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Y

2)

3)

4)

5)

Ein-Gar, Danit, Jingjing Ma, Liat Levontin, and Tehila Kogut (forthcoming), “Helping a Boy or a
Girl? The Effect of Recipient’s Gender and Donor’s Culture on Donation Decisions,” Journal of
Behavioral Decision Making.

Ma, Jingjing, Yuanjie Zhao, and Sky Liang* (2025), “Too Painful to Donate: Why Don’t People
Donate to Critical Illness Causes?,” Journal of Marketing.

Mo, Zichuan, Jingjing Ma*, and Ryan Hamilton, and Yuanjie Zhao (2025), “When Compensatory
Consumption Backfires: The Asymmetry Effect of Self-Threat on Consumption Preference and
Satisfaction,” Journal of Business Research.

RTCEE, DRdnE, HE)I(2024),  “HEEM “HBIEAE T RN HEhHN “HEMEAE T GHNMA B
WX 5 e = IR RS, 0 PR R, Vol. 56, No. 7, 1-21.

Ma, Jingjing*, Yu Lin*, and Danit Ein-Gar (2023), “Charitable Maximizers: The Impact of the
Maximizing Mindset on Donations to Human Recipients,” International Journal of Research in
Marketing, 40 (2), June 2023, 417-434.
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6) Ma, Jingjing, Yuanjie Zhao, and Zichuan Mo* (2023), “Dynamic Luxury Advertising: Using
Lifestyle versus Functional Advertisements in Different Purchase Stages,” Journal of Advertising,
52 (1), 39-56.

7) Yang, Haiyang and Jingjing Ma* (2022), “Post-COVID-19 Distress and Unhealthy Consumption
Behavior,” Journal of Mental Health, 32 (6), 1080-1085.

8) Yang, Haiyang, Jingjing Ma, and Amitava Chattopadhyay (2021), “How Xiaomi Became an
Internet-of-Things Powerhouse,” Harvard Business Review.
Harvard Business Review (Russian Edition): “Kak Xiaomi ctana loT-ruranrom”
Harvard Business Review (Korean Edition): “AF 2.V 7} A= Q1B Yl A| S A1 A S Bl el

Harvard Business Review (Chinese Edition): “/NK B A4 522 1r) B g2 SR &>

9) Yang, Haiyang and Jingjing Ma* (2021), “Factors Associated With Chinese Adults’ Vaccine
Acceptance,” JAMA Health Forum, 2(7), €211466.

10) Yang, Haiyang and Jingjing Ma* (2021), “Relationship Between Wealth and Emotional Well-
being Before, During, versus After a Nationwide Disease Outbreak: A Large-scale Investigation of
Disparities in Psychological Vulnerability Across COVID-19 Pandemic Phases in China,” BM.J
Open, 11(6), e044262.

11) Yang, Haiyang and Jingjing Ma* (2021), “How the COVID-19 Pandemic Impacts Tobacco
Addiction: Changes in Smoking Behavior and Associations with Well-being,” Addictive
Behaviors, 119, 106917.

12) Ma, Jingjing, Zichuan Mo*, and David Gal (2021), “The Route to Improve the Effectiveness of
Negative PSAs,” Journal of Business Research, 123, 669-682.

13) Yang, Haiyang and Jingjing Ma* (2020), “How an Epidemic Outbreak Impacts Happiness:
Factors that Worsen (vs. Protect) Emotional Well-being during the Coronavirus Pandemic,”
Psychiatry Research, 289, 113045.

14) R0, FEF, A (2020), “H kSRS I 9% 2 W SEAT NS, B & FE i
7, 23(2), 155-166.

15) Goldsmith, Kelly*, Caroline Roux, and Jingjing Ma (2018), “When Seeking the Best Brings Out
the Worst in Consumers: Understanding the Relationship between a Maximizing Mindset and
Immoral Behavior,” Journal of Consumer Psychology, 28(2), 293-309.

16) Brough, Aaron R.*, James E. B. Wilkie, Jingjing Ma, Mathew S. Issac, and David Gal (2016), “Is
Eco-Friendly Unmanly? The Green-Feminine Stereotype and Its Effect on Sustainable
Consumption,” Journal of Consumer Research, 43(4), 567-582.

17) Ma, Jingjing* and David Gal (2016), “When Sex and Romance Conflict: The Impact of Sexual
Imagery in Advertising on Preference for Romantically Linked Products and Services,” Journal of

Marketing Research, 53 (4), 479-496.
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18) Ma, Jingjing* and Neal J. Roese (2014), “The Maximizing Mind-Set,” Journal of Consumer
Research, 41 (1), 71-92.

19) Ma, Jingjing* and Neal J. Roese (2014), “The Danger of Touting a Product as ‘the Best’,”
Harvard Business Review, 92 (10), 28.

20) Ma, Jingjing* and Neal J. Roese (2013), “The Countability Effect: Comparative versus
Experiential Reactions to Reward Distributions,” Journal of Consumer Research, 39 (6), 1219-
1233.

21) Ma, Jingjing* and Neal J. Roese (2013), “The Surprising Power of (a Lack of) Numbers,” The
European Financial Review (Lead Story), 40-42.

HAhp SRR

22) Wang, Jiashu, Jingjing Ma*, Ming Hsu, and Haiyang Yang (2024), “When CSR Backfires: When
and Why Certain CSR Behaviors Could Boost Brand Image but Hurt Product Evaluation”,
Advances in Consumer Research, v.52.

23) Ma, Jingjing, Zichuan Mo*, Haiyang Yang (2023), “The Knowledgeable Maximizer”, Advances
in Consumer Research, v.51.

24) Ma, Jingjing, Zichuan Mo*, Yuanjie Zhao (2021), “When Lifestyle Advertising Hurts Luxury
Brands”, Advances in Consumer Research, v.49.

25) Ma, Jingjing*, Yu Lin, and Danit Ein-Gar (2019), “Charitable Maximizers: the Impact of the
Maximizing Mindset on Charitable Behavior”, Advances in Consumer Research, v.47, 760-761.

26) Fei, Jin, Jingjing Ma*, and David Dubois (2019) , “When Intention to Share Increases Variety-
Seeking: the Role of Self-Enhancement”, Advances in Consumer Research, v.47, 666-668.

27) Ma, Jingjing*, Kent Grayson, and David Gal (2017), “Increasing PSA Effectiveness: Two Routes
from Self-Threat to Message Acceptance,” Advances in Consumer Research, v.45, 764-765.

28) Ma, Jingjing* and David Gal (2016), “He’s Just Not That Into Anyone: The Impact of Sex Fantasy
on Attraction,” Advances in Consumer Research, v.44, 545-545.

29) Ma, Jingjing*, Ryan Hamilton, and Alexander Chernev (2015), “The Impact of Usage Frequency
on Lifestyle Branding,” Advances in Consumer Research, v.43, 142-146.

30) Ma, Jingjing*, Ying Wang, and Neal J. Roese (2014), “The Impact of the Maximizing Mindset on
Decision Time,” Advances in Consumer Research, v.42, 590-591.

31) Ma, Jingjing* and Neal J. Roese (2013), “The Maximizing Mindset,” Advances in Consumer
Research, v.41, 181-185.

32) Ma, Jingjing* and Neal J. Roese (2012), “The Countability Effect: Comparative versus
Experiential Reactions to Reward Distributions,” Advances in Consumer Research, v.40, 106-111.
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33) Ma, Jingjing*, Ryan Hamilton, and Alexander Chernev (2012), “The Unexpressed Self: The
Impact of Restricting Freedom of Self-Expression on Brand Preferences,” Advances in Consumer
Research, v.40, 95-100.

34) Ma, Jingjing* and Shi Zhang (2009), “Choosing Between American and Chinese Brands,”
Advances in Consumer Research, v.36, 896-897.

35) Ma, Jingjing* and Shi Zhang (2008), “On the Compatibility of Orientation, Task, and Preference:
The Role of Brand Information,” Advances in Consumer Research, v.35, 895-896.

36) Ma, Jingjing*, Lee Zhang, and Xinxin Ma (2007), “Affect without Cognition,” Advances in
Consumer Research, v.34, 389-391.

37) SRl ER*. 5KSE. 5KEE (2009), <A RS BOAHE P HAREUR] . B SRAE S5 AN PR S 2R R I =
B UCAC MR VR, BB R 2E ), 5 (1), 13-26.

38) Eldn*. LRIt TKEL (2008), <k 5EFE A X 7 il S P A SR AN [ (i 47 — DA HAL A
FefE A IR CD N B RLE AR, 4 (1), 107-119.
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2) Yang, Haiyang, Jingjing Ma, Neal Roese, and Amitava Chattopadhyay (2021), “Market
Disruption Strategies: The Transformation of Xiaomi,” INSEAD Case No. 6608; INSEAD
Teaching Note No. 6608. https://publishing.insead.edu/case/xiaomi

3) Yang, Haiyang, Jingjing Ma, Neal Roese, and Amitava Chattopadhyay (2021), “Market
Disruption Strategies: The Transformation of Xiaomi,” Harvard Case No. IN1717; Harvard
Teaching Note No. IN1717. https://hbsp.harvard.edu/product/IN1717-PDF-ENG (Best Seller).

4) Yang, Haiyang, Jingjing Ma, Neal Roese, and Amitava Chattopadhyay (2021), “ 3787 %
W% . /NKAGEERL 2 7 INSEAD Case No. 6608 (H1 3CHR).
https://publishing.insead.edu/case/market-disruption-strategies-transformation-xiaomi-chinese
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University of British Columbia, Sauder School of Business, Oct. 2014

University of Florida, Warrington College of Business Administration, Sep. 2014
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UC Berkeley Haas School of Business, 2025 % 8 H .
INSEAD, 2023 4 7-8 H .

John Hopkins University, 2020 % 1-5 H.
University of British Columbia, 2019 4F 7-8 H.
University of Louisville, 2018 52 H .

MIT Sloan School of Management, 2017 £ 8 H .
University of Chicago Booth of School of Business, 2017 47 H .
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1)

2)

Ma, Jingjing, Yuanjie Zhao, and Sky Liang*, “Too Painful to Donate: Why Don’t People Donate
to Critical Illness Causes?”, European Marketing Academy Annual Conference, Madrid, May, 2025.

Wang, Jiashu, Jingjing Ma*, Ming Hsu, and Haiyang Yang, “The CSR Paradox: When and Why

CSR Efforts Enhance Brand Image but Undermine Product Evaluation”, European Marketing
Academy Annual Conference, Madrid, May, 2025.
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3) Wang, Jiashu, Jingjing Ma*, Ming Hsu, and Haiyang Yang, “When CSR Backfires: When and
Why Certain CSR Behaviors Could Boost Brand Image but Hurt Product Evaluation”, Society for
Consumer Psychology, Las Vegas, Feb. 2025.

4) Wang, Jiashu, Jingjing Ma*, Haiyang Yang, and Ming Hsu, “When CSR Backfires: When and
Why Certain CSR Behaviors Could Boost Brand Image but Hurt Product Evaluation”, Association
for Consumer Research Conference, Paris, Oct. 2024.

5) Ma, Jingjing, Yuanjie Zhao, and Sky Liang*, “Too Painful to Donate: Why Don’t People Donate
to Critical Illness Causes?,” Marketing Science Conference, Sidney, June. 2024.

6) Ma, Jingjing, Zichuan Mo, and Haiyang Yang, “The Knowledgeable Maximizer”, presented at
Association for Consumer Research Conference, Seattle, Oct. 2023.

7) Zhao, Yuanjie, Jingjing Ma, Ein-Gar Danit, and Neal J. Roese, “Two Roads Lead to Rome: The
Relative Effectiveness of Efficacy versus Empathy in Inducing Donation”, presented at the 25th
National Academic Conference of Psychology, Oct. 2023.

8) Ma, Jingjing, Yu Lin, and Danit Ein-Gar, “Charitable Maximizers”, presented at Association for
Consumer Research European Conference, Amsterdam, 2023.

9) Ein-Gar, Danit, Jingjing Ma, Levontin L, and Kogut T, “Helping Him or Her? The surprising
effect of Gender as a Justification Cue in Charitable-Giving Choice Decisions”, Academy of
Marketing, Birmingham, UK, 2023.

10) Ma, Jingjing, Yu Lin, and Danit Ein-Gar, “Charitable Maximizers”, presented at European
Marketing Academy Annual Conference, 2023.

11) Ein-Gar, Danit, Jingjing Ma, Levontin L, and Kogut T, “Donation Choices, The Case of Gender
and Culture”, Society for Consumer Psychology, Puerto Rico, 2023.

12) H5th. #RF. Danit Bin-Gar, “IRBERIBRMAREE B B AER M SR IE AT N IS B
Mt , EEOHEEERSW, TE, Fo, 20224 11 H.

13) Ein-Gar, Danit, Jingjing Ma, Levontin L, and Kogut T, “Justification Cues in Donation Choices —
The Case of Culture and Gender”, Society for Consumer Psychology Annual Winter Virtual
Conference, 2022.

14) Ma, Jingjing, Yu Lin, and Danit Ein-Gar, “Charitable Maximizers: the Impact of the Maximizing
Mindset on Charitable Behavior”, presented at Society for Personality and Social Psychology
Annual Convention, Feb. 2021.

15) Ma, Jingjing, Zichuan Mo, and Yuanjie Zhao, “When Lifestyle Advertising Hurts Luxury Brands”,
presented at Association for Consumer Research Conference, Oct. 2021.
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16) Zhu, Ying, Jingjing Ma, Jiajia Liu, and Jingjing Wang, “The Experiential Brain of Smartphone
Users: How Smartphone Use Reshape Thinking Style”, presented at Association for Consumer
Research Conference, Oct. 2020.

17) 8r3E. S50, David Dubois, “When Intention to Share Increase Variety-Seeking” , H [ & 4
PR, HHE, Bk, 2019 4 10 H .

18) Ma, Jingjing, Yu Lin, and Danit Ein-Gar, “Charitable Maximizer”, presented at Association for
Consumer Research Conference, Atlanta, Oct. 2019.

19) Zhu, Ying, Jingjing Ma, and Jingjing Wang, “A Meta-Analysis of the Antecedents and
Consequences of Smartphone Addiction”, presented at Association for Consumer Research
Conference, Atlanta, Oct. 2019.

20) Ma, Jingjing, Mo Zichuan, and David Gal, “Increasing PSA Effectiveness: Two Routes from Self-
Threat to Message Acceptance,” presented at La Londe Conference on Consumer Behavior and
Communications, La Londe, France, June. 2019.

21) Mo, Zichuan, Jingjing Ma, and Ryan Hamilton, “When Compensatory Consumption Backfires:
The Pain and Pleasure of Experiential Consumption”, presented at Doctoral Consortium of the
International Forum of Marketing Science and Applications, Guangzhou, China, June 2019.

22) Jin, Fei, Jingjing Ma, and David Dubois, “When Intention to Share Increase Variety-Seeking: The
Role of Self-Enhancement”, presented at Society for Consumer Psychology Conference, Savannah,
GA, Mar. 2019.

23) Mo, Zichuan and Jingjing Ma, “When Compensatory Consumption Backfires: The Pain and
Pleasure of Experiential Purchases,” presented at Society for Consumer Psychology Conference,
Dallas, TX, Feb. 2018.

24) Chen, Qihui and Jingjing Ma, “When a Minor Problem Causes a Major Trouble for Experiential
Purchases,” presented at Society for Consumer Psychology Conference, Dallas, TX, Feb. 2018.

25) Ma, Jingjing, Kent Grayson, and David Gal, “Increasing PSA Effectiveness: Two Routes from
Self-Threat to Message Acceptance,” presented at Association for Consumer Research Conference,
San Diego, CA, Oct. 2017.

26) Ma, Jingjing, “The Impact of the Maximizing Mindset on Variety Seeking Behaviors,” presented at
Association for Consumer Research Conference, San Diego, CA, Oct. 2017.

27) Ma, Zhenfeng and Jingjing Ma, “The Effect of Maximizing on Consumer Response to Features and
Price,” presented at Association for Consumer Research Conference, San Diego, CA, Oct. 2017.

28) Mo, Zichuan and Jingjing Ma, “When Compensatory Consumption Backfires: The Pain and

Pleasure of Experiential Purchases,” presented at Association for Consumer Research Conference,
San Diego, CA, Oct. 2017.
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29) Chen, Qihui and Jingjing Ma, “When a Minor Problem Causes a Major Trouble for Experiential
Purchases,” presented at Association for Consumer Research Conference, San Diego, CA, Oct.
2017.

30) Chen, Jia and Jingjing Ma, “The Effect of Nostalgia Advertising on Brand Loyalty,” presented at
Association for Consumer Research Conference, San Diego, CA, Oct. 2017.

31) Mo, Zichuan and Jingjing Ma, “Why Are Luxury Ads So Abstract?” presented at Society for
Consumer Psychology Conference, San Francisco, CA, Feb. 2017.

32) Ma, Jingjing and David Gal, “He’s Just Not That Into Anyone: The Impact of Sex Fantasy on
Attraction,” presented at Association for Consumer Research Conference, Berlin, Germany, Oct.
2016.

33) Mo, Zichuan and Jingjing Ma, “Why Are Luxury Ads So Abstract?”, the Annual Conference of
JMS China Marketing Science & Doctoral Consortium, Beijing, China, Oct. 2016.

34) Goldsmith, Kelly, Caroline Roux, and Jingjing Ma, “When Choosing the Best Brings out the
Worst: Maximizing Increases Cheating Due to Greater Perceptions of Scarcity,” presented at
Association for Consumer Research Conference, Berlin, Germany, Oct. 2016.

35) Brough, Aaron, Jim Wilkie, Jingjing Ma, Mathew Issac, and David Gal, “It’s Not Manly Being
Green: The Role of Gender Identity Maintenance in Men’s Avoidance of Environmentally-Friendly
Behavior,” presented at Society for Consumer Psychology Conference, St. Pete Beach, FL, Feb.
2016.

36) Brough, Aaron, Jim Wilkie, Jingjing Ma, Mathew Issac, and David Gal, “It’s Not Manly Being
Green: The Role of Gender Identity Maintenance in Men’s Avoidance of Environmentally-Friendly
Behavior,” presented at Winter Society for Judgment and Decision Making Conference, UT, Jan.
2016.

37) Roux, Caroline, Jingjing Ma, and Goldsmith, Kelly, “When Choosing the Best Brings out the
Worst: Maximizing Increases Cheating Due to Greater Perceptions of Scarcity”, Presented at
Society for Judgment and Decision Making Conference, Chicago, IL, Nov. 2015.

38) Ma, Jingjing, Ryan Hamilton, and Alexander Chernev, “The Impact of Usage Frequency on
Lifestyle Branding”, Presented in Symposia Session—*“Fashion Signals and Symbols: Beyond
Conspicuous Consumption”—at Association for Consumer Research Conference, New Orleans,
LA, Oct. 2015.

39) Ma, Jingjing, Ying Wang, and Neal J. Roese, “The Impact of the Maximizing Mindset on Decision
Time”, Presented at Trans-Atlantic Doctoral Conference, London Business School, May. 2015
(Invited Presentation).

40) Ma, Jingjing, Ying Wang, and Neal J. Roese, “The Impact of the Maximizing Mindset on Decision

Time”, Presented in Competitive Paper Session—“Mind-sets and Control in Motivation”—at
Association for Consumer Research Conference, Baltimore, MD, Oct. 2014 (Session Chair).
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41) Ma, Jingjing, Ryan Hamilton, and Alexander Chernev, “The Unexpressed-Self: The Impact of
Restricting Self-Expression on Brand Preferences”, Presented in Symposia Session—“And Now for
Something Completely Different: The Meaning of Life”—at Society for Consumer Psychology
Conference, 2014 SCP Proceeding (p.91-92), Miami, FL, Mar. 2014.

42) Ma, Jingjing and Kent Grayson, “Failure to Compensate: Why Cross-Domain Affirmations Do Not
Always Alleviate Identity Threats”, Presented in Symposia Session—*“Identity Threats and
Consumption: Causes, Cures, and Costs”—at Society for Consumer Psychology Conference, 2014
SCP Proceeding (p.124-125), Miami, FL, Mar. 2014.

43) Ma, Jingjing and Neal J. Roese, “The Maximizing Mindset”, Presented in Special Session—
“Comparative Thinking and Consumer Well-Being”—at Association for Consumer Research
Conference, Chicago, IL, Oct. 2013 (co-chaired with Yangjie Gu).

44) Ma, Jingjing and Neal J. Roese, “The Countability Effect”, Presented at The Haring Symposium,
Indiana University, Mar. 2013 (Invited Presentation).

45) Ma, Jingjing and Neal J. Roese, “The Maximizing Mindset”, Presented at Society for Consumer
Psychology Conference, 2013 SCP Proceeding (p.250-251), San Antonio, Texas, Feb. 2013.

46) Ma, Jingjing and Neal J. Roese, “The Countability Effect”, Presented at Society for Judgment and
Decision Making Conference, Minneapolis, MN, Nov. 2012.

47) Ma, Jingjing, Ryan Hamilton, and Alexander Chernev, “The Unexpressed Self: The Impact of
Restricting Self-Expression on Brand Preferences”, Presented at Society for Judgment and Decision
Making Conference, Minneapolis, MN, Nov. 2012.

48) Ma, Jingjing and Neal J. Roese, “The Countability Effect”, Presented in Special Session—*“In
Pursuit of Happiness”—at Association for Consumer Research Conference, Vancouver, BC,
Canada, Oct. 2012 (co-chaired with Haiyang Yang and Neal J. Roese).

49) Ma, Jingjing, Ryan Hamilton, and Alexander Chernev, “The Unexpressed Self: The Impact of
Restricting Self-Expression on Brand Preferences”, Presented in Special Session—“Brands as A
Means of Self-Expression”—at Association for Consumer Research Conference, Vancouver, BC,
Canada, Oct. 2012 (Session Chair).

50) Ma, Jingjing and Neal J. Roese, “The Effect of Countability on Satisfaction”, Presented at Society
for Judgment and Decision Making Conference, Seattle, WA, Nov. 2011 (Best Student Poster
Award).

51) Ma, Jingjing and Shi Zhang, “Choosing Between American and Chinese Brands”, Presented at
Association for Consumer Research Conference, San Francisco, CA, Oct. 2008.

52) Ma, Jingjing and Shi Zhang, “On the Compatibility of Orientation, Task and Preference: The Role

of Brand Information”, Presented at Association for Consumer Research Conference, Memphis, TN,
Oct. 2007.
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55) Ma, Jingjing, Xinxin Ma, and Lee Zhang, “Affect without Cognition”, Presented at Association for
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