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2004 - 2008-08-31 Assistant Professor (ESSEC Business School France)
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2011 - Now Professor (ESSEC Business School France)

OTHER APPOINTMENTS
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OTHER ACADEMIC APPOINTMENTS

1994 - 1997-12-31 Teaching Assistant (Université de Liège Belgium)

PROFESSIONAL APPOINTMENTS

2013 - Now Founder (DECISIVE SYSTEM s.p.r.l. Belgium)

2011 - 2016-12-31 Co-founder (île aux trésors s.p.r.l. Belgium)

2016 - Now Principal & Lead Solution Architect (DecisionPro, Inc. United States of America)

2014 - Now Board Member (DecisionPro, Inc. United States of America)

2006 - 2014-12-31 Senior Consultant (DecisionPro, Inc. United States of America)

2005 - 2006-12-31 Director of Marketing Research & Development (QualiData France)

1998 - 2000-12-31 Head Analyst, Director of Development (QualiData France)

1997 - 1998-07-01 Data Analyst, Development Assistant (QualiData France)

1997 - 1997-06-30 Programmer-Analyst (Optimus France)

PUBLICATIONS

BOOKS

LILIEN, G.L., RANGASWAMY, A. et DE BRUYN, A. (2013). Principles of Marketing Engineering
(2nd Edition). DecisionPro Inc. 263 pages.

LILIEN, G.L., RANGASWAMY, A. et DE BRUYN, A. (2017). Principles of Marketing Engineering and
Analytics [3rd Edition]. DecisionPro Inc. 305 pages.

LILIEN, G.L., RANGASWAMY, A. et DE BRUYN, A. (2007). Principles of Marketing Engineering.
Trafford Publishing, 232 pages.

DE BRUYN, A. (2023). Fundraising Analytics: A Roadmap for the Data-Driven Fundraiser. 1st ed.
Kindle.
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WORKING PAPERS

DE BRUYN, A. et LILIEN, G. (2004). A Multi-Stage Model of Word of Mouth through Electronic
Referrals.

DE BRUYN, A., LIECHTY, J., HUIZINGH, E. et LILIEN, G. (2005). Offering Online
Recommendations to Impatient, First-Time Customers with Conjoint Based Segmentation Trees.

DE BRUYN, A. et BOLTON, G.E. (2004). Predicting Bargaining Behavior: Out-of-Sample Estimates
from a Social Utility Model with Quantal Response.

JOURNAL ARTICLES

DE BRUYN, A. et BOLTON, G. (2008). Estimating the Influence of Fairness on Bargaining Behavior.
Management Science, 54(10), pp. 1774-1791.

KAMAKURA, W.A., MAZZON, J.A. et DE BRUYN, A. (2006). Modeling Voter Choice to Predict the
Final Outcome of Two-stage Elections. International Journal of Forecasting.

DE BRUYN, A., LIECHTY, J.C., HUIZINGH, E.K.R.E. et LILIEN, G.L. (2008). Offering Online
Recommendations with Minimum Customer Input through Conjoint-Based Decision Aids. Marketing
Science, 27(3), pp. 443-460.

BUTORI, R. et DE BRUYN, A. (2013). So You Want to Delight Your Customers: The Perils of
Ignoring Heterogeneity in Customer Evaluations of Discretionary Preferential Treatments. 
International Journal of Research in Marketing, 30(4), pp. 358-367.

LIECHTY, J.C., FONG, D.K.H., HUIZINGH, E.K.R.E. et DE BRUYN, A. (2008). Hierarchical
Bayesian Conjoint Models Incorporating Measurement Uncertainty. Marketing Letters, 19(3), pp.
141-155.

KAYANDE, U., DE BRUYN, A., LILIEN, G.L., RANGASWAMY, A. et VAN BRUGGEN, G.H. (2009).
How Incorporating Feedback Mechanisms in a DSS Affects DSS Evaluations. Information Systems
Research, 20(4), pp. 527-546.

DE BRUYN, A. et PROKOPEC, S. (2013). Opening a Donor’s Wallet: The Influence of Appeal
Scales on Likelihood and Magnitude of Donation. Journal of Consumer Psychology, 23(4), pp.
496-502.

DE BRUYN, A. et PROKOPEC, S. (2017). Assimilation-contrast theory in action: Operationalization
and managerial impact in a fundraising context. International Journal of Research in Marketing,
34(2), pp. 367-381.

DE BRUYN, A. et LILIEN, G.L. (2008). A Multi-stage Model of Word-of-mouth Influence through
Viral Marketing. International Journal of Research in Marketing, 25(3), pp. 151-163.
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DE BRUYN, A., VISWANATHAN, V., SHAN BE, Y., BROCK, J.K.U. et VON WANGENHEIM, F.
(2020). Artificial Intelligence and Marketing: Pitfalls and Opportunities. Journal of Interactive
Marketing, 51(August), pp. 91-105.

SARKAR, M. et DE BRUYN, A. (2021). LSTM Response Models for Direct Marketing Analytics:
Replacing Feature Engineering with Deep Learning. Journal of Interactive Marketing, 53(February),
pp. 80-95.

FERECATU, A. et DE BRUYN, A. (2022). Understanding Managers' Trade-offs between Exploration
and Exploitation. Marketing Science, 41(1), pp. 139-165.

DE BRUYN, A. et OTTER, T. (2022). Bayesian Consumer Profiling: How to Estimate Consumer
Characteristics from Aggregate Data. Journal of Marketing Research, 59(4), pp. 755-774.

MUKHERJEE, P., DUTTA, S. et DE BRUYN, A. (2022). Did Clickbait Crack the Code on Virality? 
Journal of the Academy of Marketing Science, 50, pp. 482-502.

HADA, M., DE BRUYN, A. et LILIEN, G.L. (2024). Horizontal Referrals in B2B Markets. Journal of
Marketing Research, 61(1), pp. 143-164.

COLICEV, A. et DE BRUYN, A. (2023). The spillover effects of positive and negative buzz on brand
attitudes. European Journal of Marketing, 57(9), pp. 2382-2406.

FERECATU, A., DE BRUYN, A. et MUKHERJEE, P. (2024). Silently killing your panelists one email
at a time: The true cost of email solicitations. Journal of the Academy of Marketing Science, 52, pp.
1216-1239.

CHAUDHURI, S. et DE BRUYN, A. (2025). Bots Bargaining with Humans: Building AI Super-
Bargainers with Algorithmic Anthropomorphization. Journal of Marketing Research, In press.

PRESENTATIONS AT AN ACADEMIC OR PROFESSIONAL CONFERENCE

MUKHERJEE, P. et DE BRUYN, A. (2012). Investigating the Profitability of Multilevel Marketing.
Dans: 41st EMAC Annual Conference 2012.

MUKHERJEE, P. et DE BRUYN, A. (2012). Investigating the Profitability of Multilevel Marketing.
Dans: 2012 INFORMS Marketing Science Conference.

DE BRUYN, A. et FERECATU, A. (2012). Maximizing vs. Satisficing: Understanding Managers'
Tradeoffs Between Exploration and Exploitation. Dans: 2012 INFORMS Marketing Science
Conference.

DE BRUYN, A. et SARKAR, M. (2019). Predicting Customer Behavior with LSTM Neural Networks.
Dans: 2019 INFORMS Marketing Science Conference.

DE BRUYN, A. (2017). The Spillover Effects of Online Word-of-Mouth on Rival Brands. Dans: 39th
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ISMS Marketing Science Conference.

DE BRUYN, A. (2017). An Empirical Investigation of Word-Of-Mouth Spillovers on Consumer
Decision Process. Dans: 46th European Marketing Academy Conference (EMAC) 2017.

OTTER, T. et DE BRUYN, A. (2016). Bayesian Database Profiling. Dans: 2016 Winter Marketing-
Economics Summit.

DE BRUYN, A. et OTTER, T. (2013). Bayesian Profiling of Customers Using Census Bureau Data.
Dans: 2013 INFORMS Marketing Science Conference.

DE BRUYN, A. (2009). Customer Acquisition Strategies in Direct Marketing: Will Better Always
Mean Higher Value? Dans: 31st Annual Marketing Science Conference.

DE BRUYN, A. et COLICEV, A. (2015). Don't speak! How the Market Halo Effect Harms the
Leaders. Dans: European Marketing Academy Conference 2015.

DE BRUYN, A. et FERECATU, A. (2015). Estimating the Heterogeneity of Fairness Preferences on
Bargaining Behavior. Dans: Informs Marketing Science 2015.

CARRASCO, G. et DE BRUYN, A. (2016). Genetics And Marketing: Myths, Unknowns, Established
Facts, And Future Possibilities. Dans: 2016 INFORMS Marketing Science Conference.

DE BRUYN, A. (2019). Teaching Marketing Analytics: Sharing Experiences, Lessons,
Recommendations. Dans: 2019 American Marketing Association Summer Conference.

FERECATU, A. et DE BRUYN, A. (2016). Understanding Managers’ Tradeoffs Between Exploration
and Exploitation. Dans: 2016 INFORMS Marketing Science Conference.

DE BRUYN, A., BOLTON, G. et ROSS, B. (2014). Understanding the Normative Role of Industry
Standards in Channel Negotiations. Dans: 43rd European Marketing Academy (EMAC) Annual
Conference 2014.

DE BRUYN, A., BOLTON, G. et ROSS, B. (2014). Understanding the Normative Role of Industry
Standards in Channel Negotiations. Dans: INFORMS Annual Meeting 2014.

DE BRUYN, A. (2022). Marketing analytics: educating managers vs. educating technicians. Dans:
2022 European Marketing Academy (EMAC) Annual Conference. Budapest.

DE BRUYN, A., VON WANGENHEIM, F., BROCK, J.K.U., VISWANATHAN, V. et BEH, Y.S. (2019).
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Committee 

Reviewer for a journal
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Journal of Marketing
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Journal of Marketing Research
Journal of Marketing Theory and Practice
Management Science
Marketing Letters
Marketing Science
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2003 - 2003: Ad-hoc reviewer for AMA Educator's Conference 
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