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EDUCATION 
 

Doctor of Business Administration (Marketing), expected 2016 
Harvard Business School, Boston, MA 
 
M.A., Applied Statistics, 2005 
University of Michigan, Ann Arbor, MI 
 
M.S., B.A., Information Science (with honors), 2001, 1998 
Nanjing University, Nanjing, China    
 
RESEARCH  INTERESTS 
 

Quantitative modeling, industrial organization, business-to-business marketing,  
multi-channel marketing, two-sided markets 
 
WORKING PAPERS 
(Abstracts in appendix) 
 

Zhang, Lingling, and Doug J. Chung. “The Two Faces of Size: An Analysis of Price 
Bargaining and Platform Competition in the US Daily Deal Market.” (Job market paper) 
Expected to be submitted by AMA 2015 

 
Chung, Doug J., and Lingling Zhang. “The Air War versus the Ground Game: An Analysis of 

Multi-channel Marketing in US Presidential Elections.” Preparing for resubmission at 
Marketing Science 

 
Chung, Doug J., and Lingling Zhang. “Selling to a Moving Target: Dynamic Marketing Effects 

in US Presidential Elections.” Under review at Journal of Marketing Research 
 
Zhang, Lingling, Clarence Lee, and Anita Elberse. “Viral Videos: The Dynamics of Online 

Video Advertising Campaigns.” Preparing for resubmission at Marketing Science 
 
WORK IN PROGRESS  
 

Zhang, Lingling, and Anita Elberse. “Blurred Lines: Do Live-Music Sales Drive Recorded-
Music Sales?” Analysis in process 
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Zhang, Lingling, and Doug J. Chung. “When and How Should Small Businesses Use Groupon.” 

Data collection in process 
 
HORNORS AND AWARDS 
 

Fellow, AMA-Sheth Foundation Doctoral Consortium     2015 
Fellow, Marketing Science Doctoral Consortium      2014 
Fellow, Workshop on Quantitative Marketing and Structural Econometrics   2013 
Doctoral Fellowship, Harvard Business School            2010-16 
Sichuan Liangyi Fellowship (1st Place), Nanjing University     2000 
People Scholarship (1st Place), Nanjing University             1995-97  
 
TEACHING INTERESTS 
 

Business-to-business marketing Digital marketing Marketing analytics 
 
EMPLOYMENT and TEACHING EXPERIENCE 
 

Senior statistician         2005-2010 
University of Michigan  
Center for Statistical Consultation and Research, Ann Arbor, MI 
 Primary responsibilities include teaching workshops on advanced statistical models and 

statistical software (Stata, R, SPSS, HLM, Amos) to faculty and doctoral students at the 
University of Michigan.  
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Doug J. Chung  
Assistant Professor  
Marketing Unit 
Harvard Business School 
Boston, MA 02163 
+1 (617) 495-6464 
dchung@hbs.edu 
 

Sunil Gupta  
Edward W. Carter Professor  
Chair, General Management Program 
Marketing Unit 
Harvard Business School 
Boston, MA 02163 
+1 (617) 495- 5369 
sgupta@hbs.edu 

 
Anita Elberse  
Lincoln Filene Professor  
Marketing Unit 
Harvard Business School 
Boston, MA 02163 
+1 (617) 495- 6080 
aelberse@hbs.edu 
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APPENDIX – SELECTED ABSTRACTS 
 

Zhang, Lingling, and Doug J. Chung. “The Two Faces of Size: An Analysis of Price 
Bargaining and Platform Competition in the US Daily Deal Market.” 
(Job market paper) 
Expected to be submitted by AMA 2015 
 
The platform—a business model that creates value by connecting groups of users—is 
increasingly popular in many industries. Extant papers largely assume that platforms 
dominate the pricing decision, whereas in practice, prices in business-to-business 
transactions are often determined by a bargaining process. We study how the relative 
bargaining power of business partners affects pricing and competition in a two-sided 
market. We compile a unique and comprehensive dataset using sales data from the US 
daily deal market and specify a structural model based on Nash bargaining solutions. We 
find that Groupon, the larger deal platform, has more price-bargaining power than 
LivingSocial and that larger and chain merchants have more bargaining power than 
smaller and independent merchants. The difference in bargaining power between 
different types of merchant, interestingly, is more substantial on LivingSocial than on 
Groupon. Therefore, the size of a platform plays a double-edged role: while a larger 
customer base helps attract merchants, the platform’s bargaining power may motivate 
some merchants to also work with its smaller competitors, over which they have more 
influence on price setting. Our counterfactual results show that the allocation of price-
bargaining power plays an important role in the daily deal markets and that the 
merchants are significantly worse off if the platforms dominate the pricing decision. We 
also estimate how much a platform might overspend on acquiring a merchant if the 
platform’s salesforce assumes it has more bargaining power than it actually does. 
 
Chung, Doug J., and Lingling Zhang. “The Air War versus the Ground Game: An 

Analysis of Multi-channel Marketing in US Presidential Elections.” 
Preparing for resubmission at Marketing Science 
 
Firms increasingly use both mass-media advertising and targeted personal selling to 
promote products and brands. In this study, we jointly examine the effects of mass-
media advertising and personal selling in the context of US presidential elections, where 
the former is referred to as the “air war” and the latter as the “ground game.” 
Specifically, we look at how different types of advertising—the candidate's own 
advertising versus outside advertising—and personal selling—in the form of using field 
offices—affect voter preferences. Further, we ask how these campaign activities affect 
elections through their diverse effects on various types of people. We find that personal 
selling has a stronger effect on partisan voters, while a candidate's own advertising is 
better received by nonpartisans than partisan voters. We also find that outside ads 
mainly affect partisan voters, although the effect is small. Our findings may help 
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candidates decide how to design more targeted campaigning by allocating resources 
across multiple channels, especially if support from particular types of voter is weak.  
 
Chung, Doug J., and Lingling Zhang. “Selling to a Moving Target: Dynamic Marketing 
Effects in US Presidential Elections.” 
Under review at Journal of Marketing Research 
 
We examine the effects of various political campaign activities on voter preferences in 
the domain of US Presidential elections. We construct a comprehensive data set that 
covers the three most recent elections, with detailed records of voter preferences at the 
state-week level over an election period. We include various types of the most 
frequently utilized marketing instruments: two forms of advertising—candidate’s own 
and outside advertising, and two forms of personal selling—retail campaigning and field 
operations. Although effectiveness varies by instrument and party, among the significant 
effects we find that a candidate’s own advertising is more effective than outside 
advertising, and that advertising and retail campaigning work more favorably towards 
Republican candidates. In contrast, we find field operations to be more effective for 
Democratic candidates, primarily through get-out-the-vote efforts. We do not find any 
between-party differences in the effectiveness of outside advertising. Lastly, we also 
find a moderate but statistically significant carryover effect of campaign activities, 
indicating the presence of dynamics of marketing efforts over time. 
 
Zhang, Lingling, Clarence Lee, and Anita Elberse. “Viral Videos: The Dynamics of 

Online Video Advertising Campaigns.” 
Preparing for resubmission at Marketing Science 
 
Firms increasingly promote their products with advertisements posted on online video-
sharing sites such as YouTube. Web users often redistribute these “advertiser-seeded” 
advertisements, either in their original form or as altered, derivative works. Such user-
generated “viral” placements can significantly enhance the true number of an advertising 
campaign’s impressions. In fact, across our data for movie and video-game trailers, the 
number of views generated by viral placements is three times the number of views for 
the original “advertiser-seeded” placements. To help advertisers understand how their 
online video advertisements spread, we investigate the dynamics of viral video 
campaigns, modeling the interactions between marketers’ advertising actions and 
consumers’ decisions to view and spread advertisements. We find that several 
instruments under the control of advertisers—notably the intensity and timing of the 
original video placements—influence the extent to which campaigns benefit from user-
generated content. Our results underscore that, with the right strategy, advertisers can 
substantially and inexpensively increase the number of impressions from their online 
video campaigns. 
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APPENDIX – SELECTED DOCTORAL COURSEWORK 
 

• Microecnomic Theory I Christopher Avery 

• Microecnomic Theory II Christopher Avery and Elon Kohlberg 

• Probability and Statistics for Economists  Rustam Ibragimov  

• Introduction to Applied Econometrics Gary Chamberlain 

• Econometric Methods Guido Imbens 

• Time-series Analysis and Forecasting Anna Mikusheva 

• Industrial Organization I Ariel Pakes 

• Industrial Organization I* Glenn Ellison 

• Bayesian Data Analysis Jun Liu 

• Marketing Models Thomas Steenburgh and Thales Teixeira  

• Consumer Behavior Jason Riis 

• Economics of Information and Technology in 
Markets and Organizatonions  

Erik Brynjolfsson 
 

• Management and Markets I  
 

Rakesh Khurana and Amy Cuddy 

• Management and Markets II Belén Villalonga and Ian Larkin 

• Research Design Dennis Yao 

 
* Audit 

http://www.courses.fas.harvard.edu/7210

