnson Graduate 
School of Management, Cornell University. His research 
interests include behavioral pricing, consumer self-

production, food decision making, and consumer well-being. His dissertation 
examines the psychology of perceived value, studying how people assess the 
value of products and its consequences for market prices, consumer behavior, 
and well-being. In a first area of research, Arnaud builds on behavioral pricing 
and numerical cognition research to study how subtle changes in quantity 
descriptions affect the perceived economic value of products. In a second area, 
Arnaud examines the psychological tenets that shape the valuation of self-
made goods, and how they affect consumption and well-being. His research 
has been published in the Journal of Consumer Research. Prior to joining 
Cornell, Arnaud completed a Research Master in Marketing at the Rotterdam 
School of Management, Erasmus University, and a Master in Food Science and 
Management Degree at Agrocampus-Ouest, France. Arnaud also worked as a 
Sales Force Coordinator for General Mills France, and as a business journalist 
for the leading food retail magazine in France, Linéaires. 

MICHAEL MOORHOUSE
Ivey Business School, Western University 
2020 Fellow

Michael Moorhouse is an assistant professor of 
marketing at Lazaridis School of Business at Wilfrid 
Laurier University and recently completed his PhD at 
the Ivey Business School. He began his PhD after an 

extensive career in industry with Procter & Gamble, Walmart, and Viacom 
International Media Networks, where he held a variety of leadership positions 
within marketing and sales. The main goal of his research is the discovery 
of managerially relevant consumer insights that can be used to help solve 
substantive issues that are important to managers and policy makers. His 
research interests are centered on social factors that affect decision making 
and consumer behavior in the emergent areas of online consumer-generated 
reviews, peer-to-peer (P2P) exchange, and consumer debt. He uses the 
insights from this research to help peer-to-peer platforms improve their ratings 
systems and increase trust in their services, and to help policy makers and 
financial literacy firms identify the barriers to debt reduction, and improve 
emotional and financial outcomes for individuals struggling with debt.
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EKIN OK
University of British Columbia 
2021 Fellow

I am a PhD candidate in marketing and behavioral science 
at Sauder School of Business at the University of British 
Columbia, with a specialization in consumer behavior. My 
primary research is on consumer-brand relationships. In 

my dissertation, I explore “‘consumer fickleness.” I am also passionate about 
identity, social influences, and interpersonal relationships. Originally from 
Turkey, I have been living in Vancouver, Canada, for the past 10 years. In my free 
time, I love going on hikes with my dog and playing volleyball.

JEN PARK
Stanford University 
2021 Fellow

Jen is a PhD candidate in marketing at Stanford Graduate 
School of Business, where she focuses on consumer 
judgment and choice. Specifically, Jen studies why people 
make the decisions they make and how the decision-

making context can shape their choices. For example, her research projects 
examine how having to reject options on new decision-making platforms 
(e.g., swiping apps) or to explore products via new interactive technologies 
(e.g., scanning QR codes) can reduce decision-making barriers. She is also 
interested in identifying the contextual drivers (e.g., feeling older) of prosocial 
behavior to promote an environment that encourages people to help others. 
Prior to attending Stanford, she received her MA in psychology from New 
York University. In her free time, Jen enjoys golfing and managing her dog’s 
Instagram, a pastime that connects in its own way to her research.

MRUDUL NILANGEKAR
University of Central Florida 
2021 Fellow

Mrudul Nilangekar is a doctoral student of marketing at 
the University of Central Florida’s College of Business. 
She has a master’s degree in marketing and has worked in 
the Coca-Cola Company marketing brand team in Kenya, 

Africa, for two years before pursuing her PhD. She has lived, studied, and 
worked on four different continents, which has given her valuable international 
experience and from both sides of the field, academia as well as industry. 
She has previously been a guest lecturer for two international marketing 
courses. Her research primarily focuses on prosocial behavior and ethical 
transformative consumer research. Specifically, she examines how consumers 
can be motivated to become donors for worthy causes through positive and 
transformative practices designed by the charity. She utilizes the insights 
gained from her teaching and research to be involved in various charitable 
causes to bring these transformative practices to the world outside.

HYEWON OH
University of Illinois at Urbana-Champaign 
2020 Fellow

Hyewon Oh is a doctoral candidate in marketing at the 
University of Illinois at Urbana-Champaign. Her primary 
research examines consumer well-being—how consumers 
themselves influence their and others’ well-being and 

how practitioners can help consumers lead a better life while maintaining 
their business goals. Her current work addresses related issues including 
prosocial behavior, experiential consumption, and the impact of globalization. 
She has published in the Journal of the Association of Consumer Research, 
Psychological Science, and International Marketing Review. Prior to joining the 
doctoral program, Hyewon received her BA in economics and psychology and 
MA in social psychology from Seoul National University.
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KUN QIAN
University of Texas at Dallas 
2021 Fellow

Kun Qian is a doctoral candidate in marketing at the 
University of Texas at Dallas. Kun is a quantitative modeler 
with substantive research interests in content economy, 
digital platforms, digital marketing, and behavioral 

economics. He is currently working on a paper that studies how digital content 
platforms design their recommendation systems when such systems can 
affect the content provision of independent content creators, and a paper 
using empirical evidence from the live streaming industry to study how the 
presence of star content creators can affect the content supply and content 
consumption within the platform. His work on how platforms should design 
revenue-sharing plans for competitive online content creators has been 
accepted by Management Science. Prior to joining UTD, Kun received his MS in 
marketing from the University of Arizona and a bachelor’s degree from Harbin 
Institute of Technology in China.

PRIYA RANGASWAMY
Texas A&M University 
2021 Fellow

Priya Rangaswamy is a fourth-year PhD student in 
marketing at Mays Business School, Texas A&M 
University, with a focus in empirical marketing strategy. 
Her research interests are in the areas of innovation, 

business models, and sustainability. She studies the financial implications 
of firms’ marketing actions and branding decisions in the face of increasing 
consumer interest in sustainability, as well as the impact on corporate 
innovation due to environmental adversities and its public policy implications. 
Her research utilizes causal inference and machine learning methods. Before 
academia, she worked in product management, market research and product 
development in the media, semiconductor, and information technology 
industries. She holds an MBA in finance from Lehigh University and a bachelor’s 
degree in electronics engineering from Anna University, India.

EMILY POWELL
New York University 
2020 Fellow

Emily Powell is a doctoral candidate in marketing at NYU 
Stern School of Business. She is broadly interested in 
consumer well-being, prosocial behavior, and experiential 
consumption. In one stream of research, she focuses 

on how judgment and decision-making errors might stand in the way of 
consumers maximizing their own well-being. Her dissertation research 
identifies two novel forecasting errors that lead consumers to prioritize certain 
experiences over others, with implications for outcomes such as happiness, 
enjoyment, and a sense of meaningfulness. A second stream identifies ways 
to help consumers improve the well-being of others. This work examines how 
certain contextual features—like time of payment or salience of normative 
cues—can increase the prevalence and magnitude of prosocial behavior. Prior 
to joining Stern, Emily worked as a research analyst for CEB, Inc. She received 
her BA in psychology with a minor in business from Cornell University.

EMILY PRINSLOO
Harvard University 
2021 Fellow

Emily Prinsloo is a fourth-year PhD student in consumer 
behavior at Harvard Business School. She received 
her BSc Summa Cum Laude in International Business 
Administration from Rotterdam School of Management 

(RSM) in 2015. During her undergraduate studies, she worked as a research 
assistant at RSM’s ERIM lab. Thereafter, she gained work experience in 
consulting and product management at IBM, Simon-Kucher & Partners, and 
BMW. In summer 2017, Emily received her MPhil in marketing with distinction 
from Cambridge Judge Business School, University of Cambridge. Upon 
graduation, Emily then joined Bocconi University as a full-time research 
assistant. Emily’s research spans the consumer psychology and judgment and 
decision-making fields. Currently, Emily has three main streams of interest: (1) 
prosocial and charitable behavior, (2) impression management and disclosure 
behavior, and (3) opportunity taking. In one project, Emily examines when 
and why donors penalize charities that have received donations from tainted 
donors. In another project, Emily examines people’s disclosure decisions 
in interactive response situations—finding evidence for an “equal outcome 
disclosure” pattern. In a third project, Emily shows that people sometimes 
reject (low-chance) opportunities, even when they are objectively costless. To 
learn more about Emily’s research, visit her website at emilyprinsloo.com.
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FRANZISKA SCHMID
Pennsylvania State University 
2021 Fellow

Franziska Schmid is a doctoral candidate in the marketing 
department at the Smeal College of Business. She has 
a BA in international business from Dickinson State 
University and an MBA with concentrations in marketing 

and strategy from Penn State. Her research interests include social networks, 
B2B sales, CRM, and social influence. Her current research focuses on helping 
marketers understand the value of interactions between individuals and firms 
within different stakeholder networks (e.g., salesperson networks, online social 
media networks). Some of her work has been published in Industrial Marketing 
Management. Prior to joining academia, she managed several product lines for 
Triumph International in the German, Austrian, and Swiss markets. As an MBA 
summer intern, she worked for BMW in the German Marketing Team for MINI 
Accessories.

RUMELA SENGUPTA
University of Illinois at Chicago 
2021 Fellow

Rumela Sengupta is a doctoral candidate of marketing 
at the University of Illinois at Chicago. She defended 
her dissertation proposal in May 2021 and is on track to 
receive her PhD in spring 2022. Her primary research 

interest lies in studying the influence of human-technology interactions 
on consumer behavior, specifically consumer perceptions of advanced 
technologies and the role of these perceptions in augmented decision making. 
Particularly, her dissertation work on AI-powered chatbots examines the 
influence of anticipated embarrassment on consumers’ preference for using 
chatbots. Her first essay found that when faced with a decision of whether to 
use a chatbot to conduct a search, consumers are less likely to do so when 
they anticipate feeling embarrassed about the search than when they do not, 
and this reluctance results from a sense of perceived social presence while 
interacting with a chatbot. Additionally, two of her other projects examine 
different downstream consequences (e.g., increased indulgence and stress 
management) of human-technology interaction (e.g., with smart devices and 
avatars). She also has a set of projects that examine myriad factors influencing 
consumer judgement and decision making (e.g., influence of order of risk 
on risk-perception and impact of effect-onset duration on the judgement of 
product effectiveness).

IMAN RAOOFPANAH
Kent State University 
2020 Fellow

Iman Raoofpanah is a PhD candidate in marketing at 
Kent State University. Prior to that, he received his second 
MS from Golden Gate University in San Francisco. Iman’s 
research interests revolve around the effect of eWOM, 

more specifically, online reviews, on consumers and firms. His projects span 
a range of data sources (secondary data, scraped data, and experimental 
data), analytical techniques (finite mixture models, regression, and ANOVA), 
and theoretical foundations. In his first dissertation essay, Iman relaxes the 
assumption of homogeneity (prevalent in prior studies) in consumers when it 
comes to evaluation of review helpfulness and identifies several segments of 
consumers who form their evaluations differently. In his second essay, Iman 
examines the differential interactive effects of utilitarian (helpfulness) and 
hedonic (humor) benefits of reviews on review hosting websites and businesses 
under review. Iman additionally holds a BS in computer engineering and an MS 
in information technology engineering (e-commerce).

SHANA REDD SLEEP
Michigan State University 
2020 Fellow

Shana Redd Sleep is an assistant professor of marketing 
at the University of Nebraska-Omaha. She received her 
MBA at Michigan State University in 2011. Shana has 
held industry positions in CPG consulting, new product 

development, and brand management and has worked with NCH Marketing 
Services, Domino Foods, Kraft Foods, and the Whirlpool Corporation, among 
others. Inspired by her substantive experiences, Shana’s research interests are 
focused on the empirical analysis of firm performance related to marketing 
strategy, including brand management and new product and service 
innovation.



124
2021 AMA-Sheth Foundation Doctoral Consortium

125
2021 AMA-Sheth Foundation Doctoral Consortium

KATIE SPANGENBERG
University of Washington 
2020 Fellow

Katie Spangenberg grew up in Pullman, Washington, and 
earned an undergraduate degree from Gonzaga University. 
After graduation, Katie worked in corporate finance at 
a software company before enrolling in the marketing 

PhD program at the University of Washington. Katie’s research examines how 
consumers perceive brands and how those perceptions influence purchase 
decisions. Her dissertation studies how brands can effectively utilize brand 
archetypes in marketing scenarios. Other research investigates how consumers 
perceive local brands, why consumers value perfect products or brands, and 
how the drive to complete a collection increases cross-purchasing. Katie lives in 
Seattle with her husband and daughter. She enjoys working out, reading athlete 
memoirs, and watching The Great British Baking Show.

GULAY TALTEKIN GUZEL
York University 
2021 Fellow

I am a PhD candidate in marketing at the Schulich School 
of Business, York University. I hold an MS in marketing 
from Bilkent University and a BS in marketing from Middle 
East Technical University. My research interests and 

projects revolve around two contemporary marketing topics: diversity, equity, 
and inclusion (DEI) in consumption contexts, and digital and social media 
marketing. Under the DEI umbrella, I am interested in consumers in positions 
of structural inequality, whether because of their race, gender, sexuality, or 
social class. In digital and social media marketing, I am interested in influencer 
marketing, online communities, connections between traditional and new 
media consumption, and DEI in social media spaces. My goal is to develop 
insights that balance the interests of market actors including policy makers, 
brands, intermediaries, and consumers to benefit society.

NUKET SERIN
Florida International University 
2021 Fellow

Nuket Serin is a fourth-year doctoral candidate in 
the Department of Marketing and Logistics at Florida 
International University (FIU). Her primary research 
interest focuses on consumer well-being and choice 

behavior and branding, social media, and digital communications. She 
published an article in the Journal of Advertising that focuses on the impact 
culture and message framing has on Hispanic consumers’ healthful choices. 
She has presented her research portfolio at 22 major national and international 
academic conferences, including AMA, ACR, AMA Public Policy, and AMTP. 
Additionally, she recently received the Outstanding Graduate Scholar Award 
from the FIU Division of Academic and Student Affairs, an award granted to the 
winner of a university-wide competition recognizing exemplary performance 
in scholarship, leadership, and teaching. She has also recently been awarded 
the FIU Graduate School Dissertation Year Fellowship. Her performance was 
also highlighted in the AMA DocSIG Spotlight Series. Furthermore, she has 
been awarded several grants for her research, including the FIU UGS Graduate 
Student Research Support Award, Carolan Research Institute Grant, and 
FIU CIBER Grant. She is currently a Vice-Chair of Content Management for 
AMA DocSIG and served as a board member (treasurer) for the FIU Business 
Doctoral Student Association.

IKE SILVER
University of Pennsylvania 
2021 Fellow

I’m a rising fifth-year doctoral student in marketing 
and psychology at The Wharton School, University of 
Pennsylvania. My research investigates emerging trends in 
moral and political marketing, and it currently comprises 

two major streams. The first (my dissertation work) explores self-censorship 
and strategic omission in communication—the tactics people use to sidestep 
charged conversations about polarized issues, and the unexpected costs such 
strategies exact. The second explores consumer perceptions of inauthenticity, 
hypocrisy, and virtue-signaling—the judgment processes that govern how 
people react to brands and individuals that take political stands or contribute to 
moral causes.
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ISAMAR TRONCOSO
University of Southern California 
2021 Fellow

Isamar Troncoso is a fourth-year PhD candidate in 
quantitative marketing at Marshall School of Business, 
University of Southern California. Her research explores 
problems related to online marketplaces and digital 

platforms, with toolkits from econometrics, causal inference, and machine 
learning. Her current work explores how different platform design choices lead 
to unintended consequences. In one project, she studies how management 
responses on online review platforms affect their users’ reviewing behavior, 
finding that management responses can lead to selective attrition of female 
reviewers. In another project, she examines the role of profile pictures in online 
labor marketplaces (freelancing platforms), and finds that appearance-based 
perceptions of a worker’s fit for the job can explain hiring outcomes, especially 
when reputation variables are not very diagnostic (e.g., when there is little 
variation in ratings).

SRINIVAS TUNUGUNTLA
University of Wisconsin–Madison 
2020 Fellow

Srinivas is a doctoral candidate at the Wisconsin School of 
Business, majoring in quantitative marketing. His research 
focuses on the development of methods for measuring 
and improving marketing impact, with a particular interest 

in digital ecosystems. Relying on theories of machine learning, psychology, 
and microeconomics, Srinivas develops generalizable causal inference 
methods. He extends these approaches to produce machine learning–based 
decision support systems and explore the game theoretic implications of 
their widespread adoption. Substantively, his research interests include 
effectiveness of digital advertising, exploring moderators of ad response, and 
attribution. His research has appeared in the Journal of Marketing Research and 
the proceedings of Association for the Advancement of Artificial Intelligence. 
Prior to joining the PhD program, Srinivas received his bachelor’s degree in 
electrical engineering from the Indian Institute of Technology Madras, and 
a master’s degree in computer science from the University of Wisconsin–
Madison.

YEGOR TKACHENKO
Columbia University 
2021 Fellow

Yegor Tkachenko is a fifth-year PhD student in quantitative 
marketing at Columbia Business School. Yegor’s research 
centers on designing robust, scalable decision-making 
systems for marketing automation and on legal, ethical, 

and consumer privacy implications of AI use in business settings. Yegor’s thesis 
(work in progress) is titled “Efficient acquisition and ethical use of personal 
data in decision making.” Before commencing his PhD studies, Yegor worked 
for Stanford Intelligent Systems Laboratory, Department of Aeronautics 
and Astronautics, where his research on applied artificial intelligence was 
sponsored by the US Army and SAP. Prior to that Yegor worked for the Global 
Client Insights team at BlackRock. Yegor holds an MS in Management Science 
and Engineering from Stanford University andan  MS in Marketing Science from 
Columbia University. He graduated with a BS summa cum laude in international 
business from the Institute of International Relations, Kyiv National Taras 
Shevchenko University, Ukraine. He grew up in Ukraine and is fluent in English, 
Russian, and Ukrainian.

GEOFF TOMAINO
INSEAD 
2021 Fellow

Geoff Tomaino is a PhD candidate in marketing at INSEAD, 
based on the Singapore campus. He grew up in the 
northwest suburbs of Chicago. He is primarily interested 
in understanding modern marketing situations where 

consumer welfare may inadvertently be being harmed. He examines this 
through a judgement and decision-making lens, largely focusing on consumer 
interactions with technology. Before joining the INSEAD PhD program, Geoff 
worked with the Walt Disney Company while pursuing his BS in Applied 
Economics at the University of Minnesota Twin Cities and worked with them 
afterwards in California and Florida. He subsequently worked across the 
United States on promotional events for brands including Geico, Nickelodeon, 
Nintendo, Allstate, and Toyota. He then received an MSc in Economics from the 
University of Surrey.
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POORNIMA VINOO
Ivey Business School, Western University 
2021 Fellow

Poornima Vinoo is a PhD candidate in marketing 
(consumer behavior) at the Ivey Business School, Western 
University. Her research focuses on financial decisions 
that improve consumer well-being. In her work so far, 

she has looked at how consumers make decisions to invest money for their 
retirement, how they decide to donate to worthy causes, and why they may 
choose moral rewards over financial rewards. Her work is methods agnostic; 
she uses qualitative interviews and dataset analyses to demonstrate real-
world phenomena and experiments to provide evidence for the underlying 
psychological mechanisms driving such decision making. Poornima has an 
MBA from the Indian School of Business (ISB), Hyderabad, a post-graduate 
diploma in journalism and mass communication from the Xavier Institute of 
Communications, Mumbai, and an undergraduate degree in computer science 
from Osmania University, Hyderabad. An experienced industry professional, 
she has worked for over 10 years across start-ups and business conglomerates 
in multiple industries and roles.

KAREN WALLACH
Emory University 
2020 Fellow

Karen Anne Wallach completed her PhD in marketing at 
the Goizueta Business School at Emory University in May 
2021. She will join the University of Alabama in Huntsville 
as a tenure-track assistant professor of marketing in fall 

2021. Karen Anne’s research interests surround corporate social responsibility, 
sustainability, and branding. Her research aims to provide consumer insights 
to address managerially relevant and socially compelling marketing problems. 
Her research has received revision invitations from the Journal of Consumer 
Research and the Journal of Public Policy & Marketing. She has presented 
her research at several conferences such as ACR, SCP, AMS, and SMA. 
Prior to completing her PhD, Karen Anne worked in digital marketing, brand 
management, and marketing research. Karen Anne also earned an MBA from 
Emory University and a BSBA from Washington University in St. Louis. She 
is originally from Miami, Florida. Currently, she is in the process of moving to 
Alabama to begin her new role.

ESTHER UDUEHI
University of Pennsylvania 
2020 Fellow

Esther Uduehi is an incoming assistant professor in 
marketing at University of Washington Seattle and just 
completed her PhD at The Wharton School. She studies 
how language and diversity impact the way consumers 

interact with the marketplace. Using archival data as well as lab and online 
experiments, Esther’s dissertation examines how diversity affects consumption 
experiences via marketing initiatives and language choices made by brands and 
organizations. In addition, Esther’s research shows the effectiveness of person-
centered language for helping stigmatized groups including how it impacts 
donations and public policy support. In addition, she explores multicultural 
marketing’s influence on brand perception and purchase behavior across 
all domains. Esther previously taught mathematics at the Spence School in 
New York City. She received a BA in Mathematics and Chemistry from Indiana 
University and an MSc from the University of Oxford as a Rhodes Scholar.

HELEN VAN DER SLUIS
Arizona State University 
2021 Fellow

Helen is a PhD candidate in marketing at Arizona 
State University’s W. P. Carey School of Business who 
is currently on the job market. She earned her BA in 
Psychology from Columbia University. Her research 

investigates how often-stigmatized social factors such as gender and disability 
both shape and are shaped by the marketplace, and what consequences 
result for consumers, marketers, and policy makers. The first essay of her 
dissertation on responses to gender-based price variation earned Honorable 
Mention for the 2020 ACR/Sheth Foundation Dissertation Award (Public 
Purpose Track). The ongoing research for her second dissertation essay, on 
perceptions of individuals with disabilities in the marketplace, was awarded 
Runner-Up for Best Competitive Paper at the Society for Consumer Psychology 
2021 Conference. As both an academic and individual, she is interested in the 
ways to improve accessibility across different spaces. In her free time, Helen 
enjoys hiking with her dog, doing puzzles, and buying cookbooks.
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QIN WANG
Arizona State University 
2020 Fellow

Qin Wang is a marketing PhD candidate at the W. P. 
Carey School of Business, Arizona State University. 
Her research interests in consumer behavior fall into 
two major streams: cross-cultural consumer behavior 

and environmentally sustainable consumption. Her first stream of research 
focuses on how and why cross-cultural differences (e.g., thinking style and 
self-construal) shape consumers’ consumption preferences to satisfy their 
goals and motivations and is the focus of her doctoral dissertation. Her 
first dissertation essay has won two awards: the 2020–21 SCP-Schumann 
Dissertation Award (Winner), and the 2019 ACR/Sheth Foundation Dissertation 
Award for Cross-Cultural Research (Honorable Mention). Her second 
dissertation essay won the 2020 Robert B. Cialdini Distinguished Research 
Award at ASU. In another stream of research, she explores ways to facilitate 
sustainable consumption and to explain the complexity of sustainable 
consumer behavior. She has presented her research at conferences including 
the Association for Consumer Research and the Society for Consumer 
Psychology. Prior to joining the doctoral program, Qin received her BA in 
Business Administration from Xi’an Jiao Tong University and her MS in 
Marketing from Shanghai Jiao Tong University. In her free time, Qin enjoys 
making crafts, cooking, aerial yoga, and Zumba.

NATHAN WARREN
University of Oregon 
2020 Fellow

Nate Warren just graduated from the University of Oregon 
and is thrilled to be joining the faculty at BI Norwegian 
Business School this fall. Nate’s dissertation research, 
which won awards from the Academy of Marketing 

Science and the Organization of Frontlines Research, examines how apps 
and other digital technologies have disrupted tipping norms across service 
industries. For example, a paper published in the Journal of Service Research 
examines the effects of requesting a tip before, rather than after, serving 
customers. Nate’s other research examines the effects of social disruptions 
on consumers. One paper, published by the Journal of the Association for 
Consumer Research, uncovers evidence for a pervasive sleep-deprived 
masculinity stereotype. Another paper, which has been invited for revision by 
the Journal of Consumer Research, examines the paradoxical sustainability of 
passionate consumption. When he is not researching marketplace changes 
that confuse and fascinate him, Nate can be found frolicking about in the 
mountains.

CHUTIAN WANG
University of Maryland 
2021 Fellow

Chutian Wang is a PhD candidate in marketing at the 
University of Maryland, College Park. He studies media 
and information markets using analytical models. His 
research focuses on the consumption and provision of 

information, pricing strategy of media platforms, and product line design of 
media platforms. He has presented his research at the INFORMS Marketing 
Science Conference, the Marketing Dynamics Conference, and the UT Dallas 
FORMS conference. He received an MS in Marketing Analytics from the 
University of Maryland, College Park, and a BA in Economics from Peking 
University, Beijing.

HAO WANG
University of South Florida 
2021 Fellow

Hao Wang is a PhD candidate in marketing at the 
University of South Florida (USF). His research interests 
focus on selling and sales management. He has interests 
in empirically accessing managerially oriented research 

on issues related to salesforce effectiveness. He has published research in the  
Journal of the Academy of Marketing Science (forthcoming) and the Journal of 
Personal Selling & Sales Management, among others. His research was honored 
with the 2021 James M. Comer Award for the Best Contribution to Selling and 
Sales Management Theory. One of his dissertation essays received the Hunt/
Deitz/Hansen Best Doctoral Paper Award at the National Conference in Sales 
Management 2021. He presented his research at major academic conferences 
such as the American Marketing Association Conference and the Academy of 
Management Annual Meeting. Moreover, he taught marketing research and will 
teach digital marketing and sales management at USF.
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KAIYANG WU
University of Wisconsin–Madison 
2021 Fellow

Kaiyang is a doctoral candidate in marketing at the 
Wisconsin School of Business, University of Wisconsin–
Madison. His dissertation work focuses on the escalation 
of political polarization, its negative impact on consumer 

welfare, and strategies firms can use to effectively engage in sociopolitical 
activism. He also examines biases in product efficacy judgment by looking 
at how such judgment varies by judgment-targets and how product efficacy 
claims affect consumer choice. Kaiyang’s research has been published by 
the Journal of Economics Psychology and the Journal of Business Research. 
Recently, his work on self-other difference in product efficacy judgment has 
been conditionally accepted by the Journal of Consumer Research. Prior to his 
PhD, Kaiyang received an MS in Hotel Administration and an MA in Economics 
from the University of Nevada, Las Vegas, where he gave a commencement 
speech in the Thomas & Mack Center. Kaiyang previously worked in Crowne 
Plaza, and enrolled in mentorship programs in both Palace State Hotel & 
Casino and the Venetian Las Vegas. He also gave a TED Talk in 2016.

VIVIAN (JIERU) XIE
Virginia Tech 
2020 Fellow

Vivian (Jieru) Xie is a PhD candidate in marketing at the 
Pamplin College of Business, Virginia Tech. Vivian aims to 
conduct research to promote consumer and social welfare 
by advancing people’s knowledge about the antecedents 

and consequences of judgment and decision-making biases. Her research 
interests span two domains. Vivian focuses primarily on understanding how 
consumers make sustainable disposal decisions. Her dissertation examines 
how ownership affects individuals’ disposal decisions of their current 
possessions, including food waste behavior and recycling decisions. In her 
second domain of interest, Vivian seeks to understand how consumers 
process numerical information—specifically, how different ways of presenting 
numerical information (e.g., time, ranking information, distribution) impact 
cue integration and evaluation. Prior to joining VT, Vivian received a bachelor’s 
degree in business administration and a master’s degree in marketing from 
Shanghai Jiao Tong University, China.

ROMAN WELDEN
University of Tennessee 
2021 Fellow

Roman Welden is a marketing PhD candidate at the 
University of Tennessee. Roman’s research explores the 
intersection of marketing strategy and consumer behavior 
across digital platforms, in particular video games. He 

currently has papers invited for revision at the Journal of Marketing, the Journal 
of Marketing Research, and the International Journal of Research in Marketing.

PHILLIP WISEMAN
University of Houston 
2020 Fellow

Phillip Wiseman is a doctoral student pursuing his PhD in 
marketing at the University of Houston’s Bauer College 
of Business. Prior to beginning his doctoral studies, 
he worked as a business analyst for a technology and 

management consulting firm serving companies in the financial services 
industry. He also has experience working in marketing and operations within 
both the hospitality and education services industries. He is a quantitative 
strategy researcher with a methodological interest in econometrics, as well 
as a substantive interest in sales force management issues related to training 
and development, incentive design, and the implications of digital innovations 
for the sales force. He received a BA in Sociology from the George Washington 
University and an MBA from Rollins College Crummer Graduate School of 
Business.
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ZHEN (JEREMY) YANG
MIT 
2020 Fellow

Jeremy Yang is a PhD candidate at MIT Sloan School 
of Management. His research focuses on developing 
algorithmic solutions that combine economic and 
behavioral insights with machine learning and causal 

inference to optimize managerial decisions such as advertising, targeting, 
and pricing. He is also broadly interested in the creator economy. He is joining 
Harvard Business School as an assistant professor.

YI YIN
University of Texas at San Antonio 
2021 Fellow 

Yi Yin is a doctoral candidate in marketing at the 
University of Texas at San Antonio. Her research focuses 
on digital marketing, user-generated content, and 

advertising. Yi’s dissertation highlights how firms can leverage user-generated 
and firm-controlled marketing communication strategies to increase marketing 
performance. In her dissertation essays, she uses a multi-method approach 
involving Bayesian dynamic linear estimations, machine learning techniques, 
lab experiments, and surveys. One of her dissertation essays is invited for 
revision and resubmission by the Journal of Marketing Research. Prior to 
joining the doctoral program at UTSA, Yi received a master’s degree from 
the University of Illinois at Urbana-Champaign and a bachelor’s degree in 
economics from Xiamen University.

HAIYUE (FELIX) XU
Penn State 
2020 Fellow

I am a PhD candidate in marketing at the Smeal College 
of Business at the Pennsylvania State University. My 
research focuses on consumer judgment and decision 
making in marketing contexts with moral and/or 

prosocial implications, such as corporate social responsibility, sustainability, 
and company moral transgressions. My work also examines consumers’ 
own prosocial and immoral behaviors in the marketplace. Specifically, my 
dissertation research takes a multi-method approach (using secondary 
data, field studies, and experiments) to explore how consumers respond 
to various company practices with negative moral implications (e.g., moral 
transgressions, waste, and profitability). I also conduct research on cross-
cultural consumer behavior, and in particular the ways cultural values 
shape consumer moral judgment and prosocial/immoral behaviors in the 
marketplace. My work has been published and/or is under review at premier 
marketing journals (e.g., Journal of Consumer Research).

LINA XU
New Mexico State University 
2020 Fellow 

Lina Xu is a PhD candidate at New Mexico State University. 
Before joining the PhD program, Lina worked as a lecturer 
in China, teaching and mentoring college students for 
more than a decade. Most recently, she taught consumer 

behavior and principles of marketing over eight semesters through her 
affiliation with the New Mexico State University PhD program. Her research 
interests broadly focus on consumer judgment and decision making. Lina 
presented her research work at the ACR (Association for Consumer Research), 
SCP (Society for Consumer Psychology), and AMA (American Marketing 
Association) annual conferences. She received the 2019 McCarter Research 
Award, 2019 Sautter Endowed Scholarship, and 2019 Watts Fellowship Award. 
She was a fellow for the Society for Marketing Advance Doctoral Consortium 
(2020, virtual) and has been selected to represent New Mexico State University 
Marketing at the AMA-Sheth Foundation Doctoral Consortium (2020–21).
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GUANG ZENG
University of Rochester 
2021 Fellow

Guang Zeng is a PhD student at Simon Business School, 
University of Rochester. He is interested in developing and 
applying debiased machine learning to causal inference, 
policy learning, and structural estimation in economics 

and quantitative marketing. Examples include the evolution of the grocery 
industry and the effectiveness of online advertising campaigns.

MENGXIA ZHANG
University of Southern California 
2020 Fellow

Mengxia Zhang is an assistant professor in marketing at 
the Ivey Business School, Western University, Canada. 
Mengxia’s research focuses on artificial intelligence and 
new media. In her job market paper, she uses machine 

learning methods to investigate whether consumer-posted photos can serve as 
a leading indicator of restaurant survival above and beyond reviews and other 
known factors. This paper received a minor revision at Management Science, 
and it won the 2018 ISMS Doctoral Proposal Competition Award and the 2018 
Shankar-Spiegel Award Runner-up. In her other papers, she has studied the 
topics of consumer-AI co-creation and knowledge sharing. Prior to joining Ivey, 
Mengxia completed her PhD at the University of Southern California (USC). At 
USC Marshall, she has been granted a PhD Student Outstanding Researcher 
Award for her research excellence and was nominated for the PhD Student 
Teaching Award for her teaching excellence. In her spare time, Mengxia enjoys 
photography.

TIANJIAO YU
Washington University in St Louis 
2021 Fellow

April is a fourth-year PhD candidate in marketing at 
Washington University in St. Louis. Her research interests 
broadly cover the areas of consumer behavior and 
decision making. In particular, her research projects focus 

on two areas. First, she is interested in consumers’ financial decision making. 
In her dissertation, she examines how consumers treat money refunded from 
previous purchases. Second, she investigates how consumption sends signals 
about moral character, often in unexpected ways. For example, her ongoing 
project studies how we judge other consumers by their desire to purchase 
a product. Prior to entering the PhD program, April received her bachelor’s 
degree in psychology from Tsinghua University.

ZHIHAO (MAX) YU
University of South Florida 
2020 Fellow

Zhihao Yu (PhD in marketing―University of South Florida) 
is an assistant professor of marketing at the University 
of Nebraska at Omaha. Zhihao is a behavioral researcher 
studying digital marketing and personal selling. Prior 

to academia, he worked in the luxury industry as a digital brand manager for 
several international luxury brands (Bang & Olufsen, Royal Asscher, etc.). As 
a former marketing practitioner with strong industry contacts, he is keen to 
collaborate with companies for his class and scientific studies to help solve 
their problems and capitalize on their opportunities. For his research, he has 
recently teamed up with companies to improve their sales effectiveness, online 
shopping experience, and relationship marketing (referral programs) practices. 
Zhihao has presented his work at major conferences including AMA, ACR, SCP, 
and AMS.
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SHENGYU ZHU
University of Rochester 
2020 Fellow

Shengyu Zhu is a fifth-year marketing PhD candidate at 
Simon Business School, University of Rochester. He is 
broadly interested in empirical quantitative marketing. 
His research interests include product pricing, promotion, 

and advertising. In terms of methodology, he mainly uses structural-model 
and causal-inference techniques. His job market paper examines the effect of 
surcharges on churn and how salespersons waive the surcharge for consumers 
in the automobile maintenance industry. In addition to his job market paper, he 
has two working papers. The first working paper (with Yufeng Huang, Mitchell J. 
Lovett, and James Prinzi) studies consumers’ inter-temporal decision making 
regarding the mail-in rebate empirically. The second working paper (with 
Yufeng Huang) studies how contestants respond to different contest designs 
of the crowdsourcing contest. Prior to joining the PhD program, Shengyu 
completed a bachelor’s degree in economics at the Central University of 
Finance and Economics.

LEI ZHUANG
University of Minnesota 
2021 Fellow

Lei is a fifth-year PhD student in the Department of 
Marketing at the University of Minnesota. Her research 
interest lies in online advertising, digital marketing, 
and information economics. Advances in data analysis 

contribute to the rapid growth of online advertising. At the same time, ad 
platforms adopt several policies to make online advertising more effective. 
In her research projects, she investigates the impact of these policies (e.g., 
cookies and quality score) on market outcomes. In her job market paper, she 
is studying how the dynamic learning of consumer information influences 
both advertisers’ online bidding strategies and the ad platform’s revenue. 
Her research also belongs to the area of information economics. She mainly 
focuses on how information asymmetry affects the competition between 
players and the efficiency of the market.

2020 AND 2021 NOMINATED FELLOWS NOT IN ATTENDANCE

We also want to recognize Fellows who were unable to attend due to challenges 
presented by the pandemic.

2020 NOMINATED FELLOWS NOT IN ATTENDANCE 

Deborah Abrams, Georgia Institute of Technology
Amit Agarwal, Georgia State University
Gunben Aksu, Rutgers University
Christopher Amaral, Queen’s University
Natasha Bhatia, Northwestern University
Gunes Biliciler, University of Texas at Austin
Jia Chen, University of Illinois at Chicago
Yunqing Chen, The Chinese University of Hong Kong
Anwesha De, Indiana University
David Defranza, University of Utah
Ipek Demirdag, University of California, Los Angeles
Brianna Escoe, University of Cincinnati
William Fritz, University of Oxford
John Galvan, University of Mississippi
Selin Goksel, London Business School
Ali Goli, University of Chicago
Sarah Grace, University of Arkansas
Oden Groth, Baruch College, CUNY
Serena Hagerty, Harvard University
Dominik Hettich, Goethe University Frankfurt
Liang Huang, University of Arizona
Kaushik Jayaram, University of Georgia
Shreya Kankanhalli, Stanford University
Byungyeon Kim, Harvard University
Dongeun Kim, University of Iowa
Jessica Kim, University of California, San Diego
Nicole Kim, University of Maryland
Argiro Kliamenakis, Concordia University
Rebecca Krause, Northwestern University
Xing Lan, University of Texas at Austin
Jieun Lee, University of Connecticut
June Lee, McGill University
Nicholas Light, University of Colorado Boulder
Fatemehalsadat (Fatima) Madani, Monash University
Suyun Mah, Indiana University
Nikhil Malik, Carnegie Mellon University
Anastasia Nanni, Bocconi University
Alec Pappas, Florida State University
Hyewon Park, University of California, Irvine
Sang Kyu Park, University of Florida
Paul Parker, INSEAD
Yi Peng, Singapore Management University
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Nick Pretnar, Carnegie Mellon University
Prashant Rajaram, University of Michigan
Saurabh Rawal, University of Alberta
Julia Reinhard, University of Cologne
Gustavo Schneider, University of South Carolina
Aysu Senyuz, University of Central Florida
Steve Shaw, University of Michigan
Qiaoni Shi, University of Pittsburgh
Khimendra Singh, University of North Carolina
Shilpa Somraj, University of Nebraska–Lincoln
Emanuela Stagno, BI Norwegian Business School
Anshu Suri, HEC Montréal
Jasper Hong Jun Teow, National University of Singapore
Patricia Torres Gouveia, Florida International University
Kimberley Van Der Heijden, Maastricht University
Qiyuan Wang, University of British Columbia
Ryan Wang, University of Minnesota
Yijie Wang, Hong Kong Polytechnic University
Gizem Yalcin, Erasmus University
Li Yang, Rice University
Jesse Yao, University of California, Berkeley
Yunlu Yin, The University of Hong Kong
Qianyun (Poppy) Zhang, New York University
Clarice Zhao, University of Toronto

2021 NOMINATED FELLOWS NOT IN ATTENDANCE

Nazli Alagaz, Tilburg University
Mimansa Bairathi, London Business School
Martina Cossu, Bocconi University
Charles Ebert, Cambridge Judge Business School
Mohsen Foroughifar, University of Toronto
Rishad Habib, University of British Columbia
Minju Han, Yale University
Taehoon Im, Rice University
Carissa Kim, University of Nebraska–Lincoln
Faith (Wanyu) Li, McGill University
Zhe Lin, National University of Singapore
Mengmeng Liu, The Chinese University of Hong Kong
Nea North, University of California, Irvine
Lane Peterson, Florida State University
Martina Pocchiari, Rotterdam School of Management
Mohsen Pourmasoudi, University of Houston
Tanya Singh, Concordia University
Camilla (Eunyoung) Song, University of Florida
Meng Wang, Hong Kong Polytechnic University
Ying Ying Xue, Singapore Management University
Shunyao Yan, Goethe University Frankfurt, Germany
Guang Zeng, University of Rochester
Lei Zhuang, University of Minnesota

Kelley Marketing Faculty



143
2021 AMA-Sheth Foundation Doctoral Consortium

KELLEY SCHOOL OF BUSINESS MARKETING FACULTY

VIVEK ASTVANSH

Vivek studies how marketing can help firms overcome 
adverse situations such as product recalls, consumer 
complaints, data breaches, and bankruptcy. He writes 
conceptual and empirical papers, relying on machine 
learning and econometric modeling. He teaches 
marketing analytics in the undergraduate program.

RAYMOND BURKE

Raymond R. Burke is the E. W. Kelley Professor of 
Business Administration at Indiana University’s Kelley 
School of Business and founding director of the school’s 
Customer Interface Laboratory, a state-of-the-art facility 
for investigating how customers interact with new retail 
environments and technologies. Ray’s research focuses 
on understanding the influence of point of purchase 

factors on consumer shopping behavior. His articles have appeared in various 
journals, including the Harvard Business Review, Journal of Consumer Research, 
Journal of Marketing, Journal of Marketing Research, and Marketing Science. He 
is also coauthor of the book ADSTRAT: An Advertising Decision Support System. 
Ray teaches applied marketing research and advanced shopper research in the 
MBA and PhD Programs, respectively, and was recognized by Poets&Quants 
as one of the top 50 business school teachers in the world. Prior to joining IU, 
he served on the faculties of the Harvard Business School and the University 
of Pennsylvania’s Wharton School. He has consulted for a number of leading 
companies in consumer goods and service industries and his virtual shopping 
technology has been used by marketing research firms around the world.
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AMIR FAZLI

Amir joined the Department of Marketing at the 
Kelley School of Business in 2018. He earned his PhD 
in marketing at the University of Washington. Amir’s 
research primarily focuses on cloud computing and its 
marketing implications. He has studied autoscaling in 
cloud computing and spot pricing of cloud resources. His 

other area of research is market spillovers in multimarket competition. Amir’s 
research has been published in Management Science.

BETH FOSSEN

Beth L. Fossen is an assistant professor of marketing at 
the Kelley School of Business at Indiana University. She 
earned her PhD in marketing at Emory University. Beth 
is an empirical modeler, and her primary research areas 
include advertising, online word-of-mouth, social media, 
and political marketing. Her research has been published 

in Marketing Science, Journal of the Academy of Marketing Science, Customer 
Needs and Solutions, and Journal of the Association for Consumer Research. 
She was also awarded the ISMS Doctoral Dissertation Proposal Competition 
Award and the MSI Alden G. Clayton Doctoral Dissertation Proposal 
Competition Award and was a finalist for the John D. C. Little Award (awarded 
annually for the best marketing paper published in an INFORMS journal). 
Prior to joining academia, Beth worked as a political consultant and campaign 
manager.

KATHERINE CHRISTENSEN

Kate Christensen examines how people make connections 
to themselves and others across time and explores 
how we can use these insights to improve overall 
consumer welfare. In her primary stream of research, 
she investigates how time-based behavioral appeals can 
better help consumers reach their long-term financial 

goals, and she studies how a connection to the past shifts consumer valuations. 
In a second stream of research, she uses experiments and smartphone data 
to examine inequality. Before entering academia, Kate worked as a digital 
marketer at the Walt Disney Company and Sony Pictures Television. She is 
currently an acting assistant professor in the Department of Marketing at the 
Kelley School of Business. Her dissertation won the UCLA Anderson School of 
Management’s Xavier Drèze Prize.

KORAY COSGUNER

Koray joined the Kelley School of Business in 2018. 
Prior to joining Kelley, he was an assistant professor of 
marketing at Georgia State University. He got his PhD in 
marketing from Washington University in St. Louis. Koray 
is a quantitative modeler. In his research, he develops 
econometric models to study firm and consumer 

decisions to gain substantive marketing insights. He uses a variety of methods 
such as dynamic programming, optimization, computational game theory, 
choice, count, hazard, diffusion, and hidden markov and copula models. His 
research has been published by top-tier marketing and business journals 
such as Marketing Science, Management Science, and Journal of Marketing 
Research.
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NIKET JINDAL

Niket’s research focuses on marketing’s effect on firm 
value and risk. Within this domain, he is particularly 
interested in marketing’s role in the context of bankruptcy. 
His research has been published in Journal of Marketing, 
Journal of Marketing Research, and Marketing Science and 
has been featured in managerial outlets such as Harvard 

Business Review. He received the American Marketing Association’s Mathew 
Joseph Emerging Scholar Award in 2015 and was awarded Indiana University’s 
Kelley School of Business 3M Junior Faculty Award in 2017, 2018, and 2019. 
He teaches marketing analytics to undergraduate students and business-to-
business marketing to executives. Before joining academia, he spent 14 years in 
the semiconductor industry working in engineering, marketing, and strategy.

MANSUR KHAMITOV

Mansur joined the Department of Marketing in January 
2021. He is an assistant professor of marketing and a vice 
chair of the American Marketing Association’s CBSIG. 
His research stream focuses on consumer information 
processing particularly in relation to branding (brand 
transgressions, brand relationships, brand loyalty) and 

financial decision making (money, saving, gambling). Mansur’s research has 
been published in the leading marketing (Journal of Consumer Research, 
Journal of Marketing, Journal of Consumer Psychology, Journal of the Academy 
of Marketing Science), psychology (Journal of Experimental Psychology, 
Cognition), and popular press (Harvard Business Review) outlets. He has been 
recognized as a 2020–21 Research in Practice Award Co-Winner and 2017–18 
Rising Star by the American Marketing Association’s Consumer Behavior 
Special Interest Group as well as a 2017 Highly Commended Doctoral Research 
Award recipient by Emerald/EFMD. Mansur’s research and opinion pieces have 
been quoted or featured by Forbes, The Economist, Harvard Business Review, 
Washington Post, CNA, Medium, Today, Herald-Tribune, The Business Times, 
and the American Marketing Association among others.

SHYAM GOPINATH

Shyam received his PhD from Kellogg School of  
Management, Northwestern University, his master’s in 
industrial management from IIT Madras, and a master’s 
in statistics from the University of Virginia. Previously, he 
was an assistant professor of marketing and David Eccles 
Emerging Scholar at the University of Utah. He serves on 

the editorial review board of Journal of Marketing. In addition, he is a reviewer 
for doctoral dissertation awards and leading marketing journals such as 
Marketing Science, Management Science, and Journal of Marketing Research. 
Shyam’s research focuses on two areas: studying the impact of online word 
of mouth on firm performance, and understanding customer purchasing 
behavior in non-contractual settings using probability models. His research has 
been published in top marketing research outlets such as Marketing Science, 
Management Science, Kellogg on Marketing, and Kellogg Insight. His PhD thesis 
won the DMEF Shankar-Spiegel Dissertation Competition. Selected media 
coverage of his work includes BNET, MIT Sloan Management Review, Examiner, 
MediaPost, KSL, and Dow Jones.

XIAN GU

Xian Gu is an assistant professor in marketing at the Kelley 
School of Business at Indiana University. She received her 
PhD in marketing from University of Maryland in 2019. 
Her research interests are in quantitative marketing with 
applications of econometric models, Bayesian methods, 
and field experiments to the substantive areas of digital 

marketing focusing on mobile marketing, freemium model, online reviews, and 
livestreaming commerce. Her paper, “Selling the Premium in Freemium,” was 
published in the Journal of Marketing and was a finalist for the 2018 Marketing 
Science Institute/H. Paul Root Award and a runner-up for the 2019 Donald R. 
Lehmann Award.



148
2021 AMA-Sheth Foundation Doctoral Consortium

149
2021 AMA-Sheth Foundation Doctoral Consortium

KRISTA J. LI

Krista J. Li is a tenured associate professor of marketing 
and Weimer Faculty Fellow at the Kelley School of 
Business at Indiana University. She received her master’s 
degree in international relations and economics from 
Yale University and her doctoral degree in marketing 
at Texas A&M University. Krista conducts research 

on behavior-based targeting, product design, behavioral game theory, and 
channel strategies in the Marketing-OM interface. Her research has appeared 
in Marketing Science, Management Science, Journal of Marketing Research, 
Journal of Marketing, Manufacturing and Service Operations Management, 
Production and Operations Management, and International Journal of 
Research in Marketing. Krista serves on the editorial review boards of Journal 
of Marketing Research and Decision Sciences Journal and was selected as an 
MSI Young Scholar in 2021. She has taught undergraduate, MBA, and EMBA 
courses and received the Dean’s Award for Outstanding Teaching and the 
Dean’s Award for Outstanding Research at Mays Business School of Texas A&M 
University. Krista also received the Mary Kay Dissertation Proposal Competition 
award and was selected as a fellow of the AMA-Sheth Doctoral Consortium 
and the Inaugural AMS Doctoral Consortium. For seven years, she worked in 
the marketing consulting industry for clients in consumer packaged goods, 
automotive, retail, telecommunications, and pharmaceutical industries.

SHIBO LI

Shibo Li is John R. Gibbs Professor of Marketing at 
the Kelley School of Business, Indiana University. His 
research interests include consumer dynamics, customer 
relationship management, digital marketing, marketing 
analytics, shopper marketing, and quantitative models 
in marketing. His research has appeared in Marketing 

Science, Journal of Marketing Research, Journal of Marketing, Information 
Systems Research, Journal of the Academy of Marketing Science, and Journal of 
Interactive Marketing. Professor Li was selected as an MSI Young Scholar by the 
Marketing Science Institute in 2009, and won the Faculty Research Award in 
2012, the Arthur M. Weimer Faculty Fellowship from 2011–16, and the 3M Junior 
Faculty Grant Award at the Kelley School of Business at Indiana University 
in 2008–10. He was the winner of the John A. Howard Doctoral Dissertation 
Award of the American Marketing Association in 2004 and received the 
CART Research Frontier Award from Carnegie Mellon University in 2006. His 
dissertation also won the William Cooper Dissertation Award at Carnegie 
Mellon University in 2003. Professor Li served on the editorial review board 
of Marketing Science from 2007–08 and has been a member of the editorial 
review board of Journal of Marketing since 2018.

SHANKER KRISHNAN

Shanker’s research focuses on the role of memory in 
various consumption situations. Specific projects focus 
on memory interference processes, implicit memory for 
brand information, and role of memory in brand equity, 
brand associations, and brand extensions. His executive 
education experiences include IBM, 3M, Ingersoll-Rand, 

GE Aviation, Cummins, Eli Lilly, Carlisle, and Samsung.

ASHOK LALWANI

Ashok’s research focuses on the role played by cultural 
factors in shaping consumers’ judgments, behaviors, and 
responses. Another research stream examines biases in 
consumers’ price perceptions. Ashok has published more 
than a dozen articles in scholarly journals such as Journal 
of Consumer Research, Journal of Marketing, International 

Journal of Research in Marketing, Journal of Personality and Social Psychology, 
and Journal of Consumer Psychology. Prior to joining the Kelley School, Ashok 
taught marketing courses at Temasek Polytechnic, Singapore, the University 
of Illinois at Urbana-Champaign, and the University of Texas at San Antonio. 
He also held an executive position in the marketing division of a multinational 
firm. Ashok has won numerous awards for his research and teaching. He is the 
recipient of the President’s Distinguished Award for Research Achievement, 
and the Dean’s Research Excellence Award, both at the University of Texas at 
San Antonio. His co-authored paper titled “The Horizontal/Vertical Distinction 
in Cross-Cultural Consumer Research” was one of the top 20 most-cited 
articles in the Journal of Consumer Psychology, 2006–11. He was also on the 
list of excellent instructors (top 10% campus-wide rated as outstanding), at the 
University of Illinois at Urbana-Champaign and is the recipient of the Board of 
Trustees Teaching Award at Indiana University and the Research Award at the 
Kelley School of Business, Indiana University.
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NEIL MORGAN

Neil joined the marketing department in fall 2005. His 
research focuses on marketing strategy, appearing in 
leading journals such as Journal of Marketing, Marketing 
Science, Strategic Management Journal, Journal of 
Operations Management, Decision Sciences, International 
Journal of Research in Marketing, Journal of the Academy 

of Marketing Science, Journal of Product Innovation Management, and Industrial 
Marketing Management. He is currently co-editor of Journal of Marketing; an 
associate editor at Journal of the Academy of Marketing Science; a member of 
the editorial boards of Journal of International Marketing, International Journal 
of Research in Marketing, and Journal of International Business Studies; and 
an ad hoc reviewer for Journal of Marketing Research, Marketing Science, 
and Management Science, among others. Neil teaches brand management 
at the MBA level and marketing strategy at the MBA and doctoral levels. He 
also teaches special topics at the doctoral level. He was selected as a “Top 
Professor” in 2005 by Businessweek and listed as one of the “Top 10 Most 
Popular Professors” in the US by Businessweek in 2011. He also received the Eli 
Lilly MBA teaching award for 2008, 2009, 2010, 2011, and 2012. Prior to joining 
academia, Neil worked as a management consultant.

DIONNE NICKERSON

Dionne A. Nickerson is an assistant professor of marketing 
at the Kelley School of Business. She received her PhD 
in business administration with a focus on marketing 
from the Georgia Institute of Technology in Atlanta, 
GA. Her research examines the impact of sustainability 
and corporate social responsibility (CSR) on marketing 

strategy and firm outcomes. In her current research, she takes a multimethod 
approach to understand how, contingent on brand reputation, different types 
of CSR affect brand sales. She also explores the impact of the chief marketing 
officer on the relationship between CSR and firm financial performance. 
She received the Emerald/EFMD Outstanding Doctoral Research Award in 
Marketing 2018 for her dissertation work. She, along with her co-authors, 
was recently awarded “Best Paper in Track” for the Sustainability, Social 
Responsibility, and Ethics track at the 2020 AMA Winter Conference. Before 
becoming an academic, she worked in technology consulting, advising clean 
technology start-ups funded through the EPA’s Small Business Innovation 
Research (SBIR) program on marketing strategy, and taught English through 
the Teaching Assistant Program in France (TAPIF).

GIRISH MALLAPRAGADA

Girish is Weimer Faculty Fellow and associate professor 
of marketing at the Kelley School of Business, Indiana 
University. His research interests include open innovation, 
social networks, new product development, and inter-firm 
relationships. He has published across the top academic 
journals in marketing including Journal of Marketing, 

Marketing Science, Journal of Marketing Research, and Management Science. 
He is also on the editorial boards at Journal of Marketing and Journal of 
Marketing Research. He teaches in the highly ranked Kelley Direct Online  
MBA program.

ERICK MAS

Erick will join the marketing faculty at Kelley School 
of Business in fall 2021. He is currently a postdoctoral 
fellow at the Owen Graduate School of Management, 
Vanderbilt University. Erick has a PhD in marketing 
from the University of North Texas, an MBA from Barry 
University, and a BA in Marketing from the University of 

Puerto Rico in Mayagüez. His research uses consumer psychology to draw 
strategic consumer insights centered around the influence of social class, 
political ideology, and emotional intelligence on marketplace behaviors. His 
work has been published in the Journal of Consumer Research and the Journal 
of Consumer Psychology. Erick’s professional background is in advertising and 
digital marketing.
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ROM SCHRIFT

Rom Schrift is an associate professor at the Kelley School 
of Business, Indiana University. Prior to Joining Kelley, 
Rom was an assistant professor at the Wharton School 
and received his PhD from Columbia University. Rom 
studies consumer behavior, focusing on judgment and 
decision making, and teaches systematic approaches 

to creativity. Rom’s work has been published in top-tier academic journals 
including Journal of Consumer Research, Journal of Marketing Research, 
Journal of Consumer Psychology, and Psychological Science. Rom’s research 
received several awards and recognitions, including multiple Best Paper 
awards, and he was the finalist for the 2016 William F. O’Dell Award. Prior to  
his academic career, Rom worked as an R&D engineer and as a marketing 
research consultant.

REBECCA SLOTEGRAAF

Rebecca J. Slotegraaf is professor of marketing and Neal 
Gilliatt Chair in Marketing at the Kelley School of Business, 
Indiana University. Rebecca’s research focuses broadly on 
new product introduction and design, brand strength, and 
marketing assets and capabilities. Her work has appeared 
in the Journal of Marketing Research, Journal of Marketing, 

Journal of the Academy of Marketing Science, Journal of Product Innovation 
Management, and other top marketing and management journals. Rebecca 
serves as an area editor for Journal of Marketing and Journal of Product 
Innovation Management and on the editorial review boards of JAMS, IJRM, and 
Journal of International Marketing. She was the chairperson of the Doctoral 
Programs from 2015 to 2021, and currently serves on the AMA Foundation. 
She has received several awards, including the Jagdish N. Sheth Award for best 
paper published in JAMS, the IU Trustees Teaching Award, and a Kelley School 
of Business Innovative Teaching Award. She teaches new product development 
at the undergraduate, MBA, and PhD levels.

JENNY OLSON

Jenny Olson is an assistant professor of marketing at 
Indiana University’s Kelley School of Business. She earned 
her PhD in marketing from the Ross School of Business 
at the University of Michigan. Olson’s research centers 
on consumption in interpersonal contexts, focusing on 
(1) dyadic influences (e.g., the interplay between financial 

decision making and relationship formation and quality) and (2) judgments 
of self and others (e.g., marketplace morality and, in particular, the inferences 
people draw from others’ consumption choices). Jenny’s research has been 
published in Journal of Consumer Research and International Journal of 
Research in Marketing and has received coverage in mainstream publications 
including the Chicago Tribune, Huffington Post, MSN Money, Time Magazine, 
and Washington Post. Olson has taught undergraduate courses on consumer 
behavior and marketing management, as well as a PhD seminar on consumer 
financial decision making.

LOPO REGO

Lopo joined the Department of Marketing at the Kelley  
School of Business in fall 2011. His research interests 
focus on understanding how marketing strategies, 
investments, and actions (e.g., advertising, customer 
relationship management, brand strategy, etc.) influence 
firm performance outcomes (ranging from product 

market performance to financial performance and other corporate goals), and 
ultimately contribute to shareholder value. The main goals of his research are to 
identify generalizable patterns regarding how marketing strategies and actions 
explain differences in firm performance, and to understand the boundary 
conditions for these observed patterns. His research has been published in 
outlets such as Journal of Marketing, Journal of Marketing Research, Marketing 
Science, Journal of the Academy of Marketing Science, Journal of Economic 
Behavior and Organization, European Journal of Marketing, Journal of Empirical 
Generalisations in Marketing, Harvard Business Review, Journal of Research in 
Marketing, and Marketing Science Institute.
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KELLEY WIGHT

Kelley joined the Department of Marketing in July 2020. 
She earned her PhD in business administration with a 
focus on marketing from the Fuqua School of Business 
at Duke University; she earned her B.S. in economics and 
B.S. in marketing from Arizona State University. Wight’s 
research primarily focuses on how consumers’ personal 

relationships affect their consumption behavior, and vice versa. Her other area 
of research examines how time shapes consumer preferences and decision 
making. Kelley’s research has been published in the Journal of Consumer 
Research and has been featured on the Marketing Science Institute’s Top 
10 Most Read Articles list in 2018. In the past, she has served as an editorial 
assistant for Journal of Marketing Insights for the Classroom initiative from 
2018–20, helping authors translate their research findings into cutting-edge 
insights to be taught in classrooms. Kelley teaches undergraduate digital 
marketing and consumer behavior research.

DAN SMITH

Dan Smith is Professor of Marketing and holds the Clare 
W. Barker Endowed Chair in Marketing. Dan’s research 
and teaching interests are in the areas of branding and 
marketing strategy. His research has appeared in leading 
business journals such as Harvard Business Review, 
Journal of Marketing Research, Journal of Marketing, 

Journal of the Academy of Marketing Science, and Journal of Consumer 
Research, among others. He has taught graduate and executive courses in 
new product innovation, pricing strategy, marketing strategy, and strategic 
brand management. Dan is a five-time recipient of the Eli Lilly Outstanding 
Graduate Teaching Award, twice received Board of Trustees Distinguished 
Teaching Awards, and received the Kelley School’s Teaching Innovation Award. 
In addition to extensive international and domestic executive teaching, he 
developed and managed the Kelley School’s executive programs for several 
Kelley School corporate partners. Dan has served as a consultant in the area of 
marketing strategy to many industrial and consumer goods companies. He has 
also served in many administrative roles, including chair of the MBA Program, 
Associate Dean of Faculty and Research, Dean of the Kelley School of Business, 
and President and CEO of the IU Foundation. 

ROCKNEY WALTERS

Rockney’s research interests include pricing, promotion, 
and marketing signaling. His exciting work has appeared 
in the Journal of Marketing Research, Journal of Marketing, 
Journal of Retailing, Journal of Product and Innovation 
Management, and Harvard Business Review. Rockney 
is a former member of the editorial review board at 

the Journal of Retailing. Rockney presently teaches pricing and market-
based analysis in the residential MBA program and pricing in Kelley’s online 
program. Rockney has won dozens of teaching awards, including the school-
wide Sauvain and Otteson Awards, the IU Trustees Teaching Award, and the 
Teaching Excellence Committee Award. He has won many MBA Teaching 
Excellence Awards, including the Eli Lilly Award twice (2016, 2017), an award 
given to the top MBA instructor. Rockney has been heavily engaged in executive 
education and consulting for a number of firms, including 3M, Samsung, Dow 
AgroSciences, Microsoft, McCain Foods, IBM, Cummins, The Dow Chemical 
Company, SPX Corporation, Manitowoc Corporation, WellPoint, Ingersoll-Rand, 
Thermo Fisher Scientific, Cook Medical, and FirstPerson Advisors, to name 
some firms.
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IMPORTANT INFORMATION

ATTIRE

Attire for the Consortium is smart casual.

INTERNET ACCESS 

To connect your device to the free wireless internet service for IU campus visitors:

• In your device settings, make sure wireless networking (or Wi-Fi) is turned on.
• In the list of available networks, select IU Guest.
• If your browser doesn’t open to the IU Guest page automatically, launch  

your browser.
• On the “IU Guest WiFi” screen, enter your email address, check the box to 

accept the terms of use, and then click Connect.

If you need help, contact the Support Center. For help at the Indiana Memorial 
Union (IMU) at IU Bloomington, contact the hotel front desk at 812-856-6381.

If you are in the Kelley School of Business building and need immediate 
assistance please contact 812-855-4247 or ksbit@indiana.edu.

CONTACTS

Rebecca Slotegraaf
Professor of Marketing, Neil Gilliatt Chair in Marketing 
Email: rslotegr@indiana.edu
Phone: 812-855-1014 

Lopo Rego
Associate Professor of Marketing, Fettig/Whirlpool Fellow 
Email: lrego@indiana.edu
Phone: 812-855-1202 

Kelsey Oard
Project Manager
Email: kjean@indiana.edu
Phone: 812-320-8050

Monica Gerhardt
Email: mgerhardt@ama.org
Phone: 312-542-9075

ACCOMMODATIONS

Faculty Hotel
Hyatt Place
Address: 217 W. Kirkwood Avenue
Bloomington, IN 47404
Phone: 812-339-5950

Fellow Hotel
Hilton Garden Inn
Address: 245 N. College Avenue 
Bloomington, IN 47403
Phone: 812-331-1335

mailto:ksbit%40indiana.edu?subject=
mailto:rslotegr%40indiana.edu?subject=
mailto:lrego%40indiana.edu?subject=
mailto:kjean%40indiana.edu?subject=
mailto:mgerhardt%40ama.org?subject=
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Department of Marketing
Kelley School of Business

Indiana University
1309 E. Tenth Street, HH2100 

Bloomington, IN 47405

KELLEY SCHOOL OF BUSINESS
Indiana University
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