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RFRBX
Jingcun Cao, Xiaolin Li, Lingling Zhang. FHL#8 2% > >R 43 # B SC—BO0 H P AT R B S2 0. 0 H
Bl%, forthcoming.
Zhou, Zhou, Lingling Zhang, and Marshall Van Alstyne. X 537 1 FH F 88K anfe) 1 3 A R
T E RS B B RFEET, 2024
Song, Amy Yiping, Lingling Zhang, Liye Ma, and Indranil Bose. #1{r[ 52> : MV FH PRI FE S
G BRI PR RIESCRF R 48, 2023.
Zhang, Lingling and Doug J. Chung. V& WA AITE 4 FET-Hr40 37 1) S 0 4
EHFFE 39, no. 4 (KL H-/\H 2020): 687-706.
*ER R CE, T H 2020
* Phys.org 7% 3 % (https://phys.org/news/2020-08-bargaining-daily.html), /\ 5 2020
Zhang, Lingling and Doug J. Chung. WAL H A EHE) " 70 #hr 36 [E Kk 2 RIEE 870 e
EHRLEE 39, no. 5 (JLH—1H 2020): 872-892.
* Newswire #£77 3 Z (https://www.newswise.com/politics/social-media-as-the-ground-game-
in-election-season-2020/?article _id=733329), 7~ H 2020
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Libai, Barak, Ana Babic Rosario, Maximilian Beichert, Bas Donkers, Michael Haenlein, Reto
Hofstetter, P. K. Kannan, Ralf van der Lans, Andreas Lanz. H. Alice Li, Dina Mayzlin, Eitan
Mueller, Daniel Shapira, Jeremy Yang, Lingling Zhang. 15 N &8 IMEEEM 70 WHEAIE
ST TR A ANFE & 2 (R FR RS

Minjung Kwon, Lingling BE57 47V A& E ISR . 55 T4l R R S B 7.

Jin-Hee Huh, Lingling Zhang. R IS E84: 7= A4 3G anfar (e db e <k 0 84 B s A

Lingling Zhang, Yajin Wang. 1b 30850t 15 :  FHMLE8 2% ) 08T Moderation Effect

Feng, Fan, Lingling Zhang, and Vithala Rao. FIAL2% 2% > I 7 A VPG 72 s e vk B 2 A EH -
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“Content for Value: Optimizing Influencer Content Strategy for Enhanced User Engagement”
o HTRIEM PR, 2024

“ESG 1 &t hot s
o 46" EHEF 2L, Sydney, 2024

“ENE A NS RTIE”




e European Marketing Science Conference, 2024, Romania
46" EHIFL 421, Sydney, 2024
e Choice Symposium, 2023, INSEAD, France
European Marketing Science Conference, 2023, Odense, Denmark
“&Eﬁﬁ an A% % B BERIE 5T
e K H K2, Shanghai, 2024
e The London School of Economics and Political Science, 2022
“FINLES 2 S A VRS 7 BT A 2 B4
o 431 Rl 2E 1Y Rochester, 2021
NEOMA Business School, 2021
Artificial Intelligence in Management, University of Southern California, 2021
Indiana University, 2020
NYU-Temple-CMU 2020 Conference on Artificial Intelligence, Machine Learning,
and Business Analytics, 2020.
“kEo RO SRR AR 7 T HAE S 5 217
e Frontiers of Empirical Marketing Conference, Miami, Florida, 2019
e Marketing Dynamics, College Park, 2019.
“BIAST TN RS HEE
e Marketing Science Conference, Rome, 2019.
“MBEDERZ TR AELAM s TS 4
e Frank M. Bass — UT Dallas Frontiers of Research in Marketing Science (UTD
FORMS) Conference 2019
e Frontiers of Empirical Marketing Conference, Miami, Florida, 2018
e Nanjing University, China, 2018
e Marketing Science Conference, Temple University, Philadelphia, 2018.
“H B2 AT A
e Marketing Science Conference, Temple University, Philadelphia, 2018.
“CPFBIRIELEE: T RS o
e Marketing Science Conference, University of South California, LA, California, 2017
e Temple University, Philadelphia, 2017
e Rochester William E. Simon Graduate School of Business; New York University
Stern School of Business; Texas A&M University Mays Business School; Syracuse
Whitman School of Management; HKUST Business School; University at Buffalo
School of Management; Emory University Goizueta Business School; UT Dallas
Naveen Jindal School of Management, 2015.
“HLAL N SR E SR T ) 2 BRI E
e Marketing Science Conference, Fudan University, Shanghai, 2016
“NETEMTR R BT E AR B R R
e 10" Marketing Dynamics Conference, University of North Carolina, Chapel Hill, NC,
2013.
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Allen J. Krowe Award It 75 5 2% 2019-2020

Robert H. Smith School of Business FE 75 #2%
2016-2017,2017-2018, 2018-2019, 2019-2020

Finalist, ISBM Doctoral Dissertation Award Competition 2016
Fellow, AMA-Sheth Foundation Doctoral Consortium 2015
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WOCIPH
Marketing Science, Management Science, Journal of Marketing Research, Journal of
Marketing, International Journal of Marketing Research, Journal of Interactive Marketing




