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Marketing Conference, Yale University, May 2, 2014 (presented by Pinar Yildirim).

“Social Contagion in New Product Trial and Repeat,” ECMI-AMA-EMAC Symposium on Marketing
and Innovation, Erasmus University, Rotterdam, The Netherlands, May 27-28, 2014.

“A Comparison of Product Network and Social Network Based Recommendation Engines for Twitter
Users,” ECMI-AMA-EMAC Symposium on Marketing and Innovation, Erasmus University,
Rotterdam, The Netherlands, May 27-28, 2014 (presented by Shawndra Hill).

“Social Contagion in New Product Trial and Repeat,” 2014 INFORMS Marketing Science
Conference, Atlanta, GA, June 12-14, 2014 (presented by Raghuram Iyengar).

“A Comparison of Product Network and Social Network Based Recommendation Engines for Twitter
Users,” 2014 INFORMS Marketing Science Conference, Atlanta, GA, June 12-14, 2014.

“Income Inequality Within and Between Countries—How it Affects the Acceptance of New Consumer
Products,” 2014 INFORMS Marketing Science Conference, Atlanta, GA, June 12-14, 2014.

“Social Connections and Credit Scoring,” 2014 INFORMS Marketing Science Conference, Atlanta,
GA, June 12-14, 2014 (presented by Pinar Yildirim).

“Social Connections and Credit Scoring,” 12th ZEW Conference on the Economics of Information
and Communication Technologies, Mannheim, Germany, June 16-17, 2014 (presented by Pinar
Yildirim).

“Leveraging Social Networks to Drive New Product Sales (Don’t Bet your House on It),” Seminarie
Jacques de Rijcke: Marketing in Gent—Een terugblik en vooruitkijk. Ghent, Belgium, December 22,
2014.

“Income Inequality Within and Between Countries—How it Affects the Acceptance of New Consumer
Products,” 2015 EMAC Conference, Leuven, Belgium, May 26-29, 2015.

“Customer Referral Reduces the Impact of Poor Service Performance on Customer Churn,” 2015
INFORMS Marketing Science Conference, Baltimore, MD, June 18-20, 2015.

“Share of Wallet at Time of New Product Adoption: Social Contagion versus Heterogeneity Redux,”
2015 INFORMS Marketing Science Conference, Baltimore, MD, June 18-20, 2015 (Presented by
Raghuram Iyengar).

“How to Better Target and Incent Paid Endorsers in Social Advertising Campaigns: A Field
Experiment,” 2015 INFORMS Marketing Science Conference, Baltimore, MD, June 18-20, 2015
(presented by Jing Peng).

“Participation vs. Effectiveness of Paid Endorsers in Social Advertising Campaigns: A Field
Experiment,” 2015 Workshop on Information in Networks, New York University, New York,
October 2-3, 2015.

“Leveraging Network Homophily to Drive Sales and Profits,” 2016 MSI Immersion Conference,
Boston, MA, September 22-23, 2016.
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“How Customer Referral Programs Turn Social Capital into Economic Capital,” 2017 EMAC
Conference, Groningen, The Netherlands, May 23-16, 2017 (presented by Bernd Skiera).

“p-Hacking and False Discovery in A/B Testing,” 2018 INFORMS Marketing Science Conference,
Philadelphia, PA, June 13-16, 2018 (presented by Ron Berman).

“Interaction Contrast Ratio: Testing for Interactions in Binary, Count, and Duration Data,” 2018
ISMS Doctoral Consortium, Philadelphia, PA, June 13, 2018.

“Analyzing Results from ‘Mega-Studies’ and A/B/n Tests: Some Things I Learned the Last 6
Months,” 2021 ISMS Doctoral Consortium, Virtual event, NY, June 2, 2021.

“Design and Analysis of A/B/n Tests and Mega-studies,” 2021 INFORMS Marketing Science
Conference, Virtual event, June 3-4, 2021 (presented by Ron Berman).

“Are Referred Customers More Valuable?” 2021 Theory + Practice in Marketing Conference, Virtual
event, June 9-10, 2021.

INVITED RESEARCH PRESENTATIONS

1996  Catholic University of Leuven; Carnegie Mellon University; Columbia University; Cornell
University; Duke University; Harvard University; University of Michigan; University of
North Carolina at Chapel Hill; Northwestern University; University of Pennsylvania;
Stanford University; University of Texas at Austin.

1999  Catholic University of Leuven; University of Houston; University of Virginia.

2000  Tilburg University.

2001  University of Chicago; Columbia/NYU/Wharton/Yale Marketing Conference.

2002 Tulane University.

2003  Emory University; UC Berkeley.

2004  Harvard University.

2005  Temple University; Marketing Modelers Group, Advertising Research Foundation.

2006  London Business School (Marketing Camp), Pennsylvania State University; Pfizer, Inc.

2007  MIT-Harvard Seminar on Economic Sociology; McGill University; INSEAD.

2008  Cornell University; University of Houston; Social Networks Workshop, University of
Pennsylvania; Johann Wolfgang Goethe Universitit; ESSEC (Cergy-Pontoise).

2009  MIT; Amgen, Inc.; Yale University; Duke University; University of Texas at Austin;
Georgetown University; Catholic University of Leuven (Marketing Camp); ESSEC (Cergy-
Pontoise).

2010  UCLA; Pennsylvania State University (Marketing Camp); University of Maryland
(Marketing Camp); University of North Carolina at Chapel Hill.

2011 University of Colorado at Boulder; Columbia University; University of South Carolina
(Marketing Camp).

2012 University of Texas at Dallas; University of lowa (Marketing Camp).

2013  Arizona State University.

2014  Temple University; Cornell University (Marketing Camp).

2015  Rice University (Marketing Camp).

2016  University of Rochester; Johann Wolfgang Goethe Universitit.

2018  Northwestern University.

13



2019  Pennsylvania State University; University of Washington (Marketing Camp).
2020  University of Cologne (Marketing Camp; canceled); University of Vienna (canceled).

EDITORIAL AND REVIEW SERVICE
1. ASSOCIATE EDITOR

Management Science, 2008—09, 202 1-present
Journal of Marketing Research, 2008—-2020; 2021 (ad hoc), 2023—present

International Journal of Research in Marketing, 2009-2015
Information Systems Research (Special issue on social media), 2011-2012
Marketing Science, 2009-2021; 2022 (ad hoc), 2023 (ad hoc), 2024 (ad hoc)

2. EDITORIAL BOARD MEMBER

Journal of Marketing, 2007—present
Journal of Business-to-Business Marketing, 1997—present

Marketing Science, 2001-2021

Journal of Marketing Research, 2004-2020

Foundations and Trends in Marketing, 2015-2021

International Journal of Research in Marketing, 2006-2015, 2016—present

3. AD HOC REVIEWER

Academy of Management Review, Administrative Science Quarterly, Agricultural Economics,
American Journal of Sociology, American Sociological Review, Annals of Applied Statistics,
European Journal of Marketing, European Journal of Operational Research, IEEE Transactions
on Engineering Management, International Journal of Forecasting, International Journal of
Research in Marketing, Journal of the Association for Consumer Research, Journal of Business-
to-Business Marketing, Journal of Business Research, Journal of Consumer Research, Journal of
Industrial Mathematics, Journal of Interactive Marketing, Journal of Marketing, Journal of
Marketing Behavior, Journal of Marketing Research, Journal of Retailing, Law & Society
Review, Management Science, Marketing Letters, Marketing Science, MIT Sloan Management
Review, Operations Research, Physica A, Psychology and Marketing, Psychometrika,
Quantitative Marketing and Economics, Review of Marketing Research, Social Networks, Social
Science and Medicine, Social Networks, Sociological Forum, Strategic Management Journal,
Technological Forecasting and Social Change, Transactions on Engineering Management.

Institute for the Study of Business Markets
Marketing Science Institute
RAND Corporation (Army Research Division)

Fonds Wetenschappelijk Onderzoek (Belgium)

Israel Science Foundation

National Science Foundation (Sociology Program)

Social Sciences and Humanities Research Council of Canada
Swiss National Science Foundation
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U.S. Army Research Office

EMAC Doctoral Colloquium

EMAC McKinsey Marketing Dissertation Award

ISBM Business Marketing Doctoral Support Competition

ISMS Doctoral Dissertation Proposal Competition

MSI Alden G. Clayton Doctoral Dissertation Proposal Competition

AMA Winter Marketing Educators’ Conference
Congres de 1'Association Frangaise du Marketing
EMAC Conference

Cambridge University Press (book proposal)
Chicago University Press (book manuscript)

Jerry Wind and Vijay Mahajan, eds. (2000), Digital Marketing: Global Strategies from the
World's Leading Experts. New York: Wiley.

Vijay Mahajan, Eitan Muller and Jerry Wind, eds. (2000), New-Product Diffusion Models.
Boston, MA: Kluwer Academic Publishers.

J. Scott Armstrong, ed. (2001), Principles of Forecasting: A Handbook for Researchers and
Practitioners. Boston, MA: Kluwer Academic Publishers.

Philip Hans Franses and Alan L. Montgomery, eds. (2002), Econometric Models in Marketing
(Advances in Econometrics, Vol. 16), Oxford: Elsevier Science.

Amiya K. Chakravarty and Jehoshua Eliashberg, eds. (2003), Managing Business Interfaces:
Marketing, Engineering, and Manufacturing Perspectives. Boston, MA: Kluwer Academic
Publishers.

Gary L. Lilien and Rajdeep Grewal, eds. (2011), Handbook of Business-to-Business Marketing,
Northampton, MA: Edward Elgar Publishing.

UNIVERSITY SERVICE

Faculty Senate Executive Committee, University of Pennsylvania, 2014-16
University Council, University of Pennsylvania, 2014-16

University Council Steering Committee, University of Pennsylvania, 2015-16
University Council Committee on Committees, University of Pennsylvania, 2015-16

Clinical Integration Workgroup, Research to Practice Core, Penn Transdisciplinary Tobacco Use
Research Center, University of Pennsylvania, 2004-08

Board of Advisors, Student Federal Credit Union at the University of Pennsylvania, 2015-2024

Discussion leader, Penn Reading Project, 2003-07, 2015-16

Advisory Committee on Faculty Personnel, The Wharton School, 2016-17

Curriculum Innovation & Review Committee, The Wharton School, 2018-2020

MBA Curriculum Committee, The Wharton School, 2007-08

MBA Executive Committee, The Wharton School, 2007 (ad hoc)

Quinquennial Review Committee for OPIM Department, The Wharton School, 2014-15
Undergraduate Curriculum Committee, The Wharton School, 1998-2000, 2005-06
Undergraduate Executive Committee, The Wharton School, 2000-01

Undergraduate faculty advisor, Ecommerce concentration, The Wharton School, 2000-present
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AMA Recruiting Committee, Marketing Department, 1999, 2005 (Chair), 2009, 2013, 2015
Non-rookie Faculty Search Committee, 2013, 2014-2018 (Chair), 2018-2019

Colloquium coordinator, Marketing Department, 2001-02, 2005-06

Course Head, Marketing Management I (MBA Core), 2009-10

Course Head, Senior Seminar—Marketing Problems Seminar, 1997-99, 2001-02

Curriculum Committee, Marketing Department, 2000-01, 2002-08, 2012-2014, 2017-present (Chair)
Doctoral Committee, Marketing Department, 2005-12, 2015-2017, 2023-2024

Lab, Computing, and Web Site Committee, Marketing Department, 1997-98, 2017-2018

MBA student faculty liaison (advisor), Marketing Department, 2001-05, 2008-10

Undergraduate faculty advisor, Marketing Department, 1998-2001

Faculty advisor to accused student, MBA Ethics Committee, The Wharton School, 2005
Moderator, Marketing panel, Undergraduate Division Career Week, The Wharton School, 1998-2000

OTHER SERVICE

Advisory Board, ISBM PhD Seminar Series, 20062016

Award Committee, ISMS Doctoral Dissertation Proposal Competition, INFORMS, 2017 (Chair)
Award Committee, Louis W. Stern Award, AMA, 2014

Award Committee, Steenkamp Award for Long-Term Impact, EMAC, 2012 (Chair)

Customer Advisory Board, Miller Heiman, 2006—08

DOCTORAL DISSERTATION COMMITTEES
1. CHAIR or CO-CHAIR

Jing Peng, The Wharton School (OID), 2016
Kathleen Li, The Wharton School (Marketing), 2018
Henrique Laurino Dos Santos, The Wharton School (Marketing), 2025

2. MEMBER or EXAMINER

Min Ding, The Wharton School (Marketing), 2001

Ye Hu, The Wharton School (Marketing), 2004

Joan Allatta, The Wharton School (Management), 2005
Sangyoung Song, The Wharton School (Marketing), 2005
Robert Jensen, The Wharton School (Management), 2006
Yogesh Joshi, The Wharton School (Marketing), 2007

Jamie Eggers, The Wharton School (Management), 2008

S. Sajeesh, The Wharton School (Marketing), 2008

Upender Subramanian, The Wharton School (Marketing), 2009
Jeonghye Choi, The Wharton School (Marketing), 2010
Shenyu Li, University of Alberta (Marketing), Canada, 2010
Hans Risselada, University of Groningen (Marketing), The Netherlands, 2012
Eric Schwartz, The Wharton School (Marketing), 2013

Jae Young Lee, The Wharton School (Marketing), 2014

Li Zheng, ESSEC (Marketing), France, 2014
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Jeffrey Cai, The Wharton School (Marketing), 2015

Yanhao Wei, University of Pennsylvania (Economics), 2016

Keren Haddad-Leibovich, Hebrew University of Jerusalem (Marketing), Israel.
Yupeng Chen, The Wharton School (Marketing), 2018

Iris Roelens, Ghent University (Marketing), Belgium, 2018

Alec Pappas, Florida State University (Marketing), 2021

Yu Zhao, The Wharton School (Marketing), 2024

Mingyung Kim, The Wharton School (Marketing), 2025

TEACHING
1. UNDERGRADUATE

Channel Management, MKTG 223

Marketing Strategy, MKTG 277

Models for Marketing Strategy, MKTG 271, 2710

Senior Seminar—Marketing Problems Seminar, MKTG 341

Senior Thesis, Huntsman Program in International Studies & Business, INTS 398/399
Advisor, Wharton Research Scholars Program

2. MBA

Channel Management, MKTG 759

Dynamic Marketing Strategy (MBA Core), MKTG 612
Marketing Management I (MBA Core), MKTG 621
Marketing Management I (Executive MBA Core), MKTG 621
Marketing Strategy, MKTG 777

Models for Marketing Strategy, MKTG 771, 7710
Independent Study, MKTG 899

3. DOCTORAL

Data Analysis and Measurement, MKTG 966

Data Analysis and Measurement A & B, MKTG 940 & 941, 9400 & 9410
Mathematical Marketing Models, MKTG 964

Seminar in Marketing Strategy, MKTG 970

Social Network Analysis, ISBM PhD Seminar Series (10-week webinar, Spring 2007)
Social Networks in B2B Marketing, ISBM PhD Seminar Series (8-week webinar, Spring 2012)

Guest lectures/seminars on social network research in doctoral courses:
Advanced Topics in Marketing Modeling, MKTG 968
Computational Social Science, COMM 871
Diffusion of Innovations, HCMG 900
Diffusion of Innovations, COMM 642
Network Theory and Applications, MGMT 935
Research Methods, MGMT 953
Empirical Models in Marketing, Columbia University
Marketing Models, Columbia University
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PhD Seminar Series, ESSEC, Cergy-Pontoise, France

Guest lectures on diffusion modeling in doctoral courses:
Diffusion of Innovations, COMM 642
Mathematical Marketing Models, MKTG 964
PhD Seminar, Ross School of Business, University of Michigan
PhD Seminar Series, ESSEC, Cergy-Pontoise, France

Program Faculty, ISBM Ph.D. Student Camp for Research in Business-to-Business Markets
San Francisco, CA, July 28-29, 2005
Washington, DC, August 2-3, 2007
Boston, MA, August 11, 2010

Program Faculty, AMA Sheth Foundation Doctoral Consortium
Columbia, MO, June 4-8, 2008

Program Faculty, Medici Summer School in Management Studies (PhD camp)
Bologna, Italy, May 31 - June 6, 2015

Faculty Delegate, 46™ Annual Haring Symposium
Bloomington, IN, April 15-16, 2016

Program Faculty, EMAC Doctoral Colloquium
Groningen, The Netherlands, May 21-23, 2017

Program Faculty, ISMS Doctoral Consortium
Cologne, Germany, June 16, 2010
Philadelphia, PA, June 13, 2018
Rochester, NY, June 2, 2021

4. EXECUTIVE EDUCATION (NON-DEGREE)

Open enrollment: Competitive Marketing Strategy; Customer Analytics

Company-specific: Cheil Communications; Cheil Worldwide; LG Electronics; Management
Engineers; Nokia; Pernod Ricard; Philip Morris USA; Textron; Vanguard.

PERSONAL INFORMATION
Country of citizenship: Belgium

U.S. immigration status: Permanent resident
Languages: English, Dutch, French, and German (reading only)
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