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EDUCATION

Ph.D. in Marketing,
The Wharton School of the University of Pennsylvania, August 2006

M.A. in Statistics,
The Wharton School of the University of Pennsylvania, August 2004

B.A. in Mathematics, minors in Economics and Actuarial Mathematics
University of Pennsylvania, 2001

ACADEMIC EXPERIENCE
Marketing Area, Goizueta Business School, Emory University
Goizueta Chair in Business Technology, 2024-Present
Rebecca Cheney McGreevy Endowed Chair in Marketing, 2021-2024
Professor of Marketing, 2018-Present
Marketing Area, McDonough School of Business, Georgetown University
Professor of Marketing, 2017 — 2018
Marketing Area, Goizueta Business School, Emory University
Goizueta Term Chair, 2015-2017
Caldwell Research Fellow, 2015-2017
Associate Professor of Marketing, 2012 — 2017
Marketing Department, University of Wisconsin-Madison
Associate Professor of Marketing, 2012
Assistant Professor of Marketing, 2006-2012
PUBLICATIONS

Schweidel, David A., Eric T. Bradlow and Patti Williams (2006), “A Feature-Based Approach to Assessing
Advertisement Similarity,” Journal of Marketing Research, 43 (2), 237-243
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Schweidel, David A., Peter S. Fader and Eric T. Bradlow (2008), “Understanding Subscriber Retention Within
and Across Cohorts Using Limited Information,” Journal of Marketing, 72 (1), 82-94.

Schweidel, David A., Peter S. Fader and Eric T. Bradlow (2008), “A Bivariate Timing Model of Customer
Acquisition and Retention,” Marketing Science, 27 (5), 829-843.

Schweidel, David A. and Peter S. Fader, (2009) “Revisiting Dynamic Changepoints: An Evolving Process
Model of New Product Sales,” International Journal of Research in Marketing, 26 (2), 119-124.

Schweidel, David A. and Robert J. Kent (2010), “Predictors of the Gap between Program and
Commercial Audiences: An Investigation Using Live Tuning Data,” Journal of Marketing, 74 (3), 18-33.

Schweidel, David A., Eric T. Bradlow and Peter S. Fader (2011), “Portfolio Dynamics for Customers of a
Multiservice Provider,” Management Science, 57 (3), 471-486.

Moe, Wendy W., David A. Schweidel and Michael Trusov (2011), “What Influences Customers’ Online
Comments” MIT Sloan Management Review, 53 (1), 14-16.

Braun, Michael and David A. Schweidel (2011), “Modeling Customer Lifetimes with Multiple Causes of
Churn,” Marketing Science, 30 (5), 881-902.

Kent, Robert J. and David A. Schweidel (2011), “Introducing the Ad ECG: How the Set-top Box Tracks
the Lifeline of Television,” Journal of Advertising Research, 51 (4), 586-593.

Moe, Wendy W. and David A. Schweidel (2012), “Online Product Opinions: Incidence, Evaluation and
Evolution,” Marketing Science, 31 (3), 372-386.

Goldstein, Kenneth, David A. Schweidel and Mike B. Wittenwyler (2012), “Lessons Learned: Political
Advertising and Political Law,” Minnesota Law Review, 96 (5), 1732-1754.

Schweidel, David A. and George Knox (2013), “Incorporating Direct Marketing Activity into Latent
Attrition Models,” Marketing Science, 32 (3), 471-487.

Schweidel, David A., Young-Hoon Park and Zainab Jamal (2014), “A Multi-Activity Latent Attrition Model
for Customer Base Analysis,” Marketing Science, 33 (2), 273-286.

Johnson, Jennifer Wiggins, Joann Peck and David A. Schweidel (2014), “Can Purchase Behavior Predict
Relationship Perceptions and Willingness to Donate,” Psychology & Marketing, 31 (8), 647-659.

Park, Chang Hee, Young-Hoon Park and David A. Schweidel (2014), “A Multi-category Customer Base
Analysis,” International Journal of Research in Marketing, 31 (3), 266-279.

Schweidel, David A. and Wendy W. Moe (2014), “Listening in on Social Media: A Joint Model of Sentiment
and Venue Format Choice,” Journal of Marketing Research, 51 (4), 387-402, lead article, finalist for Paul E.
Green Award (2014), MSI Best Paper Award (2014), MSI Top Download Award (2014), finalist for
William F. O’Dell Award (2019)

Schweidel, David A., Natasha Foutz and Robin J. Tanner (2014), “Synergy or Interference: The Effect of

Product Placement on Commercial Break Audience Decline,” Marketing Science, 33 (6), 763-780, lead
article.
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Braun, Michael, David A. Schweidel and Eli Stein (2015), “Transaction Attributes and Customer
Valuation,” Journal of Marketing Research, 52 (6), 848-864.

Schweidel, David A. and Wendy W. Moe (2016), “Binge Watching and Advertising,” Journal of
Marketing, 80 (5), 1-19, lead article, finalist for MSI/H. Paul Root Award (2017), finalist for Sheth
Foundation/Journal of Marketing Award (2021).

Fossen, Beth L. and David A. Schweidel (2017), “Television Advertising and Online Word-of-Mouth: An
Empirical Investigation of Social TV Activity,” Marketing Science, 36 (1), 105-123, finalist for John
D.C. Little Award (2018).

Zhang, Yuchi, Wendy W. Moe and David A. Schweidel (2017), “Modeling the Role of Message Content
and Influencers in Social Media Rebroadcasting,” International Journal of Research in Marketing, 34 (1),
100-119.

Fossen, Beth L., Michelle Andrews and David A. Schweidel (2017), “Sociodemographic versus
Geographic Proximity in the Diffusion of Online Conversations,” Journal of the Association of Consumer
Research, 2 (2), 246-266.

Moe, Wendy W. and David A. Schweidel (2017), “Opportunities for Innovation in Social Media
Analytics,” Journal of Product Innovation Management, 34 (5), 697-702 (invited).

Wang, Yanwen, Michael Lewis and David A. Schweidel (2018), “A Border Strategy Analysis of Ad
Source and Message Tone in Senatorial Campaigns,” Marketing Science, 37 (3), 333-355, lead article.

Park, Chang Hee, Young-Hoon Park and David A. Schweidel (2018), “The Effects of Mobile Promotions
on Customer Purchase Dynamics,” International Journal of Research in Marketing, 35 (3), 453-470.

Kent, Robert J., Buffy Mosley and David A. Schweidel (2019), “Advertisements in DVR Time: The Shelf Life
of Recorded Television Commercials in Drama, Reality, and Sports Programs,” Journal of Advertising
Research, 59 (1), 73-84.

Fossen, Beth L. and David A. Schweidel (2019), “Social TV, Advertising, and Sales: Are Social Shows
Good for Advertisers?” Marketing Science, 38 (2), 274-295, finalist for Frank M. Bass Award (2021).

Fossen, Beth L. and David A. Schweidel (2019), “The Impact of Product Placement on Brand-Related Social
Media Conversations and Website Traffic,” Marketing Science, 38 (3), 481-499.

Fossen, Beth L., Michael Lewis and David A. Schweidel (2019), “Examining Brand Strength of Political
Candidates: A Performance Premium Approach,” Customer Needs and Solutions, 6 (3-4), 63-75.

Schweidel, David A. and Neil Bendle (2019), “Marketing and Politics: Strange Bedfellows No More,”
Customer Needs and Solutions, 6 (3-4), 37-40.

Berger, Jonah, Ashlee Humphreys, Stephan Ludwig, Wendy W. Moe, Oded Netzer and David A.
Schweidel (2020), “Uniting the Tribes: Using Text for Marketing Insights,” Journal of Marketing, 84 (1),
1-25, lead article, winner of Sheth Foundation/Journal of Marketing Award (2025).

Zhong, Ning and David A. Schweidel (2020), “Capturing Changes in Social Media Content: A Multiple
Latent Changepoint Topic Model,” Marketing Science, 39 (4), 827-846.
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Du, Rex, Oded Netzer, David A. Schweidel and Debanjan Mitra (2021), “Capturing Marketing
Information to Fuel Growth,” Journal of Marketing, 85 (1), 163-183.

Resisenbichler, Martin, Thomas Reutterer, David A. Schweidel and Daniel Dan (2022), “Frontiers:
Supporting Content Marketing with Natural Language Generation,” Marketing Science, 41 (3), 441-452.

Fossen, Beth L., Donggwan Kim, David A. Schweidel and Raphael Thomadsen (2022), “The Role of Slant and
Message Consistency in Political Advertising Effectiveness: Evidence from the 2016 Presidential Election,”
Quantitative Marketing and Economics, 20, 1-37, lead article.

Blanchard, Simon J., Jacob Goldenberg, Koen Pauwels and David A. Schweidel (2022), “Promoting
Data-Richness in Consumer Research: How to Develop and Evaluate Articles with Multiple Data
Sources,” Journal of Consumer Research, 49 (2), 359-372.

Schweidel, David A., Yakov Bart, J. Jeffrey Inman, Andrew T. Stephen, Barak Libai, Michelle Andrews, Ana
Babic Rosario, Inyoung Chae, Zoey Chen, Daniella Kupor, Chiara Longoni and Felipe Thomaz (2022), “How
Consumer Digital Signals are Reshaping the Customer Journey,” Journal of the Academy of Marketing Science,
50 (6), 1257-1276.

Schweidel, David A., Martin Reisenbichler, Thomas Reutterer, and Kunpeng Zhang (2023), “Leveraging
Al for Content Generation: A Customer Equity Perspective” In Artificial Intelligence in Marketing, pp.
125-145. Emerald Publishing Limited.

Peres, Renana, Martin Schreier, David A. Schweidel and Alina Sorescu (2023), “Blockchain meets
marketing: Opportunities, threats and avenues for future research,” International Journal of Research in
Marketing, 40 (1), 1-11. [editorial]

Appel, Gil, Juliana Neelbauer and David A. Schweidel (2023), “Generative Al Has an Intellectual
Property Problem,” Harvard Business Review, April 7, https://hbr.org/2023/04/generative-ai-has-an-
intellectual-property-problem.

Peres, Renana, Martin Schreier, David A. Schweidel and Alina Sorescu (2023), “On ChatGPT and
Beyond: How Generative Artificial Intelligence May Affect Research, Teaching and Practice,”
International Journal of Research in Marketing, 40 (2), 269-275. [editorial]

Chae, Inyoung, Jihyeon Ha and David A. Schweidel (2023), “Paywall Suspensions and Digital News
Subscriptions,” Marketing Science, 42 (4), 729-745.

Berger, Jonah, Wendy W. Moe and David A. Schweidel (2023), “What Holds Attention? Linguistic Drivers of
Engagement,” Journal of Marketing, 87 (5), 793-809, finalist for Shelby D. Hunt/Harold H. Maynard
Award (2024).

Mosley, Buffy, David A. Schweidel and Kunpeng Zhang (2024), “When Connection Turns to Anger: How
Consumer-Brand Relationship and Crisis Type Moderate Language on Social Media,” Journal of Consumer
Research, 50 (5), 907-922.

Inman, J. Jeffrey, Robert J. Meyer, David A. Schweidel and Raji Srinivasan (2024), “Do Great Powers
Come with Great Responsibility? Opportunities and Tensions of New Technologies in Marketing,”

International Journal of Research in Marketing, 41 (1), 18-23. [editorial]

Zhang, Dongcheng, Kunpeng Zhang, Yi Yang, and David A. Schweidel (2024), “QATM: An
Unsupervised Topic Model for Text in Online Knowledge Community,” MIS Quarterly, 48 (3), 931-978.
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Chae, Inyoung, David A. Schweidel, Theodoros Evgeniou and V. Padmanabhan (2024), “Mixing User-
and Publisher-Generated Content: Quantifying UGC Spillover Effects in a Hybrid Content Environment,”
Journal of Interactive Marketing, 60 (1), 25-43.

Reisenbichler, Martin, Thomas Reutterer and David A. Schweidel (2025), “Applying Lage Language
Models to Sponsored Search Advertising,” Marketing Science, 45 (1), 123-141.

Fossen, Beth L. and David A. Schweidel (2025), “Emotionality in Political Social Media Communications: The
Moderating Role of Audience Diversity,” forthcoming, Information Systems Research

Heitmann, Mark, Tijmen Jansen, Martin Reisenbichler and David A. Schweidel (2025), “Picture Perfect:
Engaging Customers with Visual Generative Al,” forthcoming, Journal of Marketing

Acar, Oguz and David A. Schweidel (2026), “Preparing Your Brand for Agentic Al,” Harvard Business
Review, March-April.

Lah, James J., Taylor A. James, Liping Zhao, Han Xu, Junjie Wu, David A. Schweidel, Felicia C.
Goldstein, Allan I. Levey, Deqiang Qiu, David W. Loring, and John J. Hanfelt (2026), “Visual memory
correlates with AD biomarkers in cognitively unimpaired individuals,” forthcoming, Alzheimer and
Dementia.

WORKING PAPERS

Peres, Renana and David A. Schweidel, “Revisiting Consumer Data Ownership: A Framework for
Monetizing Consumer Data in Al-Driven Markets,” under review at Journal of the Marketing.

Zhang, Dongcheng, Kunpeng Zhang and David A. Schweidel, “A Transformer-based Bayesian Framework for
Consumer Choice Modeling,” under review at Information Systems Research

Stromberg, Malik, Wendy W. Moe, Thomas Reutterer and David A. Schweidel, “Blind Spots in Broad Strokes:
Caveats for the Use of LLMs in Marketing Research,” revising for 2™ round review at International Journal of
Research in Marketing

Hermann, Erik, Stefano Puntoni and David A. Schweidel, “Conversational Al: The Next Frontier of
Digital Platform Monetization,” revising for 2™ round review at Journal of Marketing

Wang, Wen, Jason Bell, Jeff Dotson and David A. Schweidel, “Generative Al May Be Good for Artists:
Understanding the Impact of Artistic Style on Preference and Willingness to Pay,” preparing for

resubmission, Journal of Marketing Research

Shoshani, Tal, Dongcheng Zhang, Peter Zubcsek and David A. Schweidel, “Privacy vs. Performance with
Mobile Location Data,” preparing for resubmission, Journal of Marketing Research

Zhang, Hanyu, Kunpeng Zhang and David A. Schweidel, “Temporal Coincidence in Recommending New
Points of Interest: A Network Representation Learning Approach”

BOOKS AND CHAPTERS

Moe, Wendy W. and David A. Schweidel (2014), Social Media Intelligence, Cambridge University Press.
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Moe, Wendy W. and David A. Schweidel (2014), “Digital and Internet Marketing,” The History of
Marketing Science, ed. Russ Winer and Scott Neslin, World Scientific Publishing Company.

Schweidel, David A. (2014), Profiting from the Data Economy: Understanding the Roles of Consumers,
Innovators and Regulators in a Data-Driven World, F'T" Press Analytics.

Moe, Wendy W., Oded Netzer and David A. Schweidel (2017), “Social Media and User Generated Content
Analysis,” Handbook of Marketing Decision Models, ed. Berend Wierenga and Ralf van der Lans, Springer.

Moe, Wendy W. and David A. Schweidel (2023), “The Internet as a Social Medium,” The History of
Marketing Science, ed. Russ Winer and Scott Neslin, World Scientific Publishing Company.

Schweidel, David A. (2023), “Biometrics, Privacy and Authentication,” Biometrics and Neuroscience Research
in Business and Management, ed. Luiz Moutinho and Moran Cerf, De Gruyter.

DOCTORAL DISSERTATION COMMITTEES

Tal Shoshani, Assistant Professor of Marketing, Chapman University (member)

Hanyu Zhang, Assistant Professor of Marketing, University of Houston (advisor)

Kyeongbin Kim, Assistant Professor of Marketing, University of Wisconsin-Madison (member)
Jihyeon Ha, Assistant Professor of Marketing, University of lowa (advisor)

Ewelina Forker, Assistant Professor of Accounting, University of Wisconsin-Madison (member)
Buffy Mosley, Assistant Professor of Marketing, Texas A&M University (advisor)

Ning Zhong, Assistant Professor of Marketing, Pennsylvania State University (advisor)

Beth L. Fossen, Assistant Professor of Marketing, Indiana University (advisor)

Moon Young Kang, Assistant Professor of Marketing, KAIST (advisor)

PRESENTATIONS

“Generative Al May Be Good for Artists: Understanding the Impact of Artistic Style on Preference and
Willingness to Pay”
e University of Maryland, 2025

Automated Alignment: Engaging Customers with Visual Generative Al
e Business and Generative Al Workshop, Al at Wharton, 2024

Generative Al in Marketing: Opportunities and Risks
e The Wharton School, 2024
e CDP Institute, 2024
e Workshop on Generative Al in Marketing and Management, TUM School of Management, 2024
e EMAC Digital Marketing SIG, 2024

Potential and Pitfalls of Mobile Location Data

e Tel Aviv University, 2021
Washington University in St. Louis, 2022
City University of Hong Kong, 2022
Northwestern University, 2022
Yale Customer Insights Conference, 2022
University of California-Riverside, 2022
Oxford University, 2022
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Temple University, 2022

University of California-San Diego, 2022
University of Georgia, 2023

University of North Carolina, 2023

Using Mobile Location Data to Assess Sponsorship Effectiveness
e Winter AMA, 2021
e Sloan Sports Analytics Conference, 2021

Opportunities with Textual Data
e University of Cologne, 2021
o University of Alabama, 2021
e Northeastern University, 2020

What Makes Stories More Engaging? Continued Reading in Online Content, ISMS Marketing Science
Conference, 2020

The Role of Emotions in Building and Engaging a Social Media Audience
University of Miami, 2020

ACR, 2019

Behavioral Insights from Text, Wharton, 2019

University of Washington, 2019

WU Vienna University of Economics and Business, 2019

Content Dynamics in Social Media
e Lazaridis Marketing Research Symposium, Wilfred Laurier University, 2018

Leveraging Social Media
e North Carolina State University, 2017

How Content Affects Clicks: A Dynamic Model of Online Content Consumption
e University of Houston, 2017
e Temple University, 2017

Detecting and Monitoring Brand Crises on Social Media
e Yale Customer Insights Conference, 2017
e IDC Herzliya, 2017

The Evolution of Television Content Consumption
e  Georgetown University, 2017
e University of California-Davis, 2016

Deriving Brand Insights with Social Media Analytics, INFORMS Annual Meeting, 2016
Binge Watching and Advertising

e Dartmouth, 2016

o University of Utah, 2016

e Boston College, 2016

Social Media’s Role in a Data Driven Marketing
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e Deloitte Data Scientist Webinar, 2017
e Wells Fargo Big Data Analytics Seminar, 2016
e Marketing Analytics in a Data-Rich Environment, Marketing Science Institute, 2014

Reputational Spillover in Social Media: Collateral Damage or Construction?
e University of Florida, 2015
e HEC Paris, 2014

Social Media Intelligence
o HEC Paris, 2014
University of Texas-Austin, 2014
University of Michigan, 2013
Yale Customer Insights Conference, 2013
NYU Stern Center for Measurable Marketing, 2013
Georgia Research Symposium, 2013

Stochastic Models for Customer Analytics
o INFORMS Business Analytics Conference, 2013

Dynamics in Social Media
e University of Southern California, 2011
e Rice University, 2011
e Indiana University, 2011

Listening in on Online Conversations: Measuring Sentiment with Social Media
e DMEF Research Summit, 2012
o ASA Joint Statistical Meeting (invited session), 2011
e INFORMS Marketing Science Conference, Rice University, 2011

Incorporating Nonrandom Direct Marketing Activity into Latent Attrition Models
BI Norwegian School of Management, 2011

Georgetown University, 2011

Cornell University, 2011

Temple University, 2011

Emory University, 2011

Ohio State University, 2012

INFORMS Marketing Science Conference, Boston University, 2012

Lapsed or Dormant? The Impact of Fundraising Efforts on Donation Activity, Washington Nonprofit
Conference, 2011

Temporal Dynamics in Customer Engagement, Boston University, 2010

What Are Your Customers Still Doing? A Bivariate Latent Attrition Model
e ART Forum, 2011
e DMEF Research Summit, 2010
e HP Labs, 2010
o INFORMS Marketing Science Conference, University of Cologne, 2010
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Examining the Impact of User-Generated Content on Product Innovation, The Emergence and Impact of
User-Generated Content, The Wharton School of The University of Pennsylvania, 2009

Who Wants What’s Hot? Popularity Profiles and Customer Value
e MIT Sloan School of Management, 2010
e  University of Minnesota, 2009
e Marketing Meets Data Mining Conference, University of Texas-Austin, 2009
o INFORMS Marketing Science Conference, University of Michigan, 2009

“Bargain Hunting” in Television Advertising: Examining the Gap between Program and Commercial Break
Audience Measures, ASA Joint Statistical Meeting (invited session), 2009

Valuing Customers at Multi-service Providers
¢ Eindhoven University of Technology, 2009
e Tilburg University, 2009

An Integrated Model of Television Tuning Behavior, INFORMS Marketing Science Conference,
University of British Columbia, 2008

A Bivariate Timing Model of Customer Acquisition and Retention, INFORMS Marketing Science
Conference, Singapore Management University, 2007

Modeling the Evolution of the Customers’ Service Portfolios from a Multi-Service Provider
DMEF Research Summit, 2008

INFORMS Marketing Science Conference, Emory University, 2005
Purdue University, 2005

University of Delaware, 2005

University of Texas-Austin, 2005

University of Wisconsin-Madison, 2005

Rutgers, 2005

University of Minnesota, 2005

Southern Methodist University, 2005

Emory University, 2005

Lehigh University, 2005

University of Georgia, 2005

Intuitive Solutions to the Mailing List Problem, INFORMS Marketing Science Conference, University of
Maryland, 2003

TEACHING

Building Al Solutions (Undergraduate)

Al in Marketing (Undergraduate, Graduate, Coursera specialization)
Data & Analytics School (Faculty Director, Executive Education)
Bias in Data & Analytics (Executive Education)

Arts Leadership Development (Faculty Director, Executive Education)
Foundations of Marketing Analytics (Coursera specialization)
Data-Driven Marketing Intelligence (Undergraduate, Graduate)
Marketing Analytics in Excel (Undergraduate, Graduate, Online)
Digital and Social Media Strategy (Undergraduate, Graduate)
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SERVICE

Al Taskforce (2024-Present)

Research Committee (2012-2013, 2014-2015, chair 2023-Present)

Education committee (2020-2021)

Personnel Committee (2013-2015, 2019-2023)

Strategic plan steering committee (2016-2017)

Big Boulder Initiative, Board of Directors (2016-2017)

Co-director, Emory Marketing Analytics Center (2012-2016)

INFORMS Business Analytics, marketing analytics track committee (2014-2016)
Co-Chair, INFORMS Marketing Science Conference (2014)

Computing and Education Committee (2012-2014)

Chair, Section on Statistics in Marketing, American Statistical Association (2013)
Program committee, AMA Advanced Research Technique Forum (2012-2013)
Chair-Elect, Section on Statistics in Marketing, American Statistical Association (2012)

AWARDS AND GRANTS

2025, AMA-Sheth Doctoral Consortium, Faculty Fellow

2024, Jordan Research Award

2022, AMA-Sheth Doctoral Consortium, Faculty Fellow

2020, AMA-Sheth Doctoral Consortium, Faculty Fellow

2019, Emory University Innovation of 2019 (co-awardee)

2018, Marketing Science Institute Scholar Program

2018, AMA-Sheth Doctoral Consortium, Faculty Fellow

2016, Marketing Science Institute research grant, “Television Advertising and Product Placement: Investigating
Television’s Impact on Online Behavior”

2015, Caldwell Research Award

2014, Marketing Science Institute’s Robert D. Buzzell Best Paper Award

2014, Marketing Science Institute’s Top Download Award

2014, MBA Junior Faculty Teaching Award

2014, Poets & Quants “Top 40 Under 40”

2011, HP Labs Innovation Research Program Grant

2011, Mabel W. Chipman Faculty Award for Excellence in Teaching

2011, Marketing Science Institute Young Scholar Program

2010, Marketing Science Institute research grant, “Examining the Effect of Product Placement on
Commercial Tuning”

2010, University of Wisconsin-Madison Graduate School Research Grant

2009, Erwin A. Gaumnitz Junior Faculty Research Award

2009, Research grant, MSI-WIMI User-Generated Content Research Competition
2009, University of Wisconsin-Madison Graduate School Research Grant

2008, University of Wisconsin-Madison Graduate School Research Grant

EDITORIAL ACTIVITIES
International Journal of Research in Marketing, Editorial Review Board, 2014-2021; Co-Editor, 2021-
2024

Marketing Science, Editorial Review Board, 2016-2024
Journal of Consumer Research, Associate Editor, 2021-Present
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Journal of Marketing, Editorial Review Board, 2015-2018; Associate Editor, 2018-2021; Editorial
Review Board, 2025-Present

Journal of Marketing Research, Editorial Review Board, 2014-2021

Management Science, ad hoc reviewer

PROFESSIONAL AFFILIATIONS

American Marketing Association
INFORMS
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