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School of Business at Temple University. His research
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ing methods, and field experiments to investigate cus-
tomer behaviors and company strategies.

Xi Li (“Superior Knowledge, Price Discrimination,
and Customer Inspection”) is an associate professor of
marketing at the University of Hong Kong. He received
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at Temple University. His research focuses on integrating
artificial intelligence, big data machine learning, and
field experiments to model, explain, and optimize cus-
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