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Education 
University of Maryland, College Park, Maryland 
PhD in Marketing, Aug. 2021 – Present 
Minor: Information Systems 
Dissertation: Leveraging Large Language Models in Marketing Analytics 
Chair: P.K.Kannan; Co-chair: Michael Trusov 
 
Shanghai University of Finance and Economics, Shanghai, China 
Bachelor of Science in Management Information Systems, Aug. 2017 – Jun. 2021 
 
Stanford University, Stanford, California 
Summer Session, Jun. 2019 – Aug. 2019 
 
Research Interests 
Substantive: Marketing Knowledge Systems, AI-Augmented Decision Making, Organizational 
Memory 
Methodology: Large Language Models (LLMs), Causal Inference, Field Experiment, Analytical 
Modeling 
 
Research 
 
Under Review / Revision 
1.​ Lei, L., Kannan, P.K. Infusing Organizational Memory in Marketing Analytics with 

LLM-Enhanced AutoML 
●​ Submission: Journal of Marketing 
●​ Status: Reject & Resubmit 

2.​ Lei, L., Huang, C., Mao, W., Ge, D., Kannan, P.K. Embedding Enterprise Knowledge in 
LLM-Enhanced AutoML.  

●​ Submission: Production and Operations Management (POM) Special Issue on: 
GenAI and Agentic AI at the Marketing–Operations Interface 

●​ Status: Under Major Revision 
 
Work in Progress 
1.​ Lei, L., Trusov, M. Framing the New, Finding the Faults. 

●​ Target: Journal of Marketing Research 
●​ Status: Draft writing 

2.​ Lei, L., He, S., Zhou, B., Wang, Z., Ge, D. Pricing by Diagonal: Near-Optimal Markups at 
Linear Cost 

●​ Target: Marketing Science 
●​ Status: Ready for Submission 

3.​ Lei, L., Lin, J., Zhou, C., Chen, Y., Ge, D., Kannan, P.K. Self-Evolving AI Agents for 
Marketing Analytics Decisions. 

●​ Target: Marketing Science 
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●​ Status: Draft Writing 
4.​ Zhang, X., Gu, X., Lei, L.  Heterogeneous Effects of Open Access: A Freemium Strategy for 

Public Good. 
●​ Target: Journal of Marketing 
●​ Status: Ready for Submission 

5.​ Jiang, Y., Lei, L., Wang, R., Zhu, Y. Too Much of a Good Thing: The Nonlinear Sales Impact 
of Manipulated Reviews. 

●​ Target: Journal of Marketing Research 
●​ Status: Manuscript Writing 

 
Referred Articles 
1.​ Chen, C., Du, Y., Ge, D., Lei, L., Ye, Y. 2022. Optimization and Operations Research in 

Mitigation of a Pandemic. Journal of Operations Research Society in China, 10(2), 289-304. 
Link 

 
Conference Presentations 
1.​ Lei, L., Gu. X., Kannan, P.K. The Impact of Open Access on Book Sales: A DEI Perspective.  

Haring Symposium 2024 (Invited) 
Intelligent Computation Conference 2024 (Invited) 

2.​ Lei, L., Huang, C., Mao, W., Ge, D., Kannan, P.K. Infusing Organizational Memory in 
Marketing Analytics with LLM-Enhanced AutoML. 
Informs 2025 (Invited) 
36th Annual POMS Conference (Invited) 

 
Teaching Experience 
BMGT351: Marketing Research Methods (Undergrad Core), Lecturer 
​ Fall 2024, 20 students, in-person, 3.52/4.0 
​ Spring 2026, 40 students, in-person, 3.48/4.0 
​ Spring 2027, two classes, in-person 
BMGT818Y: Special Topics in Accounting and Information Assurance; Management 
Accounting and Cyber Risk Management, PhD Seminar Invited Speaker 
​ Fall 2025 
BUMK766-0501: Digital Analytics, Teaching Assistant 
​ Fall 2025 
BMGT458U-0101: Special Topics in Marketing; Digital Marketing Analytics, Teaching 
Assistant 
​ Spring 2024 
BMGT458U-0101: Special Topics in Marketing; Digital Marketing Analytics, Teaching 
Assistant 
​ Spring 2023 
Teaching Interests: Marketing Analytics; AI Applications in Marketing; Marketing Research 
Methods; Quantitative Methods for Marketing; Data Visualization; Business Statistics 
 
Awards and Honors 
AMA-Sheth Foundation Doctoral Consortium Fellow, New York (2026) 
Smith Internal Research Grant, University of Maryland (2026) 
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ISMS Doctoral Consortium Fellow, Washington D.C. (2025) 
Intelligent Computation Conference, Shanghai (2024) 
Haring Symposium Fellow, Bloomington, Indiana (2024) 
Haring Symposium DEI Award (2024) 
Ye Yinyu Scholarship (2018) 
 
Academic Service 
Ad Hoc Reviewer for Journal of Service Research 
Ad Hoc Reviewer for Production and Operations Management (POM) 
Ad Hoc Reviewer for ICIS 2025 
Seminar Organizer, Department of Marketing, University of Maryland (2024-2025) 
 
Professional Experience 
Shanshu Technology(Cardinal Operations), Shanghai, China 
Data Engineer Intern, Aug. 2020 – April. 2021 
 
References 
 
Dr. P.K. Kannan 
Dean's Chair in Marketing Science 
Robert H. Smith School of Business 
University of Maryland 
College Park, MD, 20742 
+1 301-405-2188 
pkannan@umd.edu  
 
Dr. Michael Trusov 
Dean’s Professor of Digital Marketing and Analytics 
Robert H. Smith School of Business 
University of Maryland 
College Park, MD, 20742 
+1 301-405-5878 
mtrusov@umd.edu  
 
Dr. Bo “Bobby” Zhou 
Associate Professor of Marketing 
Robert H. Smith School of Business 
University of Maryland 
College Park, MD, 20742 
+1 301-405-8795 
bozhou@umd.edu 
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Job Market Paper  
 
Title: Infusing Organizational Memory in Marketing Analytics with LLM-Enhanced AutoML 
 
Abstract: Marketing organizations often lose hard-earned organizational know-how as people 
churn and markets shift, leading to duplicated effort and uneven decisions. We introduce LAKN, 
Large-Model-Powered AutoML with Knowledge-Driven Insights, as a practical methodology 
that builds organizational memory into day-to-day marketing analytics. LAKN pairs AutoML 
with large language models to surface context-rich features, modeling choices, and explanations 
by learning from prior projects and applying those lessons to new prediction and diagnostic 
tasks. The result is higher accuracy, less rework, and outputs that are easier to interpret. We 
demonstrate the applications of our methodology for embedding organizational memory via 
LLMs across diverse real-world engagements. We run head-to-head comparisons against strong 
automated baselines as well as marketing analysts across multiple LLMs, and we map the 
boundary conditions under which LAKN is most effective. We triangulate this experimental 
validation with survey-based evidence on labor costs and decision practices, documenting time 
savings, lower variance in choices, and meaningful economic value. Together, these findings 
position LAKN as a credible complement to human expertise. It helps teams decide faster and 
cheaper without sacrificing interpretability or decision quality. We conclude with actionable 
guidance for managers on when to deploy LLM-based memory systems, how to seed and 
steward organizational knowledge, and how to integrate these tools into existing workflows to 
create enduring advantages. 
 
 
 
Dissertation Essay 2 
 
Title: Governing Self-Evolving AI in Marketing Analytics: Forecast-System Repair Beyond 
AutoML 
 
Abstract: Firms rely on demand forecasts for inventory, promotions, and resource allocation, yet 
maintaining these systems is costly and dependent on specialized analysts. We study whether AI 
agents can continuously improve an established forecasting system while preserving managerial 
oversight. In collaboration with a major Asian jewelry retailer, we develop a supervised agent 
system that proposes and tests changes across the forecasting process while screening out data 
leakage, unstable rules, and operationally invalid modifications. Across multiple rolling 
evaluations and three future test months, four AI agents improve national forecast accuracy by 
0.35–3.59 percentage points and store-level accuracy by 0.48–2.03 points relative to the retailer’s 
mature system, while standard AutoML alternatives do not outperform the baseline. The findings 
show how firms can use AI to strengthen marketing analytics capabilities through controlled 
experimentation, organizational learning, and independent review. 
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Dissertation Essay 3 
 
Title: Framing the New, Finding the Faults 
 
Abstract: Firms and consumers often emphasize different aspects of the same product. We 
develop a four-scenario framework: validation, betrayal, surprise, and flaw, to examine how firm 
promises and user feedback jointly relate to sales. Using 1,000 press releases, nearly 100,000 
Amazon reviews, and sales data for 751 digital cameras, we identify product attributes discussed 
by firms and users. User experience emerges as the key dimension: products receiving positive 
user-experience reviews have stronger market positions, and this association is stronger when 
firms also emphasize user experience. The findings show when firm communication and online 
word of mouth complement each other and offer guidance for product positioning and marketing 
communications. 
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Other Projects 
 
Title: Heterogeneous Effects of Open Access: A Freemium Strategy for Public Good 
 
Abstract: Open access (OA) provides free digital access to scholarly content, aiming to enhance 
knowledge discovery, dissemination, and accessibility. While increasingly adopted by platforms 
and publishers to broaden reach, OA raises concerns about potential revenue loss, similar to 
concerns that arise in freemium settings. Moreover, the impact of free offerings may vary across 
products and consumer groups in ways that are not yet fully understood and raise fairness 
concerns. This research addresses these issues through a randomized field experiment with one 
of the largest U.S.-based university presses. Approximately 1,400 book titles were randomly 
assigned to a control group (no free access) or a treatment group (free access). We find that OA 
substantially increases book downloads without, on average, reducing book sales. Beneath this 
null average effect, however, we uncover substantial heterogeneity. At the book level, about half 
of the books experience increased sales, while the other half see declines. Specifically, the 
estimated treatment effects exhibit a U-shaped relationship with book popularity, with larger 
positive effects for very low- and very high-popularity books than for mid-popularity titles. At 
the market level, sales gains from open access are concentrated in middle-income regions, areas 
with very high or very low educational attainment, and regions with larger non-white 
populations. 
 
Title: GMV-Constrained Multi-Product Pricing via -Equalization: A Diagonal Approximation γ
Under MCI Demand 
 
Abstract: E-commerce platforms price large product catalogs subject to 
gross-merchandise-value (GMV) targets, but standard Bertrand--Nash pricing requires the full 
cross-price elasticity matrix, which is costly to estimate and audit. We propose -equalization, a γ
diagonal pricing rule that equalizes each product's marginal profit-to-GMV tradeoff at a scalar 
shadow price chosen to satisfy the GMV constraint, using only own-price elasticity information. 
Under multiplicative-competitive-interaction (MCI) demand the rule yields a generalized Lerner 
expression that nests Dorfman--Steiner monopoly pricing as the unconstrained case and 
compresses markups when a GMV floor binds. We characterize when this diagonal rule 
approximates full constrained Bertrand--Nash: under positive outside share, bounded price ratios, 
and own elasticities bounded away from unity, the omitted cross-product correction is first order 
in a row-wise diagonal-dominance slack with a share-only MCI expression, while the resulting 
profit loss is second order. The -iteration is a local Banach contraction. On the 2020 MSOM γ
JD.com data (31 daily markets, top-500 SKUs) under hierarchical-Bayes MCI demand, 
unconstrained -iteration attains a 1.11% median profit gap to Bertrand--Nash at linear-in-n γ
per-iteration cost; under a 15% GMV floor, tuned  achieves a 5.6% median gap to constrained γ*

Bertrand-Nash versus 15.9% for tuned uniform markup. 

6 
 


