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Annika Abell, University of Tennessee, Knoxville

Annika Abell is an associate professor in the Department of Marketing at 

the University of Tennessee, Knoxville, Haslam College of Business. She is 

also a behavioral researcher with interests in digital marketing, online 

aesthetics and healthful consumption. Her research on these topics has been 

published in Journal of Consumer Research, Journal of Marketing Research, 

Journal of Consumer Psychology and Journal of the Academy of Marketing 

Science, among others. Abell serves as an associate editor for the Journal of 

Interactive Marketing and the Journal of Retailing. Prior to entering higher 

education, she co-owned a digital marketing agency in Germany 

specializing in social media and advertising.



Carl-Philip Ahlbom, Florida State University

Carl-Philip Ahlbom is an assistant professor and Dr. Persis E. Rockwood 

Emerging Scholar in the Rockwood School of Marketing at Florida State 

University’s Herberrt Wertheim College of Business. His research 

encompasses three key areas: retailing, services marketing and healthcare 

marketing. In retailing and services marketing, he studies shopper marketing 

and the impact of service technology, while his healthcare work focuses on 

pro-social challenges like increasing blood donations and improving 

employee wellness. Ahlbom’s research, often conducted through industry 

partnerships, is published in top journals including the Journal of 

Marketing and the Journal of Marketing Research, and has been featured in 

outlets such as the Wall Street Journal, Financial Times, the BBC 

and Harvard Business Review.

Ahlbom earned his B.Sc. in retail management, an M.Sc. in business and 

management (marketing) and Ph.D. in business administration (marketing) 

– all from the Stockholm School of Economics.



Quentin André, University of Colorado Boulder

Quentin Andre's research focuses on judgment and decision making in 

general, with a special interest in numerical cognition (how people make 

sense of numbers in their everyday life) and managerial decision-making 

(how managers make data-driven decisions in the presence of uncertainty). 

He also care about issues related to open-science, replicability, and 

reproducibility. In his spare time, he is developing tools and software to 

.facilitate the collection and analysis of behavioral data



Johannes Boegershausen, Erasmus University

Johannes Boegershausen obtained his Ph.D. in Marketing from the 

University of British Columbia, Canada. Subsequently, he worked as an 

Assistant Professor of Marketing at the University of Amsterdam. In 

September 2020, Johannes joined the Rotterdam School of Management, 

Erasmus University Rotterdam. He has been an Associate Professor of 

Marketing since December 2025.

Johannes' research examines marketplace morality, polarized sentiments, 

stigma, and well-being, often from a social-cognitive perspective. He also 

develops methodological frameworks and tools to enhance the quality of 

social science research using online research methods, such as web scraping 

and social media simulation software. His research has been published in 

journals such as the Journal of Marketing, Journal of Consumer 

Research, Journal of Personality and Social Psychology, Journal of 

Consumer Psychology, and International Journal of Research in Marketing. 

He received several grants from various organizations, such as the 

Marketing Science Institute and Accessibility Standards Canada.



Noah Castelo, University of Alberta

Noah is an associate professor and Ronald K. Banister Chair in Business at 

the University of Alberta. His research and teaching focus on the 

psychology and marketing of artificial intelligence. He received a PhD in 

marketing from Columbia University.



Yixing Chen, University of Notre Dame

Yixing Chen is an Assistant Professor of Marketing at the Mendoza College 

of Business, University of Notre Dame. His research examines the social 

impact of marketing, with a focus on enhancing the effectiveness of 

marketing interventions for social sector organizations in health and 

education. He also collaborates extensively with industry partners to assess 

the value of data, nudges, and algorithms in the platform ecosystem. His 

work appears in premier journals such as Journal of Marketing, Journal of 

Marketing Research, Management Science, Production and Operations 

Management, PNAS Nexus, and Clinical Gastroenterology and Hepatology. 

Yixing is a recipient of the Financial Times Responsible Business Academic 

Research Award, AMA-EBSCO-RRBM Award for Responsible Research in 

Marketing, Poets & Quants 40-Under-40 Best MBA Professors, and John A. 

Howard/AMA Doctoral Dissertation Award, and his research has been 

named a finalist for best paper awards such as Paul E. Green/Vithala R. Rao 

Award and Paul Root Award.



Jason Choi, University of Maryland

Professor Choi teaches Statistical Programming for Customer Analytics and 

Marketing Research. Broadly, he is interested in applying quantitative 

methods to study the strategic interactions between various stakeholders in 

the online advertising industry. His recent work examines the impact of data 

privacy regulations on consumers' privacy choices and advertisers’ targeting 

strategies.



Jaeyeon Chung, Rice University

Jaeyeon (Jae) Chung is the William S. Mackey Jr. Distinguished Assistant 

Professor at the Jones Graduate School of Business at Rice University. She 

received her Ph.D. in 2018 from Columbia Business School in New York. 

Jaeyeon also holds two master's degrees – a Master of Philosophy (MPhil) 

in Marketing and a Master of Science (MS), both from the same institution. 

Prior to studying marketing, she earned a B.A. in psychology with honors 

and a minor in international studies from the University of Michigan in Ann 

Arbor.

Jaeyeon's research interests include digital marketing, new technologies and 

consumer interaction with social media. Her most recent research focuses 

on comparing generative AI with traditional search engines in assisting 

human creativity. Some of Jaeyeon's ongoing research examines the role of 

YouTube in misinformation, the impact of virtual reality on need satiation, 

and NFT art consumption. She conducts controlled lab experiments by 

designing surveys, runs field experiments to test the ecological validity of 

theories, and shares her insights with marketers.



John Costello, University of Notre Dame

John Costello is the John W. Berry Sr. Associate Professor of Marketing at The Mendoza College of 

Business. Dr. Costello's research focuses on the area of consumer behavior. Within this domain, his 

work has focused on three areas: (1) consumer inference-making in response to marketing (e.g., 

branding, persuasion knowledge), (2) prosocial behavior, and (3) consumer and societal well-being

Dr. Costello's research has appeared in leading journals, including the Journal of Consumer Research, 

the Journal of Marketing Research, and the Journal of Marketing. His research has also been featured 

in the Harvard Business Review, Wall Street Journal, Forbes, Fast Company, Adweek, Marketing 

Daily, and Stanford Social Innovation Review, among others. Dr. Costello serves on the editorial 

review boards for Journal of Marketing Research, Journal of Marketing, and the Journal of Public 

Policy & Marketing.

Dr. Costello received the Mendoza Mission Research Award in 2023 and the James Dincolo 

Outstanding Research Award in 2024. His research on marketing communications in the sharing 

economy was selected as a 2020 finalist for the Journal of Marketing’sShelby D.Hunt/Harold H. 

Maynard Award. As a doctoral student, he received the Society of Consumer Psychology’s 

Dissertation Award and the Rising Star Award from the AMA’s Consumer Behavior Special Interest 

Group.

Dr. Costello teaches Building Great Brands at the undergraduate level, Brand Strategy at the MBA 

level. He won the 2025 Outstanding Undergraduate Marketing Professor Award (voted on by 

undergraduate students) and the 2023 James Dincolo Outstanding Teaching Award for a Tenured or 

Tenure-Track Professor. He received his PhD in marketing from The Ohio State University’s Fisher 

College of Business and holds an MBA, a BSBA, and a BS in Business Honors from Villanova 

University. Prior to his graduate studies, Dr. Costello worked in the merchandise planning/allocation 

groups for Saks 5th Avenue and American Eagle Outfitters.



Julian De Freitas, Harvard University

Julian De Freitas is an Assistant Professor of Business Administration in the 

Marketing Unit, and Director of the Ethical Intelligence Lab, at Harvard 

Business School. He earned his PhD in psychology from Harvard, masters 

from Oxford, and BA from Yale. He teaches Creating Brand Value in the 

elective curriculum, Consumer Behavior in the doctoral curriculum, and has 

taught marketing in the required and executive curricula.



Yu Ding, Stanford University

Ding is an assistant professor of marketing at Stanford Graduate School of 

Business. He received his PhD in marketing from Columbia University. His 

research has been published in top marketing, management, psychology, and 

interdisciplinary journals, such as the Journal of Consumer Research, 

Journal of Marketing Research, Journal of Marketing, Organizational 

Behavior and Human Decision Processes, Journal of Personality and Social 

Psychology, and PNAS Nexus. He has been awarded prestigious fellowships 

and awards, including the Computational Social Science Grant from Russell 

Sage Foundation (2020), ACR-Sheth Foundation Dissertation Award (2020), 

John A. Howard/AMA Doctoral Dissertation Award (2022), the American 

Marketing Association’s Rising Star Award (2022), and the Business, 

Government, and Society Research Grant (2025).



Jessica Fong, University of Michigan

Professor Jessica Fong's research applies theory-driven models and 

experimentation to empirically analyze marketing data with the goal of 

improving firm strategy and better understanding consumer behavior. 

Substantively, her research focuses on matching markets, platform design, 

advertising, and behavioral economics. Her research has been published in 

journals such as Marketing Science, Journal of Marketing Research, 

and Management Science.

Professor Fong earned her Ph.D. in Marketing from Stanford University, 

and her BS in Computer Science from the California Institute of 

Technology. Prior to joining Ross, she worked in product management at 

Fitbit.



Elizabeth Friedman, Columbia University

Elizabeth Friedman is a faculty member at Columbia’s Graduate School of 

Business. She researches consumer decision making. Her research explores 

why consumers are often reluctant to buy certain items even when the items 

provide value, how consumers’ active goals can affect their decision 

process, and how small changes to the choice context can affect what 

consumers consider and the resulting choices they make.

Professor Friedman earned a B.A. from the University of Pennsylvania, 

where she majored in Philosophy, Politics and Economics with a 

concentration in Choice and Behavior. She received her Ph.D. in marketing 

from Yale. Prior to pursuing her doctorate, she worked as a management 

consultant for Monitor Group (Monitor Deloitte) and the New England 

Consulting Group. Professor Friedman teaches the Behavioral Economics & 

Decision Making elective course.



Celia Gaertig, University of California, Berkeley

Celia Gaertig studies the psychology of consumer behavior and decision 

making. Much of her work focuses on understanding how consumers make 

judgments and decisions in situations that involve uncertainty.

Many of our most common and important decisions, from home purchases 

to investment decisions, involve uncertainty. Gaertig’s work challenges 

long-held beliefs about how uncertainty affects consumers’ judgments. In 

one line of investigation, Gaertig explores preferences for advice. There is a 

widespread belief that advisees prefer advisors who offer certainty, even for 

events that are inherently uncertain. In contrast, her research shows that 

consumers do not dislike, and sometimes prefer, uncertain advice. In related 

work, Gaertig shows why consumers may prefer an uncertain price 

promotion, such as a 10% chance to get a product for free, to an equivalent 

sure discount, and delineates the circumstances under which such uncertain 

promotions are effective.

Her research has been published in a number of prestigious academic 

journals, including Management Science, Psychological Science, the 

Journal of Experimental Psychology: General, and PNAS.

Gaertig earned a PhD from the Wharton School, University of 

Pennsylvania. She also completed a BSc in Psychology (University of 

Freiburg) and a BA in Business (DHBW Karlsruhe), both in Germany.



Ali Goli, University of Rochester

I am an Assistant Professor of Marketing at the Simon Business School, 

University of Rochester. My research interests include digital marketing, 

advertising, marketing and public policy, customer loyalty, and behavioral 

economics.



Xian Gu, Indiana University

Xian Gu is an Assistant Professor of Marketing at the Kelley School of 

Business at Indiana University. She received her Ph.D. in Marketing from 

the University of Maryland in 2019. Her research interests are in 

quantitative marketing with applications of econometric models, machine 

learning techniques, and Bayesian methods to the substantive areas of 

digital marketing and market competition. Her research has been published 

in leading journals such as the Journal of Marketing, Journal of Marketing 

Research, Information Systems Research, and Production and Operations 

Management. Her work has received several recognitions, including the 

Donald R. Lehmann Award and the Marketing Science Institute/H. Paul 

Root Award Finalist. She was named an MSI Young Scholar in 2025 and 

received the Kelley School of Business Research Award in 2023. She 

currently serves as an Associate Editor for the Journal of Interactive 

Marketing and as an Editorial Review Board member for the Journal of 

Marketing.



Cheng He, University of Wisconsin-Madison

Cheng He joined the Wisconsin School of Business in August 2020 as an 

Assistant Professor in the Department of Marketing.

Professor He’s research interests include marketing and society, modern 

retailing, Fintech, and digital marketing.

Professor He earned his B.S. in Mathematics from Nankai University, an 

MS in Statistics from the University of Chicago, an MS in Economics from 

Georgetown University, and a Ph.D. in Marketing from the Georgia Institute 

of Technology.



Chris Hydock, Tulane University

Chris Hydock came to the Freeman School in 2023 from California 

Polytechnic State University, where he served as the Richard and Julie Hood 

Assistant Professor of Marketing. Prior to his time at Cal Poly, Hydock was 

an assistant professor of research at Georgetown University’s McDonough 

School of Business and worked with the Georgetown Institute for Consumer 

Research. At the Freeman School, Hydock will teach Advanced Marketing 

Strategy, and he has also previously taught Marketing Fundamentals. His 

research spans the domains of brand activism, consumer reviews, behavior 

in queues and retail pricing. He employs a variety of methods in his 

research, including secondary data, surveys, field studies and experiments. 

Hydock’s research has been published in journals including the Journal of 

Marketing, the Journal of Marketing Research, Management Science and 

the Journal of Public Policy and Marketing. He received his PhD from 

George Washington University and a BA from the University of Colorado.



Andreas Lanz, University of Basel

Andreas Lanz is a marketing professor and member of the faculty board at 

the University of Basel. He joined from HEC Paris and holds a doctoral 

degree from the University of Mannheim.

Andreas researches social networks and is recognized for his award-winning 

work on the effectiveness of micro influence for dissemination (i.e., Lanz et 

al. 2019 as well as Beichert et al. 2024 and Goldenberg et al. 2024). He 

published in leading academic journals including the Journal of Marketing 

(2024; 2024), Journal of Marketing Research (2019; 2024), Journal of the 

Academy of Marketing Science (2025), Management Information Systems 

Quarterly (2022; 2025), Management Science (2026), and Quantitative 

Marketing and Economics (2022)—with press coverage, among others, in 

the Harvard Business Review and MIT Sloan Management Review.

As for service to academia, Andreas is regularly invited to review scholarly 

work, notably as an associate editor for the International Journal of 

Research in Marketing and editorial review board member of the Journal of 

Marketing, Journal of Marketing Research, and Marketing Science. He co-

chairs the Creator Economy Retreat and the EMAC Creator Economy 

Special Interest Group. Dedicated to educating talents in academia, he also 

co-chairs the EMAC Job Market Simulation.



Tesary Lin, Boston University

Tesary Lin is an Assistant Professor of Marketing and Dean’s Research 

Scholar at Boston University’s Questrom School of Business. Her research 

examines how privacy regulation, choice architecture, and algorithms shape 

digital markets and consumer welfare. Her work has been recognized with 

the John D.C. Little Award, the Sheth Foundation Dissertation Award, and 

the Alessandro di Fiore Best Paper Award.

Lin actively engages with policymakers on consumer privacy and digital 

market design, presenting her research to policy audiences at the Federal 

Trade Commission, the UK’s Ofcom, and the MSI-Brookings Institution. 

Her work has been covered by Bloomberg Law, The Conversation, and 

Mobile Dev Memo, among others. Lin holds a Ph.D. in Quantitative 

Marketing from the University of Chicago.



Fei Long, University of North Carolina at Chapel Hill

Fei Long’s research interests lie in understanding important and emerging 

phenomena in marketing, typically those driven by the digital economy. Her 

work focuses on digital advertising and digital platforms, covering topics 

such as retail media, platform design strategies, the economic impact of AI 

and algorithms, and salesforce compensation. She uses both theoretical 

modeling and empirical, data-driven methodologies in her research. Her 

research have been published in leading marketing journals, 

including Marketing Science and the Journal of Marketing Research. 

Dr. Long’s teaching interests include digital marketing and business 

analytics. Her teaching experience spans various levels, including 

undergraduate, graduate and executive development programs. Her industry 

experience includes a research scientist position at Hewlett-Packard in Palo 

Alto, where she contributed to the development of a unified big-data project 

for pricing, customer segmentation, new product introduction and 

competitive analysis. Dr. Long also has experience as a quantitative 

researcher in the finance industry, where she leveraged machine learning 

techniques to predict loan default rates on a peer-to-peer lending platform.

She received her PhD in business from Columbia Business School. She also 

holds an MS in operations research from Columbia University and a BE in 

electrical engineering from Tsinghua University.



Johann Melzner, University of Miami

Johann Melzner is an Assistant Professor of Marketing at the University of 

Miami. Herbert Business School Johann received a Ph.D. and a M.Phil. in 

Marketing from the New York University Leonard Stern School of 

Business. Before joining NYU Stern, Johann worked at the LMU Institute 

for Market-based Management, received an M.Sc. in Economic, 

Organizational, and Social Psychology from the Ludwig Maximilians 

Universität in Munich (Germany), as well as a B.Sc. in Psychology from the 

Paris Lodron Universität in Salzburg (Austria). His research focuses on 

auditory information processing, audio branding, communication modality, 

consumer interactions with technology, information disclosure, and 

information privacy.



Robert Mislavsky, Johns Hopkins University

I am an assistant professor of marketing at the Johns Hopkins Carey 

Business School, where I teach Consumer Behavior in the MBA and MS 

Marketing programs. Prior to joining Carey, I received my PhD in decision 

processes from the University of Pennsylvania and my MBA from Carnegie 

Mellon University.

I primarily study how we interpret probabilities and how this informs our 

preferences and decisions. For example, how confident are we if someone 

tells us that there is a “60%” chance of success versus a “likely” chance? 

How does the context or timing of that prediction change how we interpret 

it? How do these factors influence how we judge the competence of people 

who make correct or incorrect predictions?

In addition to these questions, I study a variety of topics related to judgment 

and decision making and behavioral theories of cryptocurrency token 

economics (or "tokenomics").



Jordan Moffett, University of Kentucky

Jordan Moffett is an Assistant Professor of Marketing at the University of 

Kentucky. Moffett is a research fellow at the Sales and Marketing Strategy 

(SAMS) Institute and an affiliated researcher of the Center for Sales and 

Marketing Strategy at the University of Washington. She also currently 

serves as co-VP of Content Engagement for AMA TechSIG. Before joining 

the University of Kentucky, Moffett was a research fellow at the Center for 

Sales and Marketing Strategy at University of Washington and completed 

her Ph.D. at Louisiana State University.

Moffett's research focuses on relationship marketing theory and strategy 

with an emphasis on data privacy and digital communication in both 

domestic and international markets. Her research has received over 1,600 

citations and appears in the Journal of Marketing, Journal of International 

Business Studies, Journal of Academy of Marketing Science, European 

Journal of Marketing, and Marketing Science Institute Working Paper 

Series. Her research has been presented at numerous marketing conferences, 

featured as a Marketing Science Institute webinar, and received various 

media mentions (e.g., Yahoo News, WARC, Fast Company). She has also co-

authored a book chapter on customer engagement.

With regard to teaching, Moffett currently teaches the Marketing Strategy 

and Planning Capstone class to undergraduate students. She has also won 

teaching awards at both the department and college levels, including a 

student-nominated award.



Ilya Morozov, Northwestern University

Ilya Morozov is an Associate Professor of Marketing at the Kellogg School 

of Management, Northwestern University. In his research, he studies 

marketing strategy in contexts where consumers know little about existing 

products, do not notice new product launches, and spend little time learning 

about available alternatives. His most recent research combines machine 

learning tools, field experiments, and rigorous economic models to improve 

personalized product recommendations and optimize the design of online 

platforms. Professor Morozov holds a Ph.D. in Quantitative Marketing from 

Stanford Graduate School of Business, an M.Sc. in Economics and Finance 

from the Center for Monetary and Financial Studies (CEMFI) in Madrid, 

and a BA in Economics from the Higher School of Economics (HSE) in 

Moscow.



Unnati Narang, University of Illinois at Urbana-Champaign

Unnati’s research lies at the intersection of mobile marketing, consumer 

mobility, and engagement in digital environments. Specifically, her research 

examines how consumers’ use of mobile apps affects their behaviors in 

online and offline retail stores. She also studies how consumers’ movement 

patterns predict their future retail visits and the impact of new forms of 

mobility (e.g., e-scooters) for both consumers and retailers. She uses causal 

modeling, econometrics, machine learning, and deep learning approaches to 

examine these research themes. Unnati’s research has been 

published/accepted at Marketing Science, Journal of Marketing Research, 

the Journal of the Academy of Marketing Science, and Review of Marketing 

Research. She was awarded the 2019 Mathew Joseph Emerging Scholar 

Award, the 2019 PDMA Emerging Scholar Award, the 2019 Mays Business 

School Outstanding Doctoral Student Award for Research, and the 2018 

Shankar-Spiegel Best Dissertation Proposal Award, the AMA Emerging 

Scholar Award (Retail and Pricing) 2022, and the AMA Doctoral Student 

Award (Retail and Pricing) 2022, and was the finalist for the EMAC-

AiMark Doctoral Dissertation Award 2021.



Eddie Ning, University of British Columbia

Z. Eddie Ning is an Assistant Professor of Marketing and Behavioural 
Science at the Sauder School of Business at the University of British 
Columbia. His research uses game theory, operations research, empirical, 
and experimental methods to study firm and consumer strategy and the 
market effects of emerging technologies, with particular focus on real-time 
information processing, personalization, and dynamic learning. His current 
research topics also include inclusive product design, open-access 
publishing, AI consumer agents, and product labeling. His work speaks to 
broader questions in antitrust, consumer protection, and data privacy 
regulation. He currently serves as Associate Editor at the Journal of 
Business Research and Quantitative Marketing and Economics, and is an 
Editorial Board Member at Marketing Science. Before joining UBC, he was 
an Assistant Professor of Marketing at Cheung Kong Graduate School of 
Business, and earlier worked at Charles River Associates and the Federal 
Reserve Bank of San Francisco. He earned his PhD in Business 
Administration from Berkeley Haas. He teaches courses in Market 
Research, Marketing Analytics, and AI applications in business, and also 
serves as an expert witness in cases involving consumer protection, digital 
advertising, and IP infringement.



Omid Rafieian, Cornell University

My research interests broadly encompass topics related to digital marketing, 

mobile advertising, personalization, and privacy. I examine these topics 

through two complementary lenses – (1) how can we utilize the recent 

advancements in machine learning to create value in digital marketplaces, 

and (2) how can we use theory-driven structural frameworks to study the 

marketing and economic implications of such developments.



Koushyar Rajavi, Georgia Institute of Technology

Koushyar Rajavi joined Scheller College of Business in 2018. He received 

his PhD in Marketing from Kenan-Flagler Business School, University of 

North Carolina. He also holds an MS in Marketing and a BS in Information 

Technology Engineering.

Dr. Rajavi's research primarily deals with branding topics. He specifically 

focuses on examining the impact of marketing mix instruments on 

consumers' perceptions of brands. Moreover, he conducts research on digital 

piracy and the role that firm and policy decisions have on prevalence of 

piracy. His research appears in Journal of Marketing, Marketing Science, 

Journal of Consumer Research, Production and Operations Management, 

MIS Quarterly, Marketing Letters, and Journal of Retailing.

Dr. Rajavi teaches Management Analytics/Statistics in the full-time MBA 

and undergraduate programs at Scheller. He has received the CTL/BP 

Faculty Teaching Excellence Award at Georgia Tech (2021) and the Brady 

Family Award for Faculty Teaching Excellence at the Scheller (2022). He 

has also received Student Recognition of Excellence in Teaching: Class of 

1934 CIOS Honor Roll (Fall 2021, Summer 2021, Fall 2020).



Jacqueline Rifkin, Cornell University

Jacqueline Rifkin is an assistant professor of marketing and management 

communications at the Samuel Curtis Johnson Graduate School of 

Management within the Cornell SC Johnson College of Business. She 

studies consumer behavior and consumer psychology, with a focus on how 

consumers manage their resources—their time, money, and experiences—

and how this affects consumer well-being. Her work has been published in 

Journal of Consumer Research, Journal of Marketing, and Psychological 

Science, and has been featured by Hidden Brain, The Boston Globe, and 

The Wall Street Journal.

Rifkin graduated from the Fuqua School of Business at Duke University 

with a PhD in Marketing in 2020, and holds a BA in psychology from the 

University of Pennsylvania. She has worked in both the marketing and 

market research industries.



Franklin Shaddy, University of California, Los Angeles

Assistant Professor Franklin Shaddy is interested in understanding how consumers 

form judgments and make decisions in the marketplace. “It’s something we all do all 

the time — and yet we often have little insight into how we actually make these 

choices,” he says.

Shaddy’s current research examines goals and motivation, the psychology of bundling, 

perceptions of fairness, and the causes and consequences of consumer impatience. For 

example, one project asks: Why do people often think that raising prices is unfair, but 

asking people to spend time standing in line isn’t? “After all, this is simply raising a 

different kind of price,” he says. Shaddy’s research suggests that because time is 

distributed equally (unlike money), people tend to favor first-come, first-served 

policies, which require people to spend time. He explains, “It’s easier to tell that 

someone really wants or needs something when they spend a lot of time to acquire it. 

That’s less true when someone spends a lot of money.”

Another project examines how people value goals and the means necessary to achieve 

them. This research demonstrates that people are much more averse to paying for 

means than for goals, which can result in seemingly irrational decision making. For 

example, Shaddy notes, “If the goal is to order a book, and a shipping cost is the means 

to achieving that goal, consumers will actually pay more overall when you ask them to 

pay for just the book (and throw in the shipping for free), compared with when you ask 

them to pay for both separately.”

Before pursuing his Ph.D., Shaddy worked as a management consultant at 

PricewaterhouseCoopers. At UCLA Anderson, he teaches Marketing Management in 

the full-time MBA program



Esther Uduehi, University of Washington

Esther Uduehi is an Assistant Professor of Marketing and International 

Business at the University of Washington Foster School of Business. Her 

research examines structural power, identity, and marketplace inequality, 

with a focus on how marginalization and recognizability operate as 

structural forces in consumer contexts. Her work has been published in the 

Journal of Marketing and the Journal of Consumer Research, and her 

conceptual paper on intersectionality is a finalist for the Journal of 

Marketing Shelby D. Hunt/Harold H. Maynard Award. She was named the 

2025 AMA BrandingSIG Emerging Scholar and 2022 Poets and Quants Top 

50 Undergraduate Business Professor. Esther holds a PhD in Marketing 

from the Wharton School, an MSc from the University of Oxford as a 

Rhodes Scholar, and a double BA (Summa Cum Laude) in Mathematics and 

Chemistry from Indiana University.



Caio Waisman, Northwestern University

Caio Waisman is an Associate Professor of Marketing at Kellogg, where he 

has been since 2019. He holds a PhD in Economics from Stanford. His 

research focuses on developing tools to measure the effectiveness of online 

advertising by leveraging the structure of advertising platforms and of ad 

auctions in general. Before joining Kellogg, he worked at JD.com as part of 

their business growth division.



Evan Weingarten, University of Southern California

Evan Weingarten received his undergraduate degree in Economics and 

Psychology from the University of Chicago in 2012, and he completed his 

doctoral degree in Marketing at the University of Pennsylvania in 2017. He 

spent two years as a postdoctoral scholar at UCSD's Rady School of 

Management before moving to the W. P. Carey School of Business from 

2019 through 2024. He studies consumer experience and judgment and 

decision-making.



Nils Wernerfelt, Northwestern University

Nils Wernerfelt joined the marketing department at the Kellogg School of 

Management in 2023. Professor Wernerfelt's core research focuses on policy 

questions facing the digital advertising industry today, though he has 

broader interests in online marketing, analytics, and digital platforms. 

Recent work includes analyses of the effects of privacy regulation on ad 

effectiveness and market structure, estimates of the consumer value of ad 

personalization, and large-scale meta-analyses of digital advertising 

effectiveness.

Professor Wernerfelt holds a PhD in Economics from MIT and a BA in 

Mathematics from Harvard. Prior to joining Kellogg, he was a Director on 

the Economics and Policy Research team at Meta.



Joonhyuk Yang, University of Notre Dame

Joonhyuk Yang joined the marketing faculty at Mendoza after receiving his 

PhD in Marketing from the Kellogg School of Management and serving as a 

postdoctoral research fellow at the Stanford Graduate School of Business. 

His research focuses on unlocking value from data to grow markets 

responsibly, specifically examining how information firms generate can be 

transformed into reliable and responsible decisions. By developing 

predictive and causal designs that translate into operational deployment, 

Prof. Yang addresses managerial and policy questions surrounding financial 

inclusion, digital platforms, and AI governance. His work has been 

published in leading journals such as Marketing Science, Management 

Science, and Journal of Marketing Research. In the classroom, Prof. Yang 

teaches analytics-based pricing strategy at both the undergraduate and 

graduate levels.



Shunyuan Zhang, Harvard University

Professor Zhang uses machine learning to address marketing problems that 

have arisen within the nascent sharing economy. She conducts rigorous 

analyses of structured and unstructured data generated by new sharing 

economy platforms to address important issues emerging in the sharing 

economy. Using data on the home sharing company Airbnb, Professor 

Zhang and colleagues have investigated the economic impact of using 

verified images (photos taken with an Airbnb professional photographer) to 

advertise a property on the platform. Her findings were featured in the 

article “How Much Is an Image Worth? Airbnb Property Demand 

Estimation Leveraging Large Scale Image Analytics.” In a related paper 

“Can Lower-quality Images Lead to Greater Demand on AirBnB?” 

Professor Zhang and her co-authors built structural models using Airbnb 

data to explore factors that influenced hosts’ decisions on what photographs 

to post, and explored policies that Airbnb can employ to improve hosts’ 

adoption of higher-quality photos and thereby improve profitability for both 

the hosts and Airbnb.



Xinrong Zhu, Imperial College London

I am an Assistant Professor of Marketing at Imperial College Business 

School.

My research focuses on quantitative marketing, empirical industrial 

organization, retail analytics, and policy evaluation.

One key area of my research explores product assortment and availability in 

the retail sector, examining the role of vertical relationships, such as 

category captaincy contracts, and their impact on innovation and new 

product introductions. Another stream of my work investigates the causal 

effect of policy changes, technological advancements, and marketing 

strategies on consumer decision-making and market outcomes.

You can find my latest research, including working papers and publications, 

on my personal website, linked on the left-hand side of this page.

I hold a PhD in Economics from the University of Wisconsin-Madison.
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