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Behnaz Bojd (“Star-Cursed Lovers: Role of Popularity
Information in Online Dating”) is an assistant profes-
sor of information systems at the Merage School of
Business, University of California Irvine. She received
her PhD in business at the University of Washington
and her MSc in industrial engineering at the Univer-
sity of Southern California. Her research focuses on
measuring the causal effect of information technolo-
gies on consumers’ behavior. She has empirically ex-
amined the design of online platforms such as online
weight-loss communities and dating mobile apps.

Arnaud De Bruyn (“Understanding Managers’
Trade-Offs Between Exploration and Exploitation”) is
professor of marketing at ESSEC Business School. He
holds a PhD from Penn State University. He is pas-
sionate about marketing analytics, fundraising analyt-
ics, and artificial intelligence. Arnaud has won the JB
Steenkamp Award for long-term impact and the Em-
erald Citation of Excellence Award. He is one of the
principals at DecisionPro Inc., the makers of Enginius,
an online educational platform dedicated to the
hands-on learning ofmarketing analytics.

Yuxin Chen (“Signaling Through Advertising When
an Ad Can Be Blocked”) is the Distinguished Global
Professor of Business at NYU Shanghai, with an affilia-
tion with the NYU Stern Marketing Department. He re-
ceived a BA in physics from Fudan University and a
PhD in marketing from Washington University in St.
Louis. His primary research areas include data-driven
marketing, internet marketing, pricing, retailing, com-
petitive strategies, structural empirical models, Bayes-
ian econometric methods, behavioral economics, and
marketing in emerging markets.

Daegon Cho (“Frontiers: Virus Shook the Streaming
Star: Estimating the COVID-19 Impact on Music Con-
sumption”) is an Ewon associate professor of informa-
tion systems at the College of Business, KAIST. His re-
search topics are business analytics, economics of IT,
and applications of AI/ML to businesses. His research
appeared in journals like Information Systems Research,
Marketing Science, Production and Operations Management,
and Journal of the AIS and other journals.

Alina Ferecatu (“Understanding Managers’ Trade-
Offs Between Exploration and Exploitation”) is an as-
sistant professor of marketing at the Rotterdam School
of Management, Erasmus University. She earned a

PhD in marketing from ESSEC Business School,
France. Her research interests are in quantitative mar-
keting and behavioral decision making. Her current
projects focus on understanding how categorization
shapes the probability weighing function, on adapting
website design to match consumers’ information pref-
erences, and on coordination in market feedback
systems.

Stefan Feuerriegel (“I Will Survive: Predicting
Business Failures from Customer Ratings”) is a full
professor at the LMU Munich School of Management,
where he heads the Institute of AI in Management.
Previously, he was an assistant professor at ETH Zu-
rich. In his research, Stefan develops, implements, and
evaluates artificial intelligence technologies that im-
prove management decision making.

Jessica Fong (“Can Facing the Truth Improve Out-
comes? Effects of Information in Consumer Finance”)
is an assistant professor at the University of Michigan
Ross School of Business. She completed her PhD at
the Stanford Graduate School of Business. Her re-
search focuses on matching markets, digital platform
design, and economics of information.

Yufeng Huang (“Tied Goods and Consumer
Switching Costs”) is an assistant professor of market-
ing at Simon Business School, University of Rochester.
He received his PhD in marketing (cum laude) and re-
search master in economics (cum laude) from Tilburg
University. His research focuses on the intersection
between two areas: frictions faced by consumers and
firms (e.g., learning, switching costs, and managerial
capital); and pricing, competition, and platform de-
sign. He teaches graduate-level data analytics at the
University of Rochester.

Megan Hunter (“Can Facing the Truth Improve
Outcomes? Effects of Information in Consumer Fi-
nance”) is an assistant professor at the Carroll School
of Management, Boston College. Her research inter-
ests include quantitative marketing, empirical indus-
trial organization, the economics of information, and
consumer finance. She has a PhD in quantitative mar-
keting from Stanford Graduate School of Business. Be-
fore her PhD, she worked at the Federal Reserve Bank
of New York and completed a master’s in statistics at
Harvard University. She obtained her BA in mathe-
matics from Pomona College.
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Youngdeok Hwang (“Frontiers: Virus Shook the
Streaming Star: Estimating the COVID-19 Impact on
Music Consumption”) is an assistant professor of sta-
tistics in the Paul H. Chook Department of Informa-
tion System and Statistics in the Zicklin School of
Business. His main research interest is on statistical
modeling and experimental design for management
and optimization of large-scale complex physics
systems.

Ganesh Iyer (“Pushing Notifications as Dynamic
Information Design”) is Edgar F. Kaiser Professor of
Business Administration at the Haas School of Busi-
ness, University of California at Berkeley. He received
his PhD from the University of Toronto. He has writ-
ten extensively on various areas of competitive and
marketing strategy, including the coordination of
product distribution, marketing information, internet
strategy, strategic communication, information de-
sign, and bounded rationality.

Kinshuk Jerath (“Designing an Online Retail Mar-
ketplace: Leveraging Information from Sponsored
Advertising”) is professor of business in the Market-
ing Division at Columbia Business School. His re-
search is in technology-enabled marketing, primarily
in online and offline retailing, online advertising,
sales force management, and customer management.
His research has appeared in, and he serves on the
editorial boards of, top-tier marketing and opera-
tions management journals. He received a BTech
from IIT Bombay and a PhD from the University of
Pennsylvania.

Qihong Liu (“Signaling Through Advertising When
an Ad Can Be Blocked”) is a professor of economics at
the University of Oklahoma. He received a bachelor’s in
management from Anhui Polytechnic University, and a
PhD in economics from the State University of New
York, Stony Brook. His main research areas include plat-
forms and two-sided markets, advertising, pricing, com-
petitive strategies, and airlines. He is an associate editor
at Information Economics and Policy, and serves on the ed-
itorial board of the Journal of Media Economics.

Fei Long (“Designing an Online Retail Marketplace:
Leveraging Information from Sponsored Advertising”)
is an assistant professor of marketing at Kenan-Flagler
Business School at UNC-Chapel Hill. Her recent re-
search focuses on e-commerce platforms and digital ad-
vertising. In addition, she is interested in topics in
agency theory and sales force compensation. She re-
ceived her PhD in business from Columbia Business
School and MS in operations research from Columbia
University.

Christof Naumzik (“I Will Survive: Predicting Busi-
ness Failures fromCustomerRatings”) is a senior data sci-
entist at BCG Gamma and a PhD candidate at ETH
Zurich.His research interest concerns Bayesianmodeling,

in particular, time-series modeling via state-space models
andGaussian processes.

Miklos Sarvary (“Designing an Online Retail Mar-
ketplace: Leveraging Information from Sponsored
Advertising”) is the Carson Family Professor of Busi-
ness at Columbia Business School (CBS), where he is
codirector of the Media and Technology Program. His
primary research interest is in understanding the im-
pact of digital transformation on media competition.
Before joining CBS, he held faculty positions at Stan-
ford’s Graduate School of Business, Harvard Business
School, and INSEAD. He holds a PhD in management
from INSEAD.

Jaeung Sim (“Frontiers: Virus Shook the Streaming
Star: Estimating the COVID-19 Impact on Music Con-
sumption”) is a doctoral candidate at College of Busi-
ness, KAIST. He earned a bachelor’s degree in indus-
trial and management engineering from POSTECH. His
research examines online streaming platforms and sus-
tainable management of information technology. His
work on these topics has been published in Marketing
Science, the International Conference on Information
Systems (ICIS), and the International AAAI Conference
onWeb and Social Media (ICWSM).

Rahul Telang (“Frontiers: Virus Shook the Stream-
ing Star: Estimating the COVID-19 Impact on Music
Consumption”) is Trustee Professor of Information
Systems at Heinz College, Carnegie Mellon Univer-
sity. He has done significant work on economics of
information security and digitization with a particular
focus on how digitization (and associated piracy) in
copyrighted industries is affecting the incentives of
content providers, distributors, and users. His re-
search is directed toward understanding and shaping
an optimal copyright and intellectual property policy
in the Digitization Era.

Vilma Todri (“Frontiers: The Impact of Ad-Blockers
on Online Consumer Behavior”) is an assistant profes-
sor at the Goizueta Business School of Emory Univer-
sity. Her research agenda has been inspired by the
profound impact of internet-related technologies on
how consumers conduct research about products,
make purchases, and interact with brands, as well as
how firms leverage such technologies to create busi-
ness value. She has been the recipient of several aca-
demic awards, including the INFORMS ISS Gordon
B. Davis Young Scholar Award and the AIS Early Ca-
reer Award.

Markus Weinmann (“I Will Survive: Predicting
Business Failures from Customer Ratings”) is a full
professor at the University of Cologne and an affiliate
member at the Erasmus Research Institute of Manage-
ment. His research concerns digital platforms, in par-
ticular, explaining and predicting user behavior. His
research has been published in leading journals such
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as Management Science, Marketing Science, and MIS
Quarterly.

Hema Yoganarasimhan (“Star-Cursed Lovers: Role
of Popularity Information in Online Dating”) is a pro-
fessor of marketing at the Foster School of Business,
University of Washington. Her research has won the
Frank M. Bass Outstanding Dissertation Award, and
the John D. C. Little Best Paper Award. She has also
been recognized as a MSI Young Scholar (2015), a
MSI Scholar (2020), and an Erin Anderson Emerging

Female Marketing Scholar and Mentor (2021). She re-
ceived her PhD, MA, and MPhil in marketing and
business from the Yale School of Management.

Zemin (Zachary) Zhong (“Pushing Notifications as
Dynamic Information Design”) is an assistant profes-
sor at the Rotman School of Management, University
of Toronto. He received his PhD from the University
of California, Berkeley. His research interests are the
economics of platforms, as well as the intersection of
marketing and political/development economics.
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