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	EDUCATIONAL BACKGROUND

	Program [Specialization]
	Institute
	GPA/ %
	Duration

	Ph.D.
[Marketing].
	Indian Institute of Management Ahmedabad
[Mirae Asset Merit Scholar]
	3.48/4
	2019-2025

	B. Tech, Electrical and Electronics (Integrated Dual Degree Program)
	Jawaharlal Nehru Technological University Hyderabad
	71.27%
	2014-2019

	Post Graduate Program in Digital Marketing
	Purdue University (Online)
	
	2023

	TEACHING EXPERIENCE & INTERESTS

	1)Assistant Professor, Marketing – BITS Pilani, Mumbai Campus. (Jan’2026 – Present)

	Teaching
	· Teaching 4-credit courses of Startup Launchpad; Digital Marketing & Marketing to BBA batch

	1) Visiting Faculty – IIM Kashipur

	Teaching
	· Taught a 1 credit course of ‘Pricing’ to 72 students of MBA Analytics in Feb-March 2025.
· Received a feedback score of 4/5

	2) National Institute of Design, Ahmedabad

	Teaching
	· Taught a 1 credit course of ‘Marketing 101’ to 92 students of Masters in Design in January 2024.
· Received a feedback score of 9.2/10

	3) Indian Institute of Management Ahmedabad

	Teaching Assistance
	· Marketing for Startups (Prof. Arun Sreekumar); Core Marketing (Prof. Arvind Sahay)

	TEACHING INTERESTS

		AI in Marketing
	Legal Aspects of Marketing

	Startup launchpad
	Digital Marketing

	Marketing for Nonprofits
	Marketing 101

	INDUSTRY WORK EXPERIENCE

	Madison World– Chairman’s Office (Sam Balsara, touted as the Father of Indian Media) – Leadership Trainee – (June’24 – July 25)
· Managed 150cr of ad budgets end-to-end (OOH, PR, Digital, TV) for clients across FMCG (Raymond, Marico), B2B(Pidilite), Pet Care(Godrej), Healthcare (Cipla), Travel (Samsonite) including branding, performance, RnF, influencer campaigns
· GTM & Product launch of Park Avenue Innerwear; Pilot of Godrej Pet Care (18Cr)
· Identified Product-Market fit, ICP & Consumer Persona via user research, A/B tests
· Unlocked 460Cr revenue potential from cross-selling; designed a phased execution plan and incentive structures across 160 clients& 5 verticals within the conglomerate
· Designed SOPs & CXO-level pitch decks for 8 client acquisitions, achieving ~40% conversion success rate

		· Consumer Research & Competition
· Media Research Platforms
· Advertising Media Planning
· Marketing Campaign Execution
· Data Analytics
· Google & Meta
	· Kantar TGI, Global Web Index, Google Insights Finder, Neilsen IQ, WARC
· Similar Web, ComScore, Data.AI, TAM Adex; BARC
· Television (GRP &RnF plans); Out-of-Home; social media &Influencers; SEO; DS
· Google Ads (DV) A/B Test; Meta Ads; LinkedIn Ads; SQL; Brand Lift Study; Gm
· Diff-In-Diff; Multivariate; Time Series; Survival; Causal Inference methods; CLV
· Meta Marketing Science; Media Measurement; DV 360; YouTube & Performance







	THESIS ESSAYS

	Title: Essays Investigating the Paradox of Costs and Rewards in Charitable Giving. [TAC: A. Sahay; Sourav Borah; Anuj Kapoor]
Essay 1: Are Gifts a delight or an overhead Cost? Impact of Donor Motivations on Preference for Gifts 
  (Co-authors: Sourav Borah, Praveen Kopalle (Dartmouth), Arvind Sahay)
Research Questions:
1. What is the impact of gifts on Donor retention? Is there heterogeneity in donor response to gifts?
2. What interventions could improve the impact of gifts on donor retention?

Method & Results:
1. 4 field experiments (2 large scale) and 5 lab experiments (Diff-In-Diff, PSM, Bayesian structural time series)
2. Across 4 field and 5 lab studies, we show that gifts can be counterproductive at an aggregate level as it decreases donor retention and subsequent charitable giving, but more importantly its impact is highly heterogeneous. 
3. We find that donors who are primarily driven by altruistic (vs egoistic) motives perceive a communal (exchange) relationship with the charity and hence, are more likely to be averse to gifts as they consider these gifts as overhead costs.
4. We propose and show that an easy-to-implement intervention can reverse the adverse effects of effects, boosting subsequent giving. 

  Status: Rejected from 2nd round of Review in Journal of Marketing. Planning to submit to Journal of Consumer Research in July


	Essay 2: Can Costs Increase Utility? Slacktivism, CSR, Gift cards, and Pro-Social Behaviour 
(Co-authors: Arvind Sahay, Sourav Borah)

Research Questions:
1. Are people more likely to engage in pro-social behavior when it’s costless vs when the same pro-social behaviour is costly?
2. Do people choose costless or costly pro-social behaviour? If yes, what’s the underlying mechanism for this phenomenon?

Method& Results:
1. 4 field experiments (1 large scale), secondary data and 3 lab experiments, 4 types of costly and costless acts
2. Against economic utility theory, we find that donors are more likely to engage in pro-social behaviour if its costly than when the same pro-social behaviour is costless even when the benefit to the beneficiary is same for both acts.
3. They are also more likely to choose costly than costless pro-social behaviour. 
4. We find that donors are less likely to indulge in costless (vs costly) pro-social behaviour because it decreases psychological ownership which in turn decreases the warm glow from doing a pro-social behaviour & rule out 4 other mechanisms 
  Status: Under Review - Journal of Consumer Psychology

  Essay 3: Understanding Individual Charitable Giving in Natural Disasters: Substitution, Persistence, and Targeting.
   (Co-Authors: Nikita Gupta, Anirban Adhikary, Sourav Borah, Praveen Kopalle)

Research Questions:
1. What is the impact of natural disasters on Total Donations (TD)?
2. Do donors substitute donations from non-disaster causes or future donations to donate to disaster relief causes?
3. Which type of donors are more likely to donate to disaster relief causes?

Method& Results:
1. Proprietary longitudinal transaction level data of 35,000 donors from USA and India. Diff-In-Diff; BSTS; Logit
2. Across USA and India and 2 disasters, we find that average monthly donations increase during natural disasters.
3. Counterintuitively, donors do not substitute donations from non-disaster causes but actually increase their donations to non-disaster causes. Donors do not substitute from future donations.
4. Apart from RFM, & causes, we provide a novel variable of breadth of giving to target donors for disaster relief efforts.
  Status: R & R (Reject & Re-submit) – Marketing Science



	RESEARCH PIPELINE

	Title: Recommendation system to match returning donors to suitable causes – Co-Authors - Akshay Iyer (IIM Nagpur)
Donor retention is a critical challenge for crowd-funding platforms as attrition rates are around 70%. Recommendation systems have helped for- profit platforms to improve retention.
Research Objective: Build a recommendation system that addresses 3 limitations of existing recommendation systems. First, we integrate donors preference for diverse causes with supplier (charities on the platform) fairness. As there is more than 70% churn rate, the repeat donation transaction data is sparse and hence we integrate the ‘cold start’ mechanism into the algorithm. Third, we balance similar preference with novelty propensity into our system.
Preliminary Results: We find that donors donate to 3 different causes in a year and are more likely to donate to a new cause rather than the same cause after donating twice. Such donors also are less likely to churn. We are currently testing the recommendation engine on the crowd- funding platform for external generalizability.
Status: Field Experiment (for external validity)
This project won the Raj Sethuraman research Grant by NASMEI

	Title: Sustainability through Corporate Social Responsibility (CSR) Fund Allocation: How do natural disasters direct organizational CSR Investment on UNSDG Goals?- Co-Authors – Amalesh Sharma (UT Austin), Sourav Borah, Pramendra Singh (Illinois Gies)
Nearly 30% of firms donate to disaster relief efforts yet its impact on CSR donations to other causes is unexplored. Also, natural disasters make sustainability goals salient for organizations.
Research Questions: What’s the impact of natural disasters on CSR activity? Do firms increase their fund allocation to UNSDG goals when they experience natural disasters? Do firms reallocate funds from other UNSDG goals to donate to disaster relief efforts? How does heterogeneity of firm ownership impact these CSR allocation decisions?
Method: Panel Regression, Quasi-Experiments; Difference-In-Difference; Propensity Score Matching
Results: We find that firms that experience natural disasters increase their overall CSR proportion. Firms do not substitute from other UNSDG goals to donate to disaster relief, but actually increase allocation to UNSDG goals. These effects are attenuated for family-owned firms and aggravated for foreign-ownership firms
Status: Analysis Completed – Refining the Draft - Planned submission by Nov’26 to Journal of Academy of Marketing Science

Title: Highway to Health: Impact of contests on physical activity – Co-Authors - Akshay Iyer
Gamification techniques such as badges, points-based rewards, and contests have been extensively used to motivate users to increase their activity. We focus on contests as this is one of the most common techniques used by these health apps.
Research Question: We study the impact of 3 different types of contests: best-takes-all; sweepstakes; and a novel mechanism introduced by us in which the likelihood of winning the prize depends on user’s effort yet the winner is chosen via lucky draw. Do competition mechanisms have differential impacts on user health outcomes? Does the effect differ b/w users with varying prior physical activity levels?
Methods: Field Experiment; Diff-In-Diff; Propensity Score Matching; Panel Regressions; Synthetic control, regression discontinuity
Results: Counterintuitively, we find that commonly used competition mechanisms—'prize winners based on lucky draw’ and ‘winners
based on best performers’ on an average, decrease the total distance and average distance cycled by participants. Our novel mechanism, on the other hand, increased total distance and distanced cycled per participant by 18%
RESEARCH IN AI & MARKETING

	Title: Does leveraging AI to summarize articles and product pages improve marketing outcomes?
Co-Authors: Harinder Singh (Ex-Marketing Head, Amazon India, Ajio); Anuj Kapoor (University of Missouri)
Context: Publishers such as NDTV India, and E-Commerce brands such as MamaEarth have started using AI to summarize the webpage. Research Question: Does AI summarizer improve marketing outcomes such as Engagement, CTR for publishers, while conversions for brands? Methods: A/B test; Multi-Armed Bandit.
Preliminary Results: We find that AI summarizer on publisher pages increase Webpage CTR, but decrease the CTR of Ads on their webpage, which is the primary source of revenue. Also, AI summarizer decreases the conversion rates on Product Pages.
Status: Additional A/B test, Analysis for Robustness and Lab Experiemnts for Mechanism testing.
Title: Real-time feedback or Post-Activity Feedback? Impact of AI-Based Real-time feedback on Salespeople Productivity
Co-Authors: Harinder Singh (Ex-Marketing Head, Amazon India, Ajio) ; Anuj Kapoor (University of Missouri)
GenAI has activated an opportunity to analyze the performance of salespeople in real-time and provide feedback for improvement as well. But, does real-time feedback improve salespeople's productivity compared to post-activity feedback?
Research Question: Is AI-Based real-time feedback better than AI-based post-activity feedback? Does the effect vary with the existing expertise of the salespeople and Autonomy preferences?
Methods: Field Experiments, Diff-in-Diff
Preliminary Results: We find that AI-Based real-time feedback reduces salespeople’s productivity compared to post-activity feedback. Importantly, this effect is driven by Experienced and Top-Performing Salespeople who also have strong preference for Autonomy.
Title: Real-time feedback or Post-Activity Feedback? Impact of AI-Based Real-time feedback on Salespeople Productivity
Co-Authors: Harinder Singh (Ex-Marketing Head, Amazon India, Ajio) ; Anuj Kapoor (University of Missouri)
GenAI has activated an opportunity to analyze the performance of salespeople in real-time and provide feedback for improvement as well. But, does real-time feedback improve salespeople's productivity compared to post-activity feedback?
Research Question: Is AI-Based real-time feedback better than AI-based post-activity feedback? Does the effect vary with the existing expertise of the salespeople and Autonomy preferences?
Method: Field and lab experiments
Preliminary Results: We find that AI-Based real-time feedback reduces salespeople’s productivity compared to post-activity feedback. Importantly, this effect is driven by Experienced and Top-Performing Salespeople who also have strong preference for Autonomy. Status: Additional Analysis and Robustness

	
	CONFERENCE PRESENTATIONS




		Presented Paper Title
	Conference
	Year

	Impact of AI on Employee Well Being
	INFORMS Marketing Science 2026
	June 11-13, 2026

	Understanding Predictors of Donor Retention
	AMA Summer
	September, 2025

	Are Gifts a delight or an overhead Cost? Impact of Donor Motivations on Preference for Gifts
	ANZMAC Conference 2024 Dunidin, NZ
	December 4-6th 2024

	Competition Mechanism and Health outcomes
	ACR – AP’24, Bali 2024
	July 8-11 2024

	Understanding Individual Charitable Giving in Natural Disasters: Substitution, Persistence, and Targeting.
	American Marketing Association Winter Conference (Nashville)
	February 10-12th 2023

	Are Gifts a delight or an overhead Cost? Impact of Donor Motivations on Preference for Gifts
	American Marketing Association Summer Conference (San Francisco)
	August 1-3rd 2023

	Can Costs Increase Utility? Slacktivism, CSR, nd Pro-Social Behaviour
	Academy of Marketing Conference
	July 4-6th 2023







	CONSULTING PROJECTS

	· HEALTHCARE INDUSTRY

	Client: Healthclan
(Series-A funded startup) Problem: Customer acquisition Solution: Increase subscription prices

Outcome: Increased conversion (38%) &margins (17%)
	· AI powered ‘digital post-hospitalization fitness plan of the client was priced at 30% of alternate ‘human powered fitness plans’ yet the lead conversion ratio of was just 12%
· Undertook primary market research with 9 doctors and 16 patients, analyzed call recordings and found that lack of conversion was due to patients lack of trust due to low price-low quality perceptions and doctors resistance due to reduced commissions.
· Recommended the client to increase the prices by 175% and it increased the lead conversion rate by 38% and margins by 17%


	Client: Crooze (Series A funded) Problem: Customer engagement Solution: Introduced novel competition mechanism

Outcome: Increased user engagement (18%)
	· Recommended and introduced a novel competition mechanism in which the likelihood of winning the prize depends on user’s effort yet the winner is chosen via lucky draw.
· Compared it with existing competition mechanisms used by health apps: ‘prize winners based on lucky draw and winner-takes it-all’
· Counterintuitively, commonly existing competition mechanism decrease the total distance and average distance by participants. Proposed novel mechanism, on the other hand, increased user engagement (avg. distanced cycled) by 18%
· Methods: Diff-In-Diff; Propensity Score Matching; Panel Regressions; Synthetic control
	

	· NON-PROFITS AND SOCIAL ENTERPRISES
	

	Client: Donatekart (India’s most trusted crowd-funding platform) Problem: ROAS
Solution: Ad-lift, A/B test; attribution modelling
Outcome: Optimized Ad-spend and cost savings by 7%
	· Initiated Ad-lift campaign and found that digital Ads increase the donor acquisition rate.
· Initiated A/B test and found that digital Ads don’t improve conversions for remarketing.
· Initiated A/B test and found that digital Ads don’t improve conversions for repeat- donations of existing donors and in fact can backfire depending on frequency of Ad exposure in a month.
· Digital Ads lead to negative ROAS when ads are shown within 30days of donation.
	

	· TRAVEL AND LEISURE INDUSTRY
	

	Client: Traindhaba (Series-A funded) Problem: Increase profit margins (285%) and customer retention Solution:Standardized cloud-kitchens Outcome: Increased operating profit per order by 285%, customer retention by 38%
	· Led a team of 6 full-time employees to setup 6 platform owned standardized kitchens for a platform that serves end-to-end needs of train travelers.
· Developed a predictive model to choose the food items in the standardized menu
· Vendor negotiation, coordination with the tech team for feature integration.
· Project led to an increase of operating profit per order by 285%, customer retention by 38%, reorder rate by 300%.
· Initiative is being scaled to 60 locations in India
	

	· MANUFACTURING AND REAL ESTATE INDUSTRY
	

	Client: Chase Infrastructure (Regional player with 190cr revenue) Problem: Investment thesis Solution: UPVC Manufacturing unit Outcome: Potential cost cutting of 18% and marginal revenue of 14%
	· Led two teams of 8 interns that recommended the firm to shift its planned investment from PVC to UPVC manufacturing facility leading to potential cost cutting of 18% and marginal revenue potential of 14%
· Led a team of 6 interns that was responsible for setting up the UPVC manufacturing facility end-to-end, right from market research, legal formalities to vendor negotiations.
· The team reduced the potential expenditure from initial vendor proposal by 22%
	

	· CONSUMER PRODUCTS INDUSTRY
	

	Client: Leading mobile brand Problem:Salespeople resistance to AI Solution: GenAI video ad-copy Outcome: Increased salesperson productivity (6%); retention (3%)
	· Introduced a novel ad copy which utilizes Generative AI not just to personalize the customer details, but also personalizes the details about the salesperson.
· This initiative improves salesperson attitudes towards the brand, motivations toward product, their productivity (by 6%) and their retention by 3%.
· Importantly, this initiative also increases the lead conversion rate by 14%.
	

	Client: SquadStack (Series B) Problem: Customer care productivity Solution: Link CSR and caller efforts Outcome: Improved efforts (6%); Reduced attrition rate (2%)
	· Increased the return on investments of CSR activities by linking the efforts of customer care callers in unrelated exercise-based efforts and job-related efforts to CSR activities.
· Just informing employees about CSR activities doesn’t improve employee productivity.
· A fixed plus variable CSR based on effort levels improves efforts by 6% and reduces attrition (2%) compared to just informing employees about the firm’s CSR activities.
	

	Client: Paid Newsletter (Series A) Problem: Improve referral rate Solution: Limit the no. of articles that can be shared
Outcome: Increased referral (11%)
	· Client had a referral option in which customers could share any paid newsletters to their friends. But sharing rate of paid subscribers was 8%.
· Introduced two new features. First, rebranded sharing as gifting the article. Then, introduced a limit to the number of articles that can be shared in a week to 3.
· These two initiatives cumulatively increased the sharing rate by 11% and the introduction of a limit to number of articles that can be shared increased the sharing rate by 7%.
	

	POSITIONS OF RESPONSIBILITY & AWARDS
	

	· NASMEI Raj Sethuraman Research Grant 2022
· Elected Ph.D. Representative to EC for 2021
· Organizer – TheRoboFest (India’s Largest Robotics Festival 2017); Impact – JNTU University Fest 2018
· World's First Smart Policing Robot – Core Team
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