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Research Interests

Computational Social Sciences, Network Theory, Creator Economy, Graph-based Rec-
ommender systems.

Employment

• Assistant Professor, Marketing, August 2021 – Present, The University of Oklahoma

– Faculty Associate at the Data Institute for Societal Challenges (DISC)

• Postdoctoral Scholar, July 2020 – August 2021, Northwestern University (Kellogg)

Education

• PhD Information Systems, 2015 – 2020, University of Illinois (Chicago)

• Msc Business Analytics and Operations Research, 2014 – 2015, University of Manch-
ester

• Bsc Physics, 2010 – 2013, University of Delhi, Miranda House

Awards and Grants

• INFORMS Society for Marketing Science (ISMS) Early Career Scholars Camp Fellow,
2023

• Oklahoma Aerospace and Defense Innovation Institute (OADII), 2023 ($14,000)

– Examining the Role of Large-Scale Language Models and Prompt Engineering in
Enhancing Department of Defense Supply Chain Readiness

• William J. Alley-Rayonier International Business Scholar (OU), 2022

• The Data Institute for Societal Challenges (DISC) grant (OU), 2022 ($10,000)

– The Social and Economic Cost of Brands Staying Silent on Sociopolitical Issues

• Best paper award for the Marketing Analytics, AI, and Machine Learning track (AMA
Summer Academic Conference), 2022

• Research Fellowship (Kellogg School of Management), 2021

• ISMS Marketing Science Doctoral Dissertation Fellow, 2019
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Teaching and Service

• Recruiting Committee Tenure-track, MIS Division (Fall, 2023)

• Marketing Curriculum Design Committee (Fall 2022, 2023)

• Technology Committee (Head), Marketing Division (Fall 2023)

• Teaching - Marketing Analytics and Marketing Research (Spring semester 2022, 2023)

Publications

• How Social Media Can Help you Find a Partner Brand, Harvard Business Review 2023.

(with Siddhartha Bhattacharyya, University of Illinois Chicago and Mark Bolino, Uni-
versity of Oklahoma). Full article - Link

• Leveraging Cofollowership Patterns on Social Media to Identify Brand Alliance Op-
portunities, Journal of Marketing 2022.

(with Siddhartha Bhattacharyya, University of Illinois Chicago). Full article - Link

Media mentions – Yahoo news, NPR’s The Academic Minute, The Conversation, AMA
Classroom Insights, Phys.org, The Print.

– Ye and Adidas break up: Why brand marriages sometimes go bad, The Conver-
sation 2022. Full article - Link

Review and Revisions

• Distilling Brand Alliances from Information Networks, Under r& r at Journal of Mar-
keting 2022.

(with Daniel Ringel, UNC Chapel Hill; Keran Zhao, University of Houston and Yaxin
Cui, Northwestern)

– Proceedings available at Americas Conference on Information Systems, AMCIS
2021. Full article - Link

– Proceedings available at IEEE 16th International Conference on Semantic Com-
puting (ICSC) (pp. 257-262). Full article - Link

• Role of Social Ties in Influencer Marketing. To be submitted.

(with Remi Daviet, UW Madison)

– Best paper award for the Marketing Analytics, AI, and Machine Learning track,
2022 AMA Summer Academic Conference.

– Proceedings available at International Conference on Information Systems, ICIS
2022. Full paper here - Link
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https://hbr.org/2023/03/research-how-social-media-can-help-you-find-a-partner-brand
https://doi.org/10.1177/00222429221083668
https://theconversation.com/ye-and-adidas-break-up-why-brand-marriages-sometimes-go-bad-191975
https://aisel.aisnet.org/amcis2020/social_computing/social_computing/9/
https://ieeexplore.ieee.org/abstract/document/9736320?casa_token=t2VCCJQ7v_YAAAAA:d0NsqjZQ8eS0vaA4OlsEAUdN_kIsRBb0UHv1YT9PYz0xIpdOMSgN6PkpwlcPZYvAnC-M_6I
https://aisel.aisnet.org/icis2022/social/social/12/


Work in Progress

• Inclusive Influence: Strategies and Implications of DEI Initiatives in the Influencer
Economy

(with Keran Zhao, Penn State; Amy Pei, Northeastern University)

• Modeling the Social and Economic Cost of Brands Staying Silent in the Wake of So-
ciopolitical Injustice

(with Nooshin Warren, University of Arizona and Yashoda Bhagwat, Texas Christian
University)

– Awarded the Data Institute for Societal Challenges (DISC) grant.

Seminar Talks

• SMU, Cox School of Business 2023 (Scheduled)

• Temple University, Fox School of Business 2023

• Texas Christian University, Neeley School of Business 2022

• The University of Oklahoma, Price College of Business 2021

• The University of Virginia, Darden 2021

• Texas Tech University, 2021

• The University of Wisconsin, Milwaukee 2020

Conference Talks

• 2023 - Creator Economy Workshop (Columbia University, New York), Marketing Sci-
ence (Miami), AMA Winter Academic Conference (Nashville)

• 2022 - Marketing Dynamics Conference (Atlanta), ICIS (Copenhagen), INFORMS
Data Science Workshop (Indianapolis), AMA Summer Academic Conference (Chicago),
INFORMS Annual Meeting (Indianapolis)

• 2021 - Marketing Science (Virtual), IMRC (Virtual)

• 2020 - Americas Conference on Information Systems (AMCIS) (Virtual)

• 2019 - Marketing Science Conference (Rome), INFORMS Annual Meeting (Seattle)

• 2018 - AMA Summer Academic Conference (Boston), AAAI (New Orleans), AMA
Winter Academic Conference (New Orleans), The Interactive Marketing Research Con-
ference (Amsterdam)

• 2016 - Workshop on Information technology and Systems (Dublin)
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