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e FEuropean Marketing Science Conference, 2024, Romania

o 46" EHEF 2L, Sydney, 2024

e Choice Symposium, 2023, INSEAD, France

e FEuropean Marketing Science Conference, 2023, Odense, Denmark
PR R A R O W FEAE A

e & H K% Shanghai, 2024




e The London School of Economics and Political Science, 2022
“FINLES 22 S A VRS 7 BT A 2 B4
o 431 Rl 2E 1Y Rochester, 2021
NEOMA Business School, 2021
Artificial Intelligence in Management, University of Southern California, 2021
Indiana University, 2020
NYU-Temple-CMU 2020 Conference on Artificial Intelligence, Machine Learning,
and Business Analytics, 2020.
“kEo RO SRR AR 7 T HAE S 5 217
e Frontiers of Empirical Marketing Conference, Miami, Florida, 2019
e Marketing Dynamics, College Park, 2019.
“BIAST RN RS HEE
e Marketing Science Conference, Rome, 2019.
“MBEDERZ TR AELAM s TS i
e Frank M. Bass — UT Dallas Frontiers of Research in Marketing Science (UTD
FORMS) Conference 2019
e Frontiers of Empirical Marketing Conference, Miami, Florida, 2018
e Nanjing University, China, 2018
e Marketing Science Conference, Temple University, Philadelphia, 2018.
“E B2 AT A
e Marketing Science Conference, Temple University, Philadelphia, 2018.
CRGREREE: E T R sE o
e Marketing Science Conference, University of South California, LA, California, 2017
e Temple University, Philadelphia, 2017
e Rochester William E. Simon Graduate School of Business; New York University
Stern School of Business; Texas A&M University Mays Business School; Syracuse
Whitman School of Management; HKUST Business School; University at Buffalo
School of Management; Emory University Goizueta Business School; UT Dallas
Naveen Jindal School of Management, 2015.
“HLAL A SR E SR IE T ) 2 RIEE H
e Marketing Science Conference, Fudan University, Shanghai, 2016
AP 2 RN AR O B R R R R
e 10" Marketing Dynamics Conference, University of North Carolina, Chapel Hill, NC,
2013.
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Allen J. Krowe Award It 75 5 2% 2019-2020
Robert H. Smith School of Business 4FE 75 #2%

2016-2017,2017-2018, 2018-2019, 2019-2020

Finalist, ISBM Doctoral Dissertation Award Competition 2016
Fellow, AMA-Sheth Foundation Doctoral Consortium 2015
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Marketing Science, Management Science, Journal of Marketing Research, Journal of
Marketing, International Journal of Marketing Research, Journal of Interactive Marketing



