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P R O F E S S I O N A L   A P P O I N T M E N T S________________________________________ 
 

2018-present: Marketing Department Chair, McCombs School of Business, University of Texas 
2017-present: &ŽůĞǇ͛Ɛ�Professorship in Retailing, University of Texas at Austin 
2015 -present: Full Professor, University of Texas at Austin 
2009 ʹ 2015:  Associate Professor (with Tenure), University of Texas at Austin 
2004 ʹ 2009:  Associate Professor (without Tenure), University of Michigan 
2002 ʹ 2004:  Associate Professor (without Tenure), Columbia University 
1999 ʹ 2002:  Assistant Professor, Columbia University 

 

E D U C A T I O N______________________________________________________________ 
 

PhD   1999 - Marketing, University of Texas, Austin, TX 
MBA  1995 - University of Texas, Austin, TX 
BA   1989 - Sociology, University of Massachusetts, Amherst, MA 
AA   1988 ʹ Business Administration, Berkshire Community College, Pittsfield, MA 

 

H O N O R S   A N D   A W A R D S __________________________________________________ 
 

 

x McCombs School of Business Amplify Teaching Award for MS Marketing 2020  
x McCombs School of Business Jim Nolen Award for Excellence in Graduate Teaching 2020 
x Association for Consumer Research Conference Chair (with Tiffany White and Rob Kozinets) 2018 
x At-Large Director - Association for Consumer Research Governing Board 2018-2020 
x McCombs School of Business Joe Beasley Award for Outstanding MBA Teaching 2017 
x McCombs School of Business WPMBA Teaching Award 2015, 2016, 2017, 2018, 2019 
x Association for Consumer Research Conference Working Paper Chair (with Maura Scott) 2017 
x Journal of Retailing Outstanding Reviewer Award 2016  
x International Affiliated Faculty, Audencia School of Management, 2013-2016 
x Nominated for Joe Beasley Award for Outstanding MBA Teaching, 2014, 2015, 2016, 2017 
x Academy of Marketing Science - Ph.D. Consortium Faculty Participant, 2015 
x Association for Consumer Research - Ph.D. Consortium Faculty Participant, 2013, 2015 
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x Co-chair (with Katherine Burson): Society for Consumer Psychology Track at the American 
Psychological Association Annual Convention, Washington D.C., 2014 

x Invited Participant, Marketing in Israel Conference, 2013 
x McCombs School of Business, Outstanding MBA Core Faculty Teaching Award, 2013 
x McCombs School of Business, Faculty Honor Roll Undergraduate Teaching Award, 2010 
x Steven M. Ross School of Business, Ph.D. Teaching Excellence Award, 2009 
x Steven M. Ross School of Business, Global MBA Teaching Excellence Award, 2008 
x Sheth Doctoral Consortium , American Marketing Association, Faculty Participant, 2007 
x Haring Symposium Faculty Participant, 2007 
x Marketing Science Institute Young Scholar Award, 2005 
x University of Texas Outstanding Doctoral Dissertation Award Nominee, 1999 
x American Marketing Association - Sheth Doctoral Consortium Fellow, 1998 
x William S. Livingston Graduate Fellowship, 1998-1999 
x Haring Symposium Fellow, 1996 
x Southern Marketing Association Doctoral Consortium Fellow, 1995 
x University of Texas Graduate School of Business Sord Scholar Award 1995 
 

R E S E A R C H   I N T E R E S T S ___________________________________________________ 
 

Interpersonal Estimation 
Preference Prediction 
Word-of-Mouth 
Fairness, Trust, and Betrayal 
Mental Accounting 

R E F E R E E D   P U B L I C A T I O N S _______________________________________________ 
 

 
1) Han, Eunjoo and Andrew D. Gershoff, (2019) ͞Lots to Do or Lots of Ways to Do It? The Role of 

Mood and Mindset on Goal Motivation͟�Journal of Consumer Psychology, 29, no. 2: 187-206. 
 

2) Han, Jerry and Andrew D. Gershoff (2018)͕�͞The Role of Perceived Control in Estimates of Temporal 
ĂŶĚ�WŚǇƐŝĐĂů��ŝƐƚĂŶĐĞ͘͟�ʹJournal of Consumer Psychology,25, no. 4: 629-643. 
 

3) Packard, Grant, Andrew D. Gershoff, and David B. Wooten (2016)͕�͞When Boastful Word of Mouth 
Helps Versus Hurts Social Perceptions and Persuasion͕͟�Journal of Consumer Research, 43 (1): 26-43. 
 

4) Burson, Katherine A., and Andrew D. Gershoff (2015)͕�͞Marketing Actions That Influence Estimates of 
KƚŚĞƌƐ��ůƐŽ�^ŚĂƉĞ�/ĚĞŶƚŝƚǇ͕͟�Journal of Consumer Psychology, 25, no. 3: 495-503. 
 

5) Gershoff, Andrew D. and Judy K. Frels (2015)͕�͞:ƵƐƚ�tŚĂƚ�DĂŬĞƐ�/ƚ�'ƌĞĞŶ͍�dŚĞ�ZŽůĞ�ŽĨ��ĞŶƚƌĂůŝƚǇ�ŽĨ�
'ƌĞĞŶ�WƌŽĚƵĐƚ��ƚƚƌŝďƵƚĞƐ�ŝŶ��ǀĂůƵĂƚŝŽŶƐ�ŽĨ�'ƌĞĞŶŶĞƐƐ͕͟�Journal of Marketing, 79, no. 1: 97-110.  
 

6) ^ŽƐƚĞƌ͕�ZŽďŝŶ�>͕͘��ŶĚƌĞǁ��͘�'ĞƌƐŚŽĨĨ�͕�tŝůůŝĂŵ�K͘��ĞĂƌĚŽŶ�;ϮϬϭϰͿ͕�͞dŚĞ��ŽƚƚŽŵ��ŽůůĂƌ��ĨĨĞĐƚ͗�dŚĞ�
InflueŶĐĞ�ŽĨ�^ƉĞŶĚŝŶŐ�ƚŽ��ĞƌŽ�ŽŶ�WĂŝŶ�ŽĨ�WĂǇŵĞŶƚ�ĂŶĚ�^ĂƚŝƐĨĂĐƚŝŽŶ͕͟�Journal of Consumer 
Research. 41, no. 3: 656-677. 
 

7) 'ĞƌƐŚŽĨĨ͕��ŶĚƌĞǁ��͕͘�ZĂŶ�<ŝǀĞƚǌ͕�ĂŶĚ��ŶĂƚ�<ĞŝŶĂŶ�;ϮϬϭϮͿ�͞�ŽŶƐƵŵĞƌ�ZĞƐƉŽŶƐĞ�ƚŽ�sĞƌƐŝŽŶŝŶŐ͗�
,Žǁ��ƌĂŶĚƐ͛�WƌŽĚƵĐƚŝŽŶ�DĞƚŚŽĚƐ��ĨĨĞĐƚ�WĞƌĐĞƉƚŝŽŶƐ�ŽĨ�hŶĨĂŝƌŶĞƐƐ͘͟�Journal of Consumer 
Research. 39, no. 2: 382ʹ398. 
 

8) Gershoff, Andrew D. and Katherine A. Burson (2011Ϳ�͞<ŶŽǁŝŶŐ�tŚĞƌĞ�dŚĞǇ�^ƚĂŶĚ͗�dŚĞ�ZŽůĞ�ŽĨ�
/ŶĨĞƌƌĞĚ��ŝƐƚƌŝďƵƚŝŽŶƐ�ŝŶ�DŝƐĞƐƚŝŵĂƚĞƐ�ŽĨ�ZĞůĂƚŝǀĞ�^ƚĂŶĚŝŶŐ͘͟�Journal of Consumer Research - Lead 
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Article. 38, no. 3: 407-419. 
 

9) 'ĞƌƐŚŽĨĨ͕��ŶĚƌĞǁ��͘�ĂŶĚ�:ŽŶĂƚŚĂŶ�:͘�<ŽĞŚůĞƌ�;ϮϬϭϭͿ�͞^ĂĨĞƚǇ�&ŝƌƐƚ͍��dŚĞ�ZŽůĞ�ŽĨ��ŵŽƚŝŽŶ�ŝŶ�
�ĞƚƌĂǇĂů��ǀĞƌƐŝŽŶ͘͟�Journal of Consumer Research. 38, no. 1: 140-150. 
 

10) 'ĞƌƐŚŽĨĨ͕��ŶĚƌĞǁ��͕͘��ƐŚĞƐŚ�DƵŬŚĞƌũĞĞ�ĂŶĚ��ŶŝƌďĂŶ�DƵŬŚŽƉĂĚŚǇĂǇ͕�;ϮϬϬϴͿ�͞tŚĂƚ͛Ɛ�EŽƚ�ƚŽ�
Like?  Preference Asymmetry in the False Consensus Effect.͟�Journal of Consumer Research. 35, 
no. 1: 119-125. 
 

11) 'ĞƌƐŚŽĨĨ͕��ŶĚƌĞǁ��͕͘��ƐŚĞƐŚ�DƵŬŚĞƌũĞĞ�ĂŶĚ��ŶŝƌďĂŶ�DƵŬŚŽƉĂĚŚǇĂǇ�;ϮϬϬϳͿ�͞,Žǁ��Ž�tĞ�>ŽǀĞ�
It? >Ğƚ�DĞ��ŽƵŶƚ�ƚŚĞ�tĂǇƐ͗��ƚƚƌŝďƵƚĞ��ŵďŝŐƵŝƚǇ͕�ĂŶĚ�ƚŚĞ�WŽƐŝƚŝǀŝƚǇ��ĨĨĞĐƚ�ŝŶ��ŐĞŶƚ��ǀĂůƵĂƚŝŽŶ͕͟�
Journal of Consumer Research.33, no. 4: 494-505. 
 

12) 'ĞƌƐŚŽĨĨ͕��ŶĚƌĞǁ��͕͘��ƐŚĞƐŚ�DƵŬŚĞƌũĞĞ�ĂŶĚ��ŶŝƌďĂŶ�DƵŬŚŽƉĂĚŚǇĂǇ�;ϮϬϬϲͿ�͚͞/�>ŽǀĞ�ŝƚ͛�Žƌ�͚/�,ĂƚĞ�
ŝƚ͍͛�dŚĞ�WŽƐŝƚŝǀŝƚǇ��ĨĨĞĐƚ�ŽĨ�^ƚĂƚĞĚ�WƌĞĨĞƌĞŶĐĞƐ�ĨŽƌ��ŐĞŶƚ��ǀĂůƵĂƚŝŽŶ͕͟�Marketing Letters. 17: 103-
117. 
 

13) 'ĞƌƐŚŽĨĨ͕��ŶĚƌĞǁ��͘�ĂŶĚ�'ŝƚĂ�s͘�:ŽŚĂƌ͕�;ϮϬϬϲͿ�͞,Žǁ�tĞůů��o You Know Me?  Consumer 
�ĂůŝďƌĂƚŝŽŶ�ŽĨ�KƚŚĞƌƐ͛�<ŶŽǁůĞĚŐĞ͕͟�Journal of Consumer Research. 32, no. 4: 496-503. 
 

14) <ŽĞŚůĞƌ͕�:ŽŶĂƚŚĂŶ�:͘�ĂŶĚ��ŶĚƌĞǁ��͘�'ĞƌƐŚŽĨĨ�;ϮϬϬϱͿ�͞�ĞƚƌĂǇĂů��ǀĞƌƐŝŽŶ�is Reasonable͕͟�
Behavioral and Brain Sciences. 28, no. 4: 556-557.   
 

15) BroniĂƌĐǌǇŬ͕�^ƵƐĂŶ�D͘�ĂŶĚ��ŶĚƌĞǁ��͘�'ĞƌƐŚŽĨĨ�;ϮϬϬϯͿ�͞dŚĞ�ZĞĐŝƉƌŽĐĂů��ĨĨĞĐƚƐ�ŽĨ��ƌĂŶĚ��ƋƵŝƚǇ�
ĂŶĚ�dƌŝǀŝĂů��ƚƚƌŝďƵƚĞƐ͕͟�Journal of Marketing Research. 40, no. 2: 161-175. 
 

16) 'ĞƌƐŚŽĨĨ͕��ŶĚƌĞǁ��͕͘��ƐŚĞƐŚ�DƵŬŚĞƌũĞĞ�ĂŶĚ��ŶŝƌďĂŶ�DƵŬŚŽƉĂĚŚǇĂǇ�;ϮϬϬϯͿ͕�͞�ŽŶƐƵŵĞƌ�
Acceptance of On-ůŝŶĞ��ŐĞŶƚ��ĚǀŝĐĞ͗���ǆƚƌĞŵŝƚǇ�ĂŶĚ�WŽƐŝƚŝǀŝƚǇ��ĨĨĞĐƚƐ͕͟�Journal of Consumer 
Psychology. 13, no. 1-2: 161-170. 
 

17) <ŽĞŚůĞƌ͕�:ŽŶĂƚŚĂŶ�:͘�ĂŶĚ��ŶĚƌĞǁ��͘�'ĞƌƐŚŽĨĨ�;ϮϬϬϯͿ͕�͞�ĞƚƌĂǇĂů��ǀĞƌƐŝŽŶ͗�tŚĞŶ��ŐĞŶƚƐ�ŽĨ�
WƌŽƚĞĐƚŝŽŶ��ĞĐŽŵĞ��ŐĞŶƚƐ�ŽĨ�,Ăƌŵ͕͟�Organizational Behavior and Human Decision Processes. 90 
no. 2: 244-261. 
 

18) 'ĞƌƐŚŽĨĨ͕��ŶĚƌĞǁ��͕͘�^ƵƐĂŶ�D͘��ƌŽŶŝĂƌĐǌǇŬ͕�ĂŶĚ�WĂƚƌŝĐŝĂ�D͘�tĞƐƚ�;ϮϬϬϭͿ͕�͞ZĞĐŽŵŵĞŶĚĂƚŝŽŶ�Žƌ�
�ǀĂůƵĂƚŝŽŶ͍�dĂƐŬ�^ĞŶƐŝƚŝǀŝƚǇ�ŝŶ�/ŶĨŽƌŵĂƚŝŽŶ�^ŽƵƌĐĞ�^ĞůĞĐƚŝŽŶ͕͟�Journal of Consumer Research. 28,  
no. 3: 413-438. 
 

19) 'ĞƌƐŚŽĨĨ͕��ŶĚƌĞǁ��͘�ĂŶĚ�WĂƚƌŝĐŝĂ�D͘�tĞƐƚ�;ϭϵϵϴͿ͕�͞hƐŝŶŐ�Ă��ŽŵŵƵŶŝƚǇ�ŽĨ�<ŶŽǁůĞĚŐĞ�ƚŽ��ƵŝůĚ�
/ŶƚĞůůŝŐĞŶƚ��ŐĞŶƚƐ͕͟�Marketing Letters. 9, no 1: 79-91. 
 

20) �ƌŽŶŝĂƌĐǌǇŬ͕�^ƵƐĂŶ�D͘�ĂŶĚ��ŶĚƌĞǁ��͘�'ĞƌƐŚŽĨĨ�;ϭϵϵϳͿ͕�͞DĞĂŶŝŶŐůĞƐƐ��ŝĨĨĞƌĞŶƚŝĂƚŝŽŶ�ZĞǀŝƐŝƚĞĚ͕͟�ŝŶ�
Advances in Consumer Research, ed. Merrie Brucks and Debbie MacInnis, Vol. XXIV, Provo, UT: 
Association for Consumer Research, 223-228. 

 
B O O K   C H A P T E R S   A N D   O T H E R   P U B L I C A T I O N S _______________________________   

 

 
1) Kozinets, Robert V., Andrew D. Gershoff, and Tiffany Barnett White ;ϮϬϮϬͿ͕�͞/ŶƚƌŽĚƵĐƚŝŽŶ�ƚŽ�^ƉĞĐŝĂů�

Issue: Trust in Doubt ʹ �ŽŶƐƵŵŝŶŐ�ŝŶ�Ă�WŽƐƚ�dƌƵƐƚ�tŽƌůĚ͕͟�Journal of the Association for Consumer 
Research. 5, 2, 130-136. 
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2) Gershoff, Andrew D. and Ashesh MƵŬŚĞƌũĞĞ�;ϮϬϭϱͿ͕�͞KŶůŝŶĞ�^ŽĐŝĂů�/ŶƚĞƌĂĐƚŝŽŶ͕͟�in Cambridge 
Handbook of Consumer Psychology, Michael Norton, Derek Rucker, and Cait Lamberton, Ed. pg. 476-
503. 
 

3) 'ĞƌƐŚŽĨĨ͕��ŶĚƌĞǁ��͘�ĂŶĚ�:ƵůŝĞ�/͘�/ƌǁŝŶ�;ϮϬϭϭͿ͕�͞tŚǇ�EŽƚ��ŚŽŽƐĞ�'ƌĞĞŶ͍��ŽŶƐƵŵĞƌ��ĞĐŝƐŝŽŶ�
Making fŽƌ��ŶǀŝƌŽŶŵĞŶƚĂůůǇ�&ƌŝĞŶĚůǇ�WƌŽĚƵĐƚƐ͕͟�ŝŶ�The Oxford Handbook of Business and the 
Natural Environment, Pratima Bansal and Andrew J. Hoffman, Ed. pg. 366-383. 
 

4) 'ĞƌƐŚŽĨĨ͕��ŶĚƌĞǁ��͘�;ϮϬϭϭͿ͕�͞�ŽŶƐƵŵĞƌ�WĞƌĐĞƉƚŝŽŶƐ�ŽĨ��ĚǀŝƐŽƌƐ͕͟�ŝŶ�� 
Consumer Insights: Findings from Behavioral Research, Joe Alba, Ed. 
 

5) 'ĞƌƐŚŽĨĨ͕��ŶĚƌĞǁ�ĂŶĚ��ƌŝĐ�:ŽŚŶƐŽŶ�;�ƵŐƵƐƚ�ϮϬϬϯͿ͕�͞�ǀŽŝĚ�ƚŚĞ�dƌĂƉ�ŽĨ�dŚŝŶŬŝŶŐ��ǀĞƌǇŽŶĞ�ŝƐ�:ƵƐƚ�
>ŝŬĞ�zŽƵ͕͟�ŝŶ�Financial Times, Friday, August 29, pg. 7. 
 

 
W O R K I N G   P A P E R S __________________________________________________________ 

 
1) �ŽĞƌŝŶŐ͕�dŝŵ͕��ŶĚƌĞǁ��͘�'ĞƌƐŚŽĨĨ͕�ĂŶĚ�<ĂƚŚĞƌŝŶĞ��ƵƌƐŽŶ͕�͞Mere Packaging and Consumer Choice: 

How Unnecessary Packaging Can Increase Product Value͘͟� 
 

2) DƵŬŚĞƌũĞĞ͕��ƐŚĞƐŚ͕�^ĞƵŶŐ�zƵŶ�>ĞĞ͕�ĂŶĚ��ŶĚƌĞǁ��͘�'ĞƌƐŚŽĨĨ͕�͞tŚĞŶ��Ž Limited Time Offers Increase 
Versus Decrease Purchase Intent? A Reactance Perspective ʹ in preparation for Journal of Consumer 
Psychology. 
  

3) Namkoong, Jae-Eun, Jerry Han͕�ĂŶĚ��ŶĚƌĞǁ��͘�'ĞƌƐŚŽĨĨ͕��͞tŚĞŶ��ĂĚ�dŚŝŶŐƐ�,ĂƉƉĞŶ�ƚŽ��ĂĚ�&ŝƌŵƐ͘��
The Role of Karmic TŚŝŶŬŝŶŐ�ŽŶ��ŽŶƐƵŵĞƌ��ǀĂůƵĂƚŝŽŶƐ͘͟ʹ Under Review Journal of Public Policy and 
Marketing.  
 

4) Namkoong, Jae-Eun and Andrew D. Gershoff "The Effect of Closure on Cognitive Representation and 
Subjective Knowledge after Consumer Learning" ʹ Under Review Journal of Consumer Behaviour. 
 

5) EĂŵŬŽŽŶŐ͕�:ĂĞ��ƵŶ͕�ĂŶĚ��ŶĚƌĞǁ��͘�'ĞƌƐŚŽĨĨ͕�͞EŽǁ�dŚĂƚ�/ƚ͛Ɛ�KǀĞƌ͕�/ƚ͛Ɛ�EŽƚ�^Ž��ĂĚ͗��dŚĞ�Role of 
Closure on in Evaluations of Product Failure͕͟�ʹin preparation for Journal of Consumer Psychology. 
 

6) Lee, Hyunjung and Andrew D. Gershoff, ͞Consumer Decisions to Ask for Help͟ ʹ In preparation 
for Journal of Marketing. 

 
7) >ĞĞ͕�,ǇƵŶũƵŶŐ�ĂŶĚ��ŶĚƌĞǁ��͘�'ĞƌƐŚŽĨĨ͕�͞dŚĂŶŬƐ�ĨŽƌ�tŚĂƚ�/͛ǀĞ�'Žƚ�ĂŶĚ�dŚĂŶŬƐ�ĨŽƌ�tŚĂƚ�/͛ǀĞ�EŽƚ͗ 

What We Are Grateful For Motivates Distinct Pro-ƐŽĐŝĂů��ŽŶƐƵŵƉƚŝŽŶ��ĞŚĂǀŝŽƌƐ͟ 
 
 

O T H E R   P R O J E C T S   IN   P R O G R E S S ______________________________________________ 
 

1) �ŶĚƌĞǁ��͘�'ĞƌƐŚŽĨĨ�ĂŶĚ�:ƵĚǇ�<͘�&ƌĞůƐ͕�͞dŚĞ�ZŽůĞ�ŽĨ��ŽŶƐƚƌƵĂů�>ĞǀĞů�ĂŶĚ��ĞŶƚƌĂůŝƚǇ�ŝŶ��ǀĂůƵĂƚŝŽŶƐ�ŽĨ�
�ŶǀŝƌŽŶŵĞŶƚĂůůǇ�&ƌŝĞŶĚůǇ�WƌŽĚƵĐƚƐ͟� 
 

2) Han, Jerry and Andrew �͘�'ĞƌƐŚŽĨĨ͕�͞The Role of Perceived Control in Estimates of the Value of 
DŽŶĞǇ�ĂŶĚ�dŝŵĞ͟ 

  
3) Namkoong, Jae-Eun and Andrew D. Gershoff,  ͞>Ğƚ�DĞ�&ŝŶŝƐŚ�/ƚ͗�,Žǁ��ĞƐŝƌĞ�ĨŽƌ��ůŽƐƵƌĞ�/ŶĨůƵĞŶces 

'ŽĂůƐ�ĂŶĚ�^ĂƚŝĂƚŝŽŶ͟ 
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4) >ĞĞ͕�:ŝǇŽƵŶŐ�ĂŶĚ��ŶĚƌĞǁ��͘�'ĞƌƐŚŽĨĨ͕�͞dŚĞ�Effect of Privacy Concerns on Commitment 
�ǀŽŝĚĂŶĐĞ͟ 

 
R E F E R E E D   C O N F E R E N C E   P R E S E N T A T I O N S __________________________________ 
 

1) ͞Mere Packaging and Consumer Choice: How Unnecessary Packaging Can Increase Product Value͟�
(with Time Doering and Katherine Burson) Association for Consumer Research Annual Conference, 
Paris (Virtual) 2020. 

2) ͞Preserving Essence: The Mere Packaging Effect͕͟�;ǁŝƚŚ�dŝŵ��ŽĞƌŝŶŐ�ĂŶĚ�<ĂƚŚĞƌŝŶĞ��ƵƌƐŽŶͿ͕�
Association for Consumer Research Annual Conference, Atlanta 2019. 

3) ͞���ŝƐĐƵƐƐŝŽŶ�ŽĨ�dƌƵƐƚ�ĂŶĚ��ŝƐƚƌƵƐƚ�ŝŶ�tŽƌĚ�ŽĨ�DŽƵƚŚ͕͟�WĂŶĞů�ĚŝƐĐƵƐƐŝŽŶ�Ăƚ��ƐƐŽĐŝĂƚŝŽŶ�ĨŽƌ��ŽŶƐƵŵĞƌ�
Research Annual Conference, Dallas 2018. 

4) ͞DĞƌĞ�WĂĐŬĂŐŝŶŐ�ĂŶĚ��ŽŶƐƵŵĞƌ��ŚŽŝĐĞ͕͟�;ǁŝƚŚ�dŝŵ��ŽĞƌŝŶŐ�ĂŶĚ�<ĂƚŚĞƌŝŶĞ��ƵƌƐŽŶͿ͕��ƐƐŽĐŝĂƚŝŽŶ�ĨŽƌ�
Consumer Research Annual Conference, Dallas 2018. 

5) ͞I Can Do More with My Time, but Less with My Money: The Role of Control on Resource 
Instrumentality Perceptions͕͟�;ǁŝƚŚ�:ĞƌƌǇ�,ĂŶ�ĂŶĚ��ĚƌŝĂŶĂ�^ĂŵƉĞƌͿ͕�^ŽĐŝĞƚǇ�ĨŽƌ��ŽŶƐƵŵĞƌ�WƐǇĐŚŽůŽŐǇ�
Conference, Dallas 2018. 

6) ͞Sharing Personal Information for Connection: The Effect of Social Exclusion on Consumer Self-
Disclosure to Brands͕͟�;ǁŝƚŚ�:ŝǇŽƵŶŐ�>ĞĞͿ͕�^ŽĐŝĞƚǇ�ĨŽƌ��ŽŶƐƵŵĞƌ�WƐǇĐŚŽůŽŐǇ��ŽŶĨĞƌĞŶĐĞ͕��ĂůůĂƐ�ϮϬϭϴ͘ 

7) ͞When Do Limited Time Offers Work? A Reactance Perspective͕͟ (with Ashesh Mukherjee and Seung 
Lee), Association for Consumer Research Conference, San Diego, October 2017. 

8) ͞I Want to Share My Information!: The Effects of Social ExclƵƐŝŽŶ�ŽŶ��ŽŶƐƵŵĞƌƐ͛�/ŶĨŽƌŵĂƚŝŽŶ�
Disclosure Intentions͕͟�;ǁŝƚŚ�Jiyoung Lee), Association for Consumer Research Conference, San Diego, 
October 2017. 

9) ͞I Can Do More with My Time, but Less with My Money: The Role of Control on Resource Efficacy 
Perceptions͕͟�;ǁŝƚŚ�:ĞƌƌǇ�,ĂŶ�ĂŶĚ�Adriana Samper) , Association for Consumer Research Conference, 
San Diego, October 2017. 

10) ͞�ŝǀŝŶĞ�/ŶƚĞƌǀĞŶƚŝŽŶ͗�,Žǁ�/ůůƵƐŽƌǇ��ĂƵƐĂů�WĞƌĐĞƉƚŝŽŶ�ZĞĚƵĐĞƐ��ŽŶƐƵŵĞƌ�WƵŶŝƐŚŵĞŶƚ��ĨƚĞƌ��ĂĚ�dŚŝŶŐƐ�
,ĂƉƉĞŶ�ƚŽ��ĂĚ�&ŝƌŵƐ͕͟��;ǁŝƚŚ�:ĂĞ-Eun Namkoong, and Jerry Jisang Han), Association for Consumer 
Research Conference, New Orleans, October 2015. 

11) ͞dƌƵƐƚ�DĞ͕�/�<ŶŽǁ͊�dŚĞ�/ŵƉĂĐƚ�ŽĨ�^ŽƵƌĐĞ�^ĞůĨ-Enhancement on Persuasion in Word-of-DŽƵƚŚ͕͟�;ǁŝƚŚ�
Grant Packard and David Wooten), Association for Consumer Research Conference, New Orleans, 
October 2015. 

12) ͞dŽŽ��ŽŶĐĞƌŶĞĚ�ƚŽ��Žŵŵŝƚ͗�dŚĞ��ĨĨĞĐƚ�ŽĨ�WƌŝǀĂĐǇ��ŽŶĐĞƌŶƐ�ŽŶ��ŽŶƐƵŵĞƌƐΖ�WƌĞĨĞƌĞŶĐĞ�&Žƌ�&ůĞǆŝďŝůŝƚǇ͟�
(with Jiyoung Lee), Association for Consumer Research Conference, New Orleans, October 2015. 

13) ͞>ŽƚƐ�ƚŽ��Ž�Žƌ�>ŽƚƐ�ŽĨ�tĂǇƐ�ƚŽ��Ž�/ƚ͍�dŚĞ�ZŽůĞ�ŽĨ�DŽŽĚ�ĂŶĚ�DŝŶĚƐĞƚ�ŽŶ�'ŽĂů�DŽƚŝǀĂƚŝŽŶ͕͟�;ǁŝƚŚ�
Eunjoo Han), Association for Consumer Research Conference, New Orleans, October 2015. 

14) ͞The Effect of Privacy Concerns on Consumers' Preference for Flexibility͕͟�;ǁŝƚŚ Jiyoung Lee), Society 
for Consumer Psychology Conference, Phoenix, February 2015. 

15) ͞Thanks for What /͛ǀĞ�'Žƚ�ĂŶĚ�dŚĂŶŬƐ�ĨŽƌ�tŚĂƚ�/͛ǀĞ�EŽƚ͗�dŚĞ��ĨĨĞĐƚƐ�ŽĨ�dǁŽ�dǇƉĞƐ�ŽĨ�'ƌĂƚŝƚƵĚĞ�ŽŶ�
WƌŽƐŽĐŝĂů�^ƉĞŶĚŝŶŐ�ĨŽƌ��ůŽƐĞ�ĂŶĚ��ŝƐƚĂŶƚ�KƚŚĞƌƐ͕͟�(with Hyunjung Lee), Association for Consumer 
Research Conference, Baltimore, October 2014. 

16) ͞WƵƐŚŝŶŐ�ĂŶĚ�WƵůůŝŶŐ�ƚŚĞ�&ƵƚƵƌĞ�ĂƐ�/�tĂŶƚ͗�dŚĞ�DŽĚĞƌĂƚŝŶŐ��ĨĨĞĐƚ�ŽĨ�&ĞĞůŝŶŐƐ�ŽĨ��ŽŶƚƌŽů�ŽŶ��ŽŶƐƵŵĞƌ�
dĞŵƉŽƌĂů��ŝƐƚĂŶĐĞ�WĞƌĐĞƉƚŝŽŶ͕͟�;ǁŝƚŚ�:ĞƌƌǇ�,ĂŶͿ�American Psychological Association Convention, 
Washington, D.C., August 2014. 

17) ͞EŽ�/ĚůĞ��ŽĂƐƚ͗��ŽŶƐƵŵĞƌ�ZĞƐƉŽnses to Self-�ŶŚĂŶĐŝŶŐ�^ŽƵƌĐĞƐ�ŽĨ�WƌŽĚƵĐƚ�/ŶĨŽƌŵĂƚŝŽŶ͕͟�;ǁŝƚŚ��'ƌĂŶƚ�
Packard and David B. Wooten) Society for Consumer Psychology Conference, Miami, March 2014. 

18) ͞WƵƐŚŝŶŐ�ĂŶĚ�WƵůůŝŶŐ�ƚŚĞ�&ƵƚƵƌĞ�ĂƐ�/�tĂŶƚ͗�dŚĞ�DŽĚĞƌĂƚŝŶŐ��ĨĨĞĐƚ�ŽĨ�&ĞĞůŝŶŐƐ�ŽĨ��ŽŶƚƌŽů�ŽŶ��ŽŶƐumer 
dĞŵƉŽƌĂů��ŝƐƚĂŶĐĞ�WĞƌĐĞƉƚŝŽŶ͕͟�;ǁŝƚŚ�:ĞƌƌǇ�,ĂŶͿ�^ŽĐŝĞƚǇ�ĨŽƌ��ŽŶƐƵŵĞƌ�WƐǇĐŚŽůŽgy Conference, 
Miami, March 2014. 

19) ͞dŚĞ��ŽƚƚŽŵ��ŽůůĂƌ��ĨĨĞĐƚ͗�,Žǁ�ZĞƐŽƵƌĐĞ�^ĐĂƌĐŝƚǇ�/ŶĨůƵĞŶĐĞƐ�WĞƌĐĞŝǀĞĚ�sĂůƵĞ�ĂŶĚ�^ĂƚŝƐĨĂĐƚŝŽŶ͕͟�;ǁŝƚŚ�
Robin L. Soster and  William O. Bearden)  Association for Consumer Research Conference, Chicago, IL, 
October 2013. 
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20) ͞dŚĞ�ZŽůĞ�ŽĨ��ĞŶƚƌĂůŝƚǇ�ŽĨ�'ƌĞĞŶ�WƌŽĚƵĐƚ��ƚƚƌŝďƵƚĞƐ�ŝŶ��ǀĂůƵĂƚŝŽŶƐ�ŽĨ�'ƌĞĞŶŶĞƐƐ͕͟�;ǁŝƚŚ�:ƵĚǇ�<͘�&ƌĞůƐͿ�
American Psychological Association Conference, Honolulu, HI,  July 2013 

21) ͞dŚĞ�ZŽůĞ�ŽĨ��ĞŶƚƌĂůŝƚǇ�ŽĨ�'ƌĞĞŶ�WƌŽĚƵĐƚ��ƚƚƌŝďƵƚĞƐ�ŝŶ��ǀĂůƵĂƚŝŽŶƐ�ŽĨ�'ƌĞĞŶŶĞƐƐ͕͟�;ǁŝƚŚ�:ƵĚǇ�<͘�&ƌĞůƐͿ�
Marketing and Public Policy Conference, Washington D.C. June 2013 

22) ͞dŚĂŶŬƐ�ĨŽƌ�tŚĂƚ�/͛ǀĞ�'Žƚ�ĂŶĚ�dŚĂŶŬƐ�ĨŽƌ�tŚĂƚ�/͛ǀĞ�EŽƚ͗�dŚĞ��ĨĨĞĐƚƐ�ŽĨ��ĞŝŶŐ�'ƌĂƚĞĨƵů͕�ĂŶĚ�that We 
�ƌĞ�'ƌĂƚĞĨƵů�&Žƌ͕�ŽŶ��ǀĂůƵĂƚŝŽŶƐ�ŽĨ�WƌŽĚƵĐƚƐ͕͟�;ǁŝƚŚ��,ǇƵŶũƵŶŐ�>ĞĞͿ�^ŽĐŝĞƚǇ�ĨŽƌ��ŽŶƐƵŵĞƌ�WƐǇĐŚŽůŽŐǇ�
Conference, San Antonio, February 2013 

23) ͞DŽǀŝŶŐ�ŽŶ�ĂŶĚ�ĂǁĂǇ͗�WƐǇĐŚŽůŽŐŝĐĂů�ĐůŽƐƵƌĞ�ŝŶĐƌĞĂƐĞƐ�ƚĞŵƉŽƌĂů�ĂŶĚ�ƉƌŽďĂďŝůŝƐƚŝĐ�ƉƐǇĐŚŽůŽŐŝĐĂů�
ĚŝƐƚĂŶĐĞ͕͟�;ǁŝƚŚ Jae-Eun Namkoong) 

24) ͚͞dŝƐ��ĞƚƚĞƌ�ƚŽ�'ŝǀĞ�dŚĂŶ�ƚŽ�ZĞĐĞŝǀĞ͗�WƌĞĨĞƌĞŶĐĞ��ƐƚŝŵĂƚĞƐ��ŽŶĚŝƚŝŽŶĞĚ�ŽŶ�KǁŶ�ĂŶĚ�KƚŚĞƌ͛Ɛ�
WƌĞĨĞƌĞŶĐĞƐ͟�;ǁŝƚŚ�^ƵƐĂŶ��ƌŽŶŝĂƌĐǌǇŬͿ��ƐƐŽĐŝĂƚŝŽŶ�ĨŽƌ��ŽŶƐƵŵĞƌ�ZĞƐĞĂƌĐŚ��ŽŶĨĞƌĞŶĐĞ͕�sĂŶĐŽƵǀĞƌ͕�
BC, October 2012. 

25) ͞DŽǀŝŶŐ�KŶ�ĂŶĚ��ǁĂǇ͗��ůŽƐƵƌĞ�/ŶĐƌĞĂƐĞƐ�WƐǇĐŚŽůŽŐŝĐĂů��ŝƐƚĂŶĐĞ�ƚŚƌŽƵŐŚ��ŵŽƚŝŽŶ͟�;ǁŝƚŚ�:ĂĞ��ƵŶ�
Namkoong) Association for Consumer Research Conference, Vancouver, BC, October 2012.  

26) ͞WƐǇĐŚŽůŽŐŝĐĂů��ůŽƐƵƌĞ͕��ďƐƚƌĂĐƚŝŽŶ͕�ĂŶĚ�^ƵďũĞĐƚŝǀĞ�<ŶŽǁůĞĚŐĞ͟�;ǁŝƚŚ�:ĂĞ��ƵŶ�EĂŵŬŽŽŶŐͿ�^ŽĐŝĞƚǇ�ĨŽƌ�
Consumer Psychology Conference, Las Vegas, Nevada, February 2012. 

27) ͞/ƚ͛Ɛ�:ƵƐƚ�DĞ͗��dŚĞ�ZŽůĞ�ŽĨ�/ŶĨĞƌƌĞĚ��ŝƐƚƌŝďƵƚŝŽŶƐ�ŝŶ��ƐƚŝŵĂƚĞƐ�ŽĨ�ZĞůĂƚŝǀĞ�^ƚĂŶĚŝŶŐ͟�;ǁŝƚŚ�<ĂƚŚĞƌŝŶĞ�
Burson) Association for Consumer Research Conference, Pittsburgh, PA, October 2009.  

28) ͞���ƌĂŶĚ�ŝŶ�,ĂŶd: Symbolic Props in Self-WƌĞƐĞŶƚĂƚŝŽŶ͟�;ǁŝƚŚ�'ƌĂŶƚ�WĂĐŬĂƌĚͿ��ƐƐŽĐŝĂƚŝŽŶ�ĨŽƌ�
Consumer Research Conference, Pittsburgh, PA, October 2009.  

29) ͞tŚĞŶ��ǀŽŝĚĂďůĞ�>ŽƐƐĞƐ��ƌĞ�WĞƌĐĞŝǀĞĚ�ĂƐ�'ĂŝŶƐ͗�ZĞƉĂŝƌ��ŽƐƚƐ�ĂŶĚ�dŚĞŝƌ��ĨĨĞĐƚƐ�ŝŶ�EĞǁ�WƌŽĚƵĐƚ�
WƵƌĐŚĂƐĞƐ͟�;ǁŝƚŚ��ĞĂƚƌŝǌ�Pereira) Association for Consumer Research Conference, Pittsburgh, PA, 
October 2009.  

30) ͞�ŽŶƐƵŵĞƌ�<ŶŽǁůĞĚŐĞ�ĂƐ�Ă�DŽĚĞƌĂƚŽƌ�ĨŽƌ�^ƉĞĐŝĨŝĐŝƚǇ-�ĂƐĞĚ�WƌŽĚƵĐƚ�^ĞůĞĐƚŝŽŶ͟ (with Jason Stornelli) 
Association for Consumer Research Conference, Pittsburgh, PA, October 2009.  

31) ͞dŚĞ�ZŽůĞ�ŽĨ�/ŶĨĞƌƌĞĚ��ŝƐƚƌŝďƵƚŝŽŶƐ�ŝŶ��ƐƚŝŵĂƚĞƐ�ŽĨ�ZĞůĂƚŝǀĞ�^ƚĂŶĚŝŶŐ͟�;ǁŝƚŚ�<ĂƚŚĞƌŝŶĞ��ƵƌƐŽŶͿ�^ŽĐŝĞƚǇ�
for Consumer Psychology Conference, San Diego, CA, February 2009.  

32) ͞tŚĂƚ͛Ɛ�EŽƚ�ƚŽ�>ŝŬĞ͍��WƌĞĨĞƌĞŶĐĞ��ƐǇŵŵĞƚƌǇ�ŝŶ�ƚŚĞ�&ĂůƐĞ��ŽŶƐĞŶƐƵƐ��ĨĨĞĐƚ͟�;ǁŝƚŚ�Ashesh Mukherjee 
and Anirban Mukhopadhyay), Society for Consumer Psychology Conference, Las Vegas, NV, February 
2007. 

33) ͞&Ğǁ�tĂǇƐ�ƚŽ�>ŽǀĞ͕�DĂŶǇ�tĂǇƐ�ƚŽ�,ĂƚĞ͗���ƚƚƌŝďƵƚĞ��ŵďŝŐƵŝƚǇ�ĂŶĚ�WŽƐŝƚŝǀŝƚǇ��ĨĨĞĐƚƐ�ŝŶ��ŐĞŶƚ�
�ǀĂůƵĂƚŝŽŶ͕͟�;ǁŝƚŚ��ƐŚĞƐŚ�DƵŬŚĞƌũĞĞ�ĂŶĚ��ŶŝƌďĂŶ�DƵŬŚŽƉĂĚŚǇĂǇͿ��ƐŝĂŶ��ƐƐŽĐŝĂƚŝŽŶ�ĨŽƌ��ŽŶƐƵŵĞƌ�
Research Conference, Sydney Australia, June 2006.  

34) ͞&Ğǁ�tĂǇƐ�ƚŽ�>ŽǀĞ͕�DĂny Ways to Hate:  Attribute Ambiguity and Positivity Effects in Agent 
�ǀĂůƵĂƚŝŽŶ͕͟�;ǁŝƚŚ��ƐŚĞƐŚ�DƵŬŚĞƌũĞĞ�ĂŶĚ��ŶŝƌďĂŶ�DƵŬŚŽƉĂĚŚǇĂǇͿ�^ŽĐŝĞƚǇ�ĨŽƌ��ŽŶƐƵŵĞƌ�WƐǇĐŚŽůŽŐǇ�
Conference, Miami, FL, February 2006.  

35) ͞dŚĞ�WƐǇĐŚŽůŽŐǇ�ŽĨ�sĞƌƐŝŽŶŝŶŐ͗��DĂƌŐŝŶĂů��ŽƐƚƐ�ĂŶĚ��Žunterfactual Thinking as Determinants of 
&ĂŝƌŶĞƐƐ�WĞƌĐĞƉƚŝŽŶƐ�ĂŶĚ��ŚŽŝĐĞ͕͟�;ǁŝƚŚ��ŶĂƚ�<ĞŝŶĂŶ�ĂŶĚ�ZĂŶ�<ŝǀĞƚǌͿ�^ŽĐŝĞƚǇ�ĨŽƌ��ŽŶƐƵŵĞƌ�WƐǇĐŚŽůŽŐǇ�
Conference, Miami, FL, February 2006.  

36) ͞,Žǁ�tĞůů��Ž�zŽƵ�<ŶŽǁ�DĞ͍���ŽŶƐƵŵĞƌ��ĂůŝďƌĂƚŝŽŶ�ŽĨ�KƚŚĞƌƐ͛�<ŶŽǁůĞĚŐĞ͟�;ǁŝƚŚ�Gita Johar), 
Association for Consumer Research Conference, Portland, OR, October 2004. 

37) ͞dŝƐ��ĞƚƚĞƌ�ƚŽ�'ŝǀĞ�dŚĂŶ�ƚŽ�ZĞĐĞŝǀĞ͗��WƌĞĨĞƌĞŶĐĞ��ƐƚŝŵĂƚĞƐ��ŽŶĚŝƚŝŽŶĞĚ�ŽŶ�KǁŶ�ĂŶĚ�KƚŚĞƌƐ͛�
WƌĞĨĞƌĞŶĐĞƐ͕͟�;ǁŝƚŚ�^ƵƐĂŶ��ƌŽŶŝĂƌĐǌǇŬͿ�^ŽĐŝĞƚǇ�ĨŽƌ��ŽŶƐƵŵĞƌ�WƐǇĐŚŽůŽŐǇ��ŽŶĨĞƌĞŶce, San Francisco, 
CA, February 2004. 

38) ͞DŽĚĞƌĂƚŽƌƐ�ŽĨ��ĞƚƌĂǇĂů��ǀĞƌƐŝŽŶ͟�;ǁŝƚŚ�:ŽŶĂƚŚĂŶ�<ŽĞŚůĞƌͿ͕�ƉƌĞƐĞŶƚĞĚ�ĂƐ�ƉĂƌƚ�ŽĨ�ƐƉĞĐŝĂů�ƐĞƐƐŝŽŶ�Ăƚ�
Association for Consumer Research Conference in Toronto, Canada, October 2003. 

39) ͞>ŽǀĞƐ͕�,ĂƚĞƐ�ĂŶĚ�/Ŷ-Betweens: The Role ŽĨ�WƌĞĨĞƌĞŶĐĞ�^ƚƌƵĐƚƵƌĞƐ�ŝŶ��ŐĞŶƚ��ŚŽŝĐĞ͕͟�;ǁŝƚŚ��ƐŚĞƐŚ�
Mukherjee and Anirban Mukhopadhyay) presented as part of special session at Association for 
Consumer Research Conference in Toronto, Canada, October 2003. 

40) ͞dŚĞ�WƐǇĐŚŽůŽŐǇ�ŽĨ�sĞƌƐŝŽŶŝŶŐ͗��DĂƌŐŝŶĂů��ŽƐƚs and Counterfactual Thinking as Determinants of 
&ĂŝƌŶĞƐƐ�WĞƌĐĞƉƚŝŽŶƐ�ĂŶĚ��ŚŽŝĐĞ͕͟�;ǁŝƚŚ�ZĂŶ�<ŝǀĞƚǌͿ�ƉƌĞƐĞŶƚĞĚ�ĂƐ�ƉĂƌƚ�ŽĨ�ƐƉĞĐŝĂů�ƐĞƐƐŝŽŶ�Ăƚ��ƐƐŽĐŝĂƚŝŽŶ�
for Consumer Research Conference in Toronto, Canada, October 2003. 



Andrew D. Gershoff September 2020 7 

41) ͞,Žǁ�tĞůů��Ž�zŽƵ�<ŶŽǁ�DĞ͍���ŽŶƐƵŵĞƌ��ĂůŝďƌĂƚŝŽŶ�ŽĨ�KƚŚĞƌƐ͛�<ŶŽǁůĞĚŐĞ͟�;ǁŝƚŚ�'ŝƚĂ�:ŽŚĂƌͿ�
European Association for Consumer Research, Dublin Ireland, June 2003. 

42) ͞>ŽǀĞ͕�,ĂƚĞ�ĂŶĚ�/Ŷ-Between: Extremity and Positivity Effects in Informativeness of Consumer 
WƌĞĨĞƌĞŶĐĞ͕͟�;ǁŝƚŚ��ƐŚĞƐŚ�DƵŬŚĞƌũĞĞ�ĂŶĚ��nirban Mukhopadhyay) Society for Consumer Psychology 
Conference, New Orleans, LA, February 2003. 

43) ͞dŚĞ�/ŵƉĂĐƚ�ŽĨ�KƚŚĞƌ͛Ɛ�KƉŝŶŝŽŶƐ�ŽŶ��ĞĐŝƐŝŽŶ�DĂŬŝŶŐ͗�ZŽůĞ�ŽĨ��ǆƚƌĞŵĞ�WƌĞĚŝĐƚŝŽŶ�ZĂƚĞ͕͟�;ǁŝƚŚ��ƐŚĞƐŚ�
Mukherjee) Association for Consumer Research Conference, Salt Lake City, UT, October 2000. 

44) ͞�ŽŶƐƵŵĞƌ��ŐĞŶƚ�^ĞůĞĐƚŝŽŶ͗��ZĞĐŽŵŵĞŶĚĂƚŝŽŶƐ�sĞƌƐƵƐ��ǀĂůƵĂƚŝŽŶƐ͕͟ (with Susan M. Broniarczyk and 
Patricia M. West) presented as part of special session at Association for Consumer Research 
Conference in Montreal, Canada, October 1998. 

45) ͞DĞĂŶŝŶŐůĞƐƐ��ŝĨĨĞƌĞŶƚŝĂƚŝŽŶ�ZĞǀŝƐŝƚĞĚ͕͟ (with Susan M. Broniarczyk) Association for Consumer 
Research Conference in Tucson, Arizona, October 1996. 

46) ͞dŚĞ�ZŽůĞ�ŽĨ��ƌĂŶĚ��ƋƵŝƚǇ�ŝŶ�WƌŽĚƵĐƚ��ŝĨĨĞƌĞŶƚŝĂƚŝŽŶ͕͟ (with Susan M. Broniarczyk) presented as part 
of special session at Association for Consumer Research Conference in Tucson, Arizona, October 
1996. 

I N V I T E D   P R E S E N T A T I O N S  _____________________________________ 
 

1) "The Effect of Closure on Cognitive Representation and Subjective Knowledge after Consumer 
Learning." (with Jae-Eun Namkoong), McGill University, May 2019. 

2) ͞dŚĞ�ZŽůĞ�ŽĨ�WĞƌĐĞŝǀĞĚ��ŽŶƚƌŽů�ŝŶ��ƐƚŝŵĂƚĞƐ�ŽĨ�dĞŵƉŽƌĂů�ĂŶĚ�WŚǇƐŝĐĂů��ŝƐƚĂŶĐĞ͘͟(with Jerry Han), 
University of Maryland, February 2018. 

3) ͞EŽ�/ĚůĞ��ŽĂƐƚ͗��ŽŶƐƵŵĞƌ�ZĞƐƉŽnses to Self-�ŶŚĂŶĐŝŶŐ�^ŽƵƌĐĞƐ�ŽĨ�WƌŽĚƵĐƚ�/ŶĨŽƌŵĂƚŝŽŶ͕͟�;ǁŝƚŚ��'ƌĂŶƚ�
Packard and David B. Wooten) Audencia Nantes School of Management, Nantes, France, April 2014. 

4) ͞dŚĞ��ŽƚƚŽŵ��ŽůůĂƌ��ĨĨĞĐƚ͗�,Žǁ�ZĞƐŽƵƌĐĞ�^ĐĂƌĐŝƚǇ�/ŶĨůƵĞŶĐĞƐ�WĞƌĐĞŝǀĞĚ�sĂůƵĞ�ĂŶĚ�^ĂƚŝƐĨĂĐƚŝŽŶ͕͟�;ǁŝƚŚ�
Robin L. Soster and William O. Bearden)  Audencia Nantes School of Management, Nantes, France, 
January 2014. 

5) ͞dŚĞ�ZŽůĞ�ŽĨ��ĞŶƚƌĂůŝƚǇ�ŽĨ�'ƌĞĞŶ�WƌŽĚƵĐƚ��ƚƚƌŝďƵƚĞƐ�ŝŶ��ǀĂůƵĂƚŝŽŶƐ�ŽĨ�'ƌĞĞŶŶĞƐƐ͕͟�;ǁŝƚŚ�:ƵĚǇ�<͘�&ƌĞůƐͿ�
Marketing In Israel Conference, Jerusalem, December 31, 2013. 

6) ͞dĂůŬŝŶŐ�'ƌĞĞŶ͕��Ƶƚ��ƵǇŝŶŐ��ƌŽǁŶ͕͟�hŶŝǀĞƌƐŝƚǇ�ŽĨ�dĞǆĂƐ�hŶĚĞƌŐƌĂĚƵĂƚĞ��ƵƐŝŶĞƐƐ��ŽƵŶĐŝů͕�KĐƚŽďĞƌ�
2013.  

7) ͞dŚĞ�ZŽůĞ�ŽĨ��ĞŶƚƌĂůŝƚǇ�ŽĨ�'ƌĞĞŶ�WƌŽĚƵĐƚ��ƚƚƌŝďƵƚĞƐ�ŝŶ��ǀĂůƵĂƚŝŽŶƐ�ŽĨ�'ƌĞĞŶŶĞƐƐ͕͟�;ǁŝƚŚ�:ƵĚǇ�<͘�&ƌĞůƐͿ�
Booth School of Business, University of Chicago, May 2013. 

8)  ͞�ĞŵĂŶĚŝŶŐ�'ƌĞĞŶ͕��Ƶƚ��ƵǇŝŶŐ��ƌŽǁŶ͗��ŽŶƐƵŵĞƌ�WƐǇĐŚŽůŽŐǇ�ŽĨ�'ƌĞĞŶ��ĞĐŝƐŝŽŶ�DĂŬŝŶŐ͕͟�hŶŝǀĞƌƐŝƚǇ�
of Texas, NOVA program, April 2013. 

9) ͞WƐǇĐŚŽůŽŐŝĐĂů��ůŽƐƵƌĞ͕��ďƐƚƌĂĐƚŝŽŶ͕�ĂŶĚ�^ƵďũĞĐƚŝǀĞ�<ŶŽǁůĞĚŐĞ͟�;ǁŝƚŚ�:ĂĞ��ƵŶ�EĂŵŬŽong) University 
of Houston, March 2013. 

10) ͞�ĞŵĂŶĚŝŶŐ�'ƌĞĞŶ͕��Ƶƚ��ƵǇŝŶŐ��ƌŽǁŶ͗��ŽŶƐƵŵĞƌ�WƐǇĐŚŽůŽŐǇ�ŽĨ�'ƌĞĞŶ��ĞĐŝƐŝŽŶ�DĂŬŝŶŐ͕͟ University 
of Texas QUEST program, March 2013. 

11) ͞WƐǇĐŚŽůŽŐŝĐĂů��ůŽƐƵƌĞ͕��ďƐƚƌĂĐƚŝŽŶ͕�ĂŶĚ�^ƵďũĞĐƚŝǀĞ�<ŶŽǁůĞĚŐĞ͟�;ǁŝƚŚ�:ĂĞ��ƵŶ�EĂŵŬŽŽŶŐͿ , Audencia 
Nantes School of Management, January 2013. 

12) ͞WƐǇĐŚŽůŽŐŝĐĂů��ůŽƐƵƌĞ͕��ďƐƚƌĂĐƚŝŽŶ͕�ĂŶĚ�^ƵďũĞĐƚŝǀĞ�<ŶŽǁůĞĚŐĞ͟�;ǁŝƚŚ�:ĂĞ��ƵŶ�EĂŵŬŽŽŶŐͿ�͕�hŶŝǀĞƌƐŝƚǇ�
of Arkansas, Fayetteville, March 2012. 

13) ͞WƐǇĐŚŽůŽŐŝĐĂů��ůŽƐƵƌĞ͕��ďƐƚƌĂĐƚŝŽŶ͕�ĂŶĚ�^ƵďũĞĐƚŝǀĞ�<ŶŽǁůĞĚŐĞ͟ (with Jae Eun Namkoong) University 
of Massachusetts, Amherst, April 2012. 

14) ͞�ĞŵĂŶĚŝŶŐ�'ƌĞĞŶ͕��Ƶƚ��ƵǇŝŶŐ��ƌŽǁŶ͗��ŽŶƐƵŵĞƌ�WƐǇĐŚŽůŽŐǇ�ŽĨ�'ƌĞĞŶ��ĞĐŝƐŝŽŶ�DĂŬŝŶŐ͕͟�hŶŝǀĞƌƐŝƚǇ�
of Texas LAMP program, February 2012. 

15) ͞dŚĞ�WƐǇĐŚŽůŽŐǇ�ŽĨ�sĞƌƐŝŽŶŝŶŐ͟�;ǁŝƚŚ�ZĂŶ�<ŝǀĞƚǌ�Ănd Anat Keinan) , University of Texas at San 
Antonio, April 2010. 

16) ͞<ŶŽǁŝŶŐ�tŚĞƌĞ�dŚĞǇ�^ƚĂŶĚ͗�dŚĞ�ZŽůĞ�ŽĨ�/ŶĨĞƌƌĞĚ��ŝƐƚƌŝďƵƚŝŽŶƐ�ŝŶ�DŝƐĞƐƚŝŵĂƚĞƐ�ŽĨ�ZĞůĂƚŝǀĞ�^ƚĂŶĚŝŶŐ͟�
(with Katherine Burson), Hebrew University, Jerusalem, May 2010. 

17) ͞<ŶŽǁŝŶŐ�tŚĞƌĞ�dŚĞǇ�^ƚĂŶĚ: The Role of Inferred Distributions in Misestimates of Relative StĂŶĚŝŶŐ͟�
(with Katherine Burson), Indian Institute of Management, Calcutta, December 2009. 
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18) ͞<ŶŽǁŝŶŐ�tŚĞƌĞ�dŚĞǇ�^ƚĂŶĚ͗�dŚĞ�ZŽůĞ�ŽĨ�/ŶĨĞƌƌĞĚ��ŝƐƚƌŝďƵƚŝŽŶƐ�ŝŶ�DŝƐĞƐƚŝŵĂƚĞƐ�ŽĨ�ZĞůĂƚŝǀĞ�^ƚĂŶĚŝŶŐ͟ 
(with Katherine Burson), University of Texas, San Antonio, Texas Regional Marketing Conference, 
2009. 

19) ͞dŚĞ�WƐǇĐŚŽůŽŐǇ�ŽĨ�sĞƌƐŝŽŶŝŶŐ͟�;ǁŝƚŚ�ZĂŶ�<ŝǀĞƚǌ�ĂŶĚ��ŶĂƚ�<ĞŝŶĂŶͿ�hŶŝǀĞƌƐŝƚǇ�ŽĨ�dĞǆĂƐ͕�&ĞďƌƵĂƌǇ�ϮϬϬϴ͘ 
20) ͞dŚĞ�WƐǇĐŚŽůŽŐǇ�ŽĨ�sĞƌƐŝŽŶŝŶŐ͟�;ǁŝƚŚ�ZĂŶ�<ŝǀĞƚǌ�ĂŶĚ�Anat Keinan) University of South Carolina, March 

2008. 
21) ͞dŚĞ�WƐǇĐŚŽůŽŐǇ�ŽĨ�sĞƌƐŝŽŶŝŶŐ͟�;ǁŝƚŚ�ZĂŶ�<ŝǀĞƚǌ�ĂŶĚ��ŶĂƚ�<ĞŝŶĂŶͿ�hŶŝǀĞƌƐŝƚǇ�ŽĨ��ƌŝǌŽŶĂ͕�^ĞƉƚĞŵďĞƌ�

2006. 
22) ͞,Žǁ�tĞůů��Ž�zŽƵ�<ŶŽǁ�DĞ͍���ŽŶƐƵŵĞƌ��ĂůŝďƌĂƚŝŽŶ�ŽĨ�KƚŚĞƌƐ͛�<ŶŽǁůĞĚŐĞ͟�;ǁŝƚŚ�'ŝƚĂ�:ŽŚĂƌͿ͕�

University of Murcia, Spain May 2006. 
23) ͞,Žǁ�tĞůů��Ž�zŽƵ�<ŶŽǁ�DĞ͍���ŽŶƐƵŵĞƌ��ĂůŝďƌĂƚŝŽŶ�ŽĨ�KƚŚĞƌƐ͛�<ŶŽǁůĞĚŐĞ͟�;ǁŝƚŚ�'ŝƚĂ�:ŽŚĂƌͿ͕ Arizona 

State University, February 2006. 
24) ͞dŚĞ�WƐǇĐŚŽůŽŐǇ�ŽĨ�DĂŶƵĨĂĐƚƵƌŝŶŐ�WƌŽĐĞƐƐ͗��DĂƌŐŝŶĂů��ŽƐƚƐ�ĂŶĚ��ŽƵŶƚĞƌĨĂĐƚƵĂů�dŚŝŶŬŝŶŐ�ĂƐ�

DetermiŶĂŶƚƐ�ŽĨ�&ĂŝƌŶĞƐƐ�WĞƌĐĞƉƚŝŽŶƐ�ĂŶĚ��ŚŽŝĐĞ͕͟�;ǁŝƚŚ�ZĂŶ�<ŝǀĞƚǌͿ͕�ZŽƐƐ�^ĐŚŽŽů�ŽĨ��ƵƐŝŶĞƐƐ�,ŽƐŵĞƌ�
Lunch, October 2005. 

25) ͞�ǀŽŝĚŝŶŐ��ĞƚƌĂǇĂů�KǀĞƌ��ŚŽŽƐŝŶŐ�^ĂĨĞƚǇ͍�DŽĚĞƌĂƚŽƌƐ�ŽĨ��ĞƚƌĂǇĂů��ǀĞƌƐŝŽŶ͟�;ǁŝƚŚ�:ŽŶĂƚŚĂŶ�<ŽĞŚůĞƌͿ͕�
Decision Science Conference, University of Michigan, May 2005. 

26) ͞tŚŽ��Ž�zŽƵ�<ŶŽǁ͍���ŽŶƐƵŵĞƌ��ĂůŝďƌĂƚŝŽŶ�ŽĨ�KƚŚĞƌƐ͛�<ŶŽǁůĞĚŐĞ͟�;ǁŝƚŚ�'ŝƚĂ�:ŽŚĂƌͿ͕�ZŽƐƐ�^ĐŚŽŽů�ŽĨ�
Business Hosmer Lunch, March 2005. 

27) ͞,Žǁ�tĞůů��Ž�zŽƵ�<ŶŽǁ�DĞ͍���ŽŶƐƵŵĞƌ��ĂůŝďƌĂƚŝŽŶ�ŽĨ�KƚŚĞƌƐ͛�<ŶŽǁůĞĚŐĞ͟�;ǁŝƚŚ�'ŝƚĂ�:ŽŚĂƌͿ͕�
Marketing Science Institute Young Scholars Conference, Park City Utah, January 2005. 

28) ͞DŽĚĞƌĂƚŽƌƐ�ŽĨ��ĞƚƌĂǇĂů��ǀĞƌƐŝŽŶ͟�;ǁŝƚŚ�:ŽŶĂƚŚĂŶ�<ŽĞŚůĞƌͿ͕�ZƵƚŐĞƌƐ�hŶŝǀĞƌƐŝƚǇ͕�EŽǀĞŵďĞƌ�ϮϬϬϯ͘ 
29) ͞DŽĚĞƌĂƚŽƌƐ�ŽĨ��ĞƚƌĂǇĂů��ǀĞƌƐŝŽŶ͟�;ǁŝƚŚ�:ŽŶĂƚŚĂŶ�<ŽĞŚůĞƌͿ͕�hŶŝǀĞƌƐŝƚǇ�ŽĨ�DŝĐŚŝŐĂŶ͕�KĐƚŽber 2003. 
30) ͞>ŽǀĞƐ͕�,ĂƚĞƐ�ĂŶĚ�/Ŷ-�ĞƚǁĞĞŶƐ͗�/ŶĨŽƌŵĂƚŝǀĞŶĞƐƐ�ŽĨ�ZĞǀĞĂůĞĚ�WƌĞĨĞƌĞŶĐĞƐ�ŝŶ��ŐĞŶƚ��ǀĂůƵĂƚŝŽŶ͘͟�;ǁŝƚŚ�

Ashesh Mukherjee and Anirban Mukhopadhyay), Wharton School of Business, University of 
Pennsylvania, April 2003. 

31) ͞�ŽŶƐƵŵĞƌ��ŐĞŶƚ��ǀĂůƵĂƚŝŽŶ͕͟�hŶŝǀĞƌsity of Texas, October 2001. 
32) ͞�ĞƚƌĂǇĂů��ǀĞƌƐŝŽŶ͕͟��ŽůƵŵďŝĂ�hŶŝǀĞƌƐŝƚǇ�DĂƌŬĞƚŝŶŐ��ĂŵƉ͕�DĂǇ�ϮϬϬϬ͘ 
33) ͞�ĞƚƌĂǇĂů��ǀĞƌƐŝŽŶ͕͟��ŽůƵŵďŝĂ�hŶŝǀĞƌƐŝƚǇ�^ŽĐŝĂů�WƐǇĐŚŽůŽŐǇ�EĞƚǁŽƌŬ͕�:ƵŶĞ�ϮϬϬϬ͘ 
34) ͞�ŽŶƐƵŵĞƌ��ŐĞŶƚ�^ĞůĞĐƚŝŽŶ͗��^ĞŶƐŝƚŝǀŝƚǇ�ƚŽ�dĂƐŬ��ĞƉĞŶĚĞŶĐĞ͕͟�Ohio State University Department of 

Marketing, January 1999. 
35) ͞hƐŝŶŐ�KƚŚĞƌƐ͛�KƉŝŶŝŽŶƐ�ƚŽ�WƌĞĚŝĐƚ�/ŶĚŝǀŝĚƵĂů�WƌĞĨĞƌĞŶĐĞ�ĨŽƌ��ĞƐƚŚĞƚŝĐ�WƌŽĚƵĐƚƐ͕͟�;ǁŝƚŚ�WĂƚƌŝĐŝĂ�D͘�

West) Haring Symposium, University of Indiana, March 1995. 

 
T E A C H I N G ______________________________________________________ 
 

MBA Courses 
Marketing Management (Core Course)  

University of Texas McCombs School of Business Working Professional MBA Program 
Spring 2020 (2 sections HMBA) - ^ƚƵĚĞŶƚƐ͛��ǀĂůƵĂƚŝŽŶ�ʹ 4.4 and 4.4 
Spring 2019 (2 sections HMBA) ʹ ^ƚƵĚĞŶƚƐ͛��ǀĂůƵĂƚŝŽŶ�ʹ 4.8 and 4.8¹  
Spring 2018 (2 sections HMBA) ʹ ^ƚƵĚĞŶƚƐ͛��ǀĂůƵĂƚŝŽŶ�ʹ 4.6 and 4.6¹ 
Spring 2017 (2 sections HMBA) ʹ ^ƚƵĚĞŶƚƐ͛��ǀĂůƵĂƚŝŽŶ�ʹ 4.8 and 4.6¹ 
Spring 2016 (2 sections HMBA) ʹ ^ƚƵĚĞŶƚƐ͛��ǀĂůƵĂƚŝŽŶ ʹ 4.8 and 4.5¹ 
Spring 2015 (2 sections HMBA)  ʹ ^ƚƵĚĞŶƚƐ͛��ǀĂůƵĂƚŝŽŶ ʹ 4.8 and 4.8¹ 
¹Faculty Honor Roll - Working Professional MBA Teaching Award 
 

Marketing Management (Core Course) 
University of Texas McCombs School of Business Full Time MBA Program 

Fall 2018 (2 sections)  ʹ ^ƚƵĚĞŶƚƐ͛��ǀĂůƵĂƚŝŽŶ ʹ 4.4 and 4.0 
Fall 2016 (2 sections)  ʹ ^ƚƵĚĞŶƚƐ͛��ǀĂůƵĂƚŝŽŶ ʹ 4.7 and 4.61 
Fall 2015 (2 sections)  ʹ ^ƚƵĚĞŶƚƐ͛��ǀĂůƵĂƚŝŽŶ ʹ 4.7 and 4.62 
Fall 2014 (2 sections)  ʹ ^ƚƵĚĞŶƚƐ͛��ǀĂůƵĂƚŝŽŶ ʹ 4.4 and 4.42 
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Fall 2013 (2 sections)  ʹ ^ƚƵĚĞŶƚƐ͛ Evaluation ʹ 4.5 and 4.02 

Fall 2012 (2 sections) ʹ ^ƚƵĚĞŶƚƐ͛��ǀĂůƵĂƚŝŽŶ ʹ 4.7 and 4.53  
Fall 2011 (2 sections) ʹ ^ƚƵĚĞŶƚƐ͛��ǀĂůƵĂƚŝŽŶ ʹ 4.2 and 4.1  
Fall 2010 (2 sections) ʹ ^ƚƵĚĞŶƚƐ͛��ǀĂůƵĂƚŝŽŶ ʹ 3.5 and 4.0  

¹Recieved Joe Beasley Award for Outstanding MBA Teaching 
²Nominated for Joe Beasley Award for Outstanding MBA Teaching 
3Outstanding MBA Core Teaching Award 
 

Marketing Management (Core Course) 
University of Texas McCombs School of Business MS Marketing Program 

Summer 2020 (MS Marketing) ʹ ^ƚƵĚĞŶƚƐ͛��ǀĂůƵĂƚŝŽŶ�ʹ  4.9 
Summer 2019 (MS Marketing)  ʹ ^ƚƵĚĞŶƚƐ͛��ǀĂůƵĂƚŝŽŶ�ʹ 4.51 
Summer 2018 (MS Marketing)  ʹ ^ƚƵĚĞŶƚƐ͛��ǀĂůƵĂƚŝŽŶ�ʹ 4.8 
Summer 2017 (MS Marketing)  ʹ ^ƚƵĚĞŶƚƐ͛��ǀĂůƵĂƚŝŽŶ�ʹ 4.9 
Summer 2016 (MS Marketing)  ʹ ^ƚƵĚĞŶƚƐ͛��ǀĂůƵĂƚŝŽŶ�ʹ 5.0 
 
¹Recieved Amplify Award for Inclusive Teaching 
 

Marketing Management (Core Course)  
University of Michigan, Ross School of Business Full Time MBA Program 

Summer 2009 (1 section)  ʹ ^ƚƵĚĞŶƚƐ͛��ǀĂůƵĂƚŝŽŶ ʹ 4.3  
Spring 2009 (1 section) ʹ ^ƚƵĚĞŶƚƐ͛��ǀĂůƵĂƚŝŽŶ ʹ 4.6  
Summer 2008 (1 section)  ʹ ^ƚƵĚĞŶƚƐ͛��ǀĂůƵĂƚŝŽŶ ʹ 4.3  
Fall 2007 (3 sections)   ʹ ^ƚƵĚĞŶƚƐ͛��ǀĂůƵĂƚŝŽŶ ʹ 4.4  
Summer 2007 (1 section)  ʹ ^ƚƵĚĞŶƚƐ͛��ǀĂůƵĂƚŝŽŶ ʹ 4.8¹ 
Fall 2006  (3 sections)   ʹ ^ƚƵĚĞŶƚƐ͛��ǀĂůƵĂƚŝŽŶ ʹ 4.4  
Fall 2005  (3 sections)   ʹ ^ƚƵĚĞŶƚƐ͛��ǀĂůƵĂƚŝŽŶ ʹ 4.5  
Fall 2004  (2 sections)   ʹ ^ƚƵĚĞŶƚƐ͛��ǀĂůƵĂƚŝŽŶ ʹ 4.8  

¹MBA Teaching Excellence Award 
 

Marketing Management (Core Course)  
Columbia University Full Time MBA Program 

Spring 2003  (4 sections)  ʹ ^ƚƵĚĞŶƚƐ͛��ǀĂůƵĂƚŝŽŶ ʹ 4.6  
Spring 2002  (4 sections)  ʹ ^ƚƵĚĞŶƚƐ͛��ǀĂůƵĂƚŝŽŶ ʹ 5.8 (of 7)  
Spring 2001  (4 sections)  ʹ ^ƚƵĚĞŶƚƐ͛��ǀĂůƵĂƚŝŽŶ ʹ 6.3 (of 7)  

 
Consumer Behavior ʹ University of Texas, McCombs School of Business MBA 

Fall 2012     ʹ ^ƚƵĚĞŶƚƐ͛�Evaluation ʹ 4.3  
Spring 2010   ʹ ^ƚƵĚĞŶƚƐ͛��ǀĂůƵĂƚŝŽŶ ʹ 4.6 
Fall 2009     ʹ ^ƚƵĚĞŶƚƐ͛��ǀĂůƵĂƚŝŽŶ ʹ 4.3 
 

Multidisciplinary Action Project (8 teams)  ʹ University of Michigan, Ross School of Business MBA 
Spring 2009     ʹ ^ƚƵĚĞŶƚƐ͛��ǀĂůƵĂƚŝŽŶ ʹ 4.3  
 

Marketing Research ʹ Columbia University MBA 
Fall 2002   - ^ƚƵĚĞŶƚƐ͛��ǀĂůƵĂƚŝŽŶ��- 4.9  
Fall 2001   - ^ƚƵĚĞŶƚƐ͛��ǀĂůƵĂƚŝŽŶ��- 6.7 (of 7) 
Spring 2000    - ^ƚƵĚĞŶƚƐ͛��ǀĂůƵĂƚŝŽŶ��- 6.7 (of 7) 
Fall 1999    - ^ƚƵĚĞŶƚƐ͛��ǀĂůƵĂƚŝŽŶ��- 6.4 (of 7) 

Marketing of Services ʹ Columbia University MBA 
Spring 2000   - ^ƚƵĚĞŶƚƐ͛��ǀĂůƵĂƚŝŽŶ��- 6.3 (of 7) 
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Ph.D. Courses 
Buyer Behavior  

University of Texas, McCombs School of Business 
Fall 2013   ʹ StudentƐ͛��ǀĂůƵĂƚŝŽŶ ʹ 5.0 

 
Undergraduate Courses  
Marketing Research ʹ University of Texas, McCombs School of Business 

Spring 2010     ʹ ^ƚƵĚĞŶƚƐ͛��ǀĂůƵĂƚŝŽŶ ʹ 4.96  
6Faculty Honor Roll - Undergraduate Teaching Award 

 
E X E C U T I V E  P R O G R A M S  A N D   O T H E R   O F F - L O A D   T E A C H I N G ___________________ 

 
Columbia Business School ʹ Global MBA Marketing Core (Hong Kong) (2017) 
Columbia Business School - MBA Marketing Core (New York) (2012, 2014) 
Ross School of Business ʹ Marketing Management (Hong Kong) (2008) 
William Davidson Institute ʹ Marketing Management (Kazakhstan) (2008) 
William Davidson Institute ʹ Marketing Management (Croatia) (2008) 
William Davidson Institute ʹ Marketing Management (Turkey)(2007) 
Ross School of Business ʹ Spectrum Health Custom Program (2006) 
USAID - Egyptian Entrepreneurial Training Development Program (2006, 2007) 
ENEA Business School, Murcia, Spain ʹ Marketing Research (2005, 2006, 2007) 
ENEA Business School, Murcia, Spain ʹ Consumer Behavior (2005, 2006, 2007) 
Columbia Business School - Marketing Management in the New Economy (2003) 
Columbia Business School - Bristol-Myers-Squibb Custom Program (2003) 
Columbia Business School - Marketing Management (2003) 
Columbia Business School - E-commerce: Creating Strategic Advantage (2002) 
Pfizer ʹ Marketing Analytics Training Program (2000, 2001) 

 
S T U D E N T   A D V I S I N G _______________________________________________________ 

Dissertation Chair 
Jiyoung Lee ʹ Ph.D. University of Texas, Marketing (2019) 
Jerry Han ʹ Ph.D. University of Texas, Marketing (2018) 
Hyunjung (Crystal) Lee ʹ Ph.D. University of Texas, Marketing (2017)  
Eunjoo Han ʹ Ph.D. University of Texas, Marketing (2016) 
Jae Eun Namkoong ʹ Ph. D. University of Texas, Marketing (2014) 

 
Dissertation Committees 

Gunes Biliciler ʹ Ph.D. University of Texas, Marketing (Expected Graduation: Spring 2021) 
Frank Zhang ʹ Ph.D. University of Texas, Marketing (2020) 
Jose Maillet ʹ Ph.D. Audencia School of Management (2019) 
Grant PackardͶPh.D. University of Michigan, Marketing (2012) 
Jamil Palacios Bhanji ͶPh.D. University of Texas, Psychology (2011) 
Anirban Mukhopadhyay ͶPh.D. Columbia University, Marketing (2004) 
Anne Rogeveen ͶPh.D. Columbia University, Marketing (2001) 
 

R E V I E W E R   S E R V I C E _____________________________________________________ 
 

Journal of the Association for Consumer Research (Co-Editor Volume 5, Issue 2 2020) 
Journal of Consumer Psychology (Editorial Review Board 2015-present) 
Journal of Consumer Research (Editorial Review Board 2011-present) 
Journal of Retailing (Editorial Review Board 2015-present) 
International Journal of Marketing Research (Editorial Review Board 2017 ʹ present) 
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Journal of Behavioral Decision Making 
Journal of Economic Psychology 
Journal of Marketing 
Journal of Marketing Research 
Marketing Science 
Organizational Behavior and Human Decision Processes 
Psychological Reports 

 
A D M I N I S T R A T I V E   S E R V I C E ___________________________________________ 
 

Professional Association Activities  
Conference Co-Chair ʹ Association for Consumer Research, Dallas 2018 
At-Large Director ʹ Association for Consumer Research 2018-2020 
Working Papers Track Chair ʹ Association for Consumer Research, San Diego 2017 
Society for Consumer Psychology Track Chair ʹ American Psychological Association 

Conference in Washington D.C. (2014) 
Conference Program Committee - Association for Consumer Research (2008- 2016) 

Outside Reviewer for Promotions  
University of Kentucky 2020 
University of Tel Aviv 2019 
University of South Carolina 2018 
University of Connecticut 2018 
University of Ohio 2018 
University of Colorado 2018 
University of Ohio 2017 
University of Ohio 2016 
University of Arkansas 2012 

University Committees 
UT Graduate Continuing Fellowship Award Selection Committee (2015 -2018) 
University of Texas Library Committee (2012-2014) 

College Committees 
McCombs School Associate Dean of MS Programs Search Committee ʹ 2019-2020 
McCombs Committee to Review Teaching Evaluation Procedure ʹ 2020. 
McCombs Committee to Review MS Program Office ʹ 2020. 
McCombs School of Business Chief Operating Officer Search Committee ʹ 2019-2020 
MS Assistant Dean Search Committee - 2018 
Rowling Hall Building Design - Faculty Representative Committee (2012-2016) 
MBA Program Committee ʹ Working Professional Curriculum (2012-2013, 2016-2017) 
Faculty Research Award Committee  (2011, 2012, 2013) 
Undergraduate Program Committee - Full Curriculum Review (2011-2012) 

Departmental Committees 
Graduate Studies Committee Chair/ Ph.D. Program Graduate Advisor (2014-2018) 
Executive Committee (2010-2014 and 2015-2018) 
Doctoral Advisory Committee (2011- 2012) 
MBA Core Coordinator (2011-present) 
Chair, Recruiting Committee (2014) 
Recruiting Committee (2017) 
Master of Science in Marketing Admissions Committee (2016, 2017) 
Sheth Consortium at UT in 2022 Committee (2017-Present) 


