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Keynote Speech 484 Professor Jan-Benedict Steenkamp (University of North Carolina at
Chapel Hill), Editor-in-Chief 984 Journal of Marketing lu#ata “The Critical Importance

of Doing Relevant Marketing Research”
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TamwdAey: “Doing relevant marketing research is not optional—it is critical for the

survival and legitimacy of our discipline.

“The Influence of Al-Powered Personalization on Brand Loyalty in the Fashion
Industry”
(2025 Global Marketing Conference at Hong Kong Proceedings, pp.69-74)
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“Sense of Agency and Effectiveness in Al Chatbot Advertisements: Personalization,
Grammatical Subjects, and Consumer Privacy Concerns”

(2025 Global Marketing Conference at Hong Kong Proceedings, p.18)
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“Factors Influencing Customer Engagement in the Era of Artificial Intelligent Marketing”

(2025 Global Marketing Conference at Hong Kong Proceedings, p.171)
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“The Impact of Artificial Intelligence on Marketing Research: Opportunities, Challenges,
and Ethical Implications”
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