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EMPLOYMENT

Columbia Business School

Assistant Professor of Marketing (2025 — present)
Instructor of Marketing (2024)

EDUCATION

Stanford University

Ph.D. in Marketing, Ph.D. minor in Psychology

Middlebury College

B.A. in Economics, minor in Mathematics

RESEARCH INTERESTS

Persuasion, Political Marketing, Advertising, Language, Media, Reputation Management

PUBLICATIONS

1.

Hussein, Mohamed A., Courtney Lee, and S. Christian Wheeler (2025), “How do Consumers React to
Ads that Meddle in Out-Party Primaries?” Journal of Consumer Research, 51(6), 1186-1208 (available
here).

Select media coverage: CBS Insights

Hussein, Mohamed A. and S. Christian Wheeler (2024), “Reputational Costs of Receptiveness: When
and Why Being Receptive to Opposing Political Views Backfires,” Journal of Experimental
Psychology: General, 153(6), 1425-1448 (available here).

Select media coverage: Stanford Business Insights, Opinion Science Podcast, International Center
for Cooperation and Conflict Resolution, The Fulcrum, National Affairs, Character & Context,

CBS Insights

Hussein, Mohamed A. and Zakary L. Tormala (2024), “You versus We: How Pronoun Use Shapes
Perceptions of Receptiveness,” Journal of Experimental Social Psychology, 110, Article 104555
(available here).

Select media coverage: Wall Street Journal, Staford Business Insights, Management Today,
A Slice with ‘Dice, CBS Insights, Macmillan Learning, Opinion Science Podcast

Hussein, Mohamed A. and Zakary L. Tormala (2023), “Attitudinal Advocacy,” In C. Lamberton, D.
Rucker, and S. Spiller (Eds.), The Cambridge Handbook of Consumer Psychology (Cambridge
Handbooks in Psychology, pp. 7-27). Cambridge: Cambridge University Press (available here).

Hussein, Mohamed A. and Zakary L. Tormala (2021), “Undermining Your Case to Enhance Your
Impact: A Framework for Understanding the Effects of Acts of Receptiveness in Persuasion,”
Personality and Social Psychology Review, 25(3), 229-250 (available here).

Maluccio, John A., Mohamed A. Hussein, Benta Abuya, Eva Muluve, Eunice Muthengi, and Karen
Austrian (2018), “Adolescent Girls’ Primary School Mobility and Educational Outcomes in Urban
Kenya,” International Journal of Educational Development, 62, 75-87 (available here).


mailto:mhussein@stanford.edu
https://drive.google.com/file/d/1L57ytKDuSS76QOfLuTYaE-Z2xbByVro1/view?usp=sharing
https://leading.business.columbia.edu/business-society/marketing/political-ads-backfire
https://drive.google.com/file/d/1VNw77eShrUiJkr972BgA3Y4HqLEjqiap/view?usp=sharing
https://www.gsb.stanford.edu/insights/polarized-world-open-mind-can-hurt-your-reputation?sf189824118=1
https://opinionsciencepodcast.com/episode/episode-97-opinions-and-reputations-with-christian-wheeler/
https://icccr.tc.columbia.edu/blog/blog-openness-to-opposing-political-views-can-hurt-your-reputation/
https://icccr.tc.columbia.edu/blog/blog-openness-to-opposing-political-views-can-hurt-your-reputation/
https://thefulcrum.us/bridging-common-ground/how-to-bridge-the-divide-in-america
https://www.nationalaffairs.com/blog/detail/findings-a-daily-roundup/both-sides
https://spsp.org/news/character-and-context-blog/hussein-political-engagement-personal%20effects
https://business.columbia.edu/research-brief/polarized-politics-risk-reputation
https://www.gsb.stanford.edu/sites/default/files/publication/pdfs/Hussein%20%26%20Tormala%20%282024%2C%20JESP%29.pdf
https://www.wsj.com/business/c-suite/managers-we-difficult-conversations-work-0466351a?st=rzrxp5l3yaj5oq5&reflink=mobilewebshare_permalink
https://www.gsb.stanford.edu/insights/yes-we-can-swapping-pronouns-can-make-messages-more-persuasive
https://www.managementtoday.co.uk/struggling-message-across-try-using-we-not-you/indepth/article/1860591
https://www.buzzsprout.com/2398131/episodes/15673744-pronouns-and-persuasion-the-hidden-power-of-you-and-we
https://business.columbia.edu/press-release/cbs-press-releases/theres-no-you-team-how-word-swap-defuses-workplace-conflict
https://community.macmillanlearning.com/t5/psychology-blog/using-quot-we-quot-increases-perceptions-of-receptiveness/ba-p/19675
https://open.spotify.com/episode/0B6LHYJaCvLGfbSu1xCTBj?si=ZP2tw7v2TF6h22fbwWlhyA
https://www.cambridge.org/core/books/cambridge-handbook-of-consumer-psychology/attitudinal-advocacy/0362FF1573C102F49A8DF550EF4DB323
https://journals.sagepub.com/doi/full/10.1177/10888683211001269
https://www-sciencedirect-com.stanford.idm.oclc.org/science/article/pii/S073805931730490X?via%3Dihub

MANUSCRIPTS UNDER REVIEW & WORKING PAPERS (* denotes equal contribution)

1.

Hussein, Mohamed A. and Joey Reiff, “How Do Marketers Choose Which Ad to Launch? The Role of
Lay Beliefs about Engagement and Persuasion” under review at Journal of Consumer Research

Hussein, Mohamed A., Courteny Lee, and S. Christian Wheeler, “How do Consumers React to
Disloyalty Ads?” under review at Journal of Consumer Research

Hussein, Mohamed A.* and Rhia Catapano*, “When is Political Advocacy Effective?” revising for 2"
round of review at Consumer Psychology Review

Hussein, Mohamed A., Zakary L. Tormala, and S. Christian Wheeler, “Why Do People Choose
Extreme Candidates? The Role of Identity Relevance,” under 2" round of review at Journal of
Experimental Social Psychology

Bergman, Abby, Mohamed A. Hussein, Rhia Catapano, and Zakary L. Tormala, “15 Reasons You
Should Read this Paper: How Providing Many Arguments Increases Perceptions of Both Expertise and
Persuasive Intent,” conditionally accepted at Personality and Social Psychology Bulletin.

RESEARCH IN PROGRESS

1.

2.

Hussein, Mohamed A.* and Joey Reiff*, “Predicting Persuasion in Video Ads.”
Hussein, Mohamed A. “Calloused Credentials.”

Hussein, Mohamed A. and S. Christian Wheeler, “Superiority Stereotypes in Politics and Their
Implications for Consumer Behavior.”

Erik Santoro and Mohamed A. Hussein “Reducing Partisan Animosity with Multiple Conversations.”

Hussein, Mohamed A. “Political Merchandise: A New Marketplace Behavior.”

6. Courteny Lee, Mohamed A. Hussein, and S. Christian Wheeler, “A Semantic Embedding Approach to
Research in Political Marketing.”
INVITED TALKS
University of California Berkeley, Haas School of Management 2025
Columbia University, Data Science Institute 2025
University of California Los Angeles, Anderson School of Management 2024
University of California San Diego, Rady School of Management 2023
Harvard University, Harvard Business School 2023
Columbia University, Columbia Business School 2023
New York University, Stern School of Business 2023
University of Southern California, Marshall School of Business 2023
Notre Dame University, Mendoza College of Business 2023
The Ohio State University, Fisher College of Business 2023
Hong Kong University of Science and Technology (virtual) 2023
Chinese University of Hong Kong (virtual) 2023
University of Hawaii at Manoa, Shidler College of Business 2023



FELLOWSHIPS, AWARDS, AND GRANTS

Bernstein Center Research Grant ($10,000) 2025
Knight-Hennessy Scholar, three-year fellowship, acceptance rate of 1.4% ($350,000) 2023
Diversifying Academia Recruiting Excellence, competitive fellowship ($230,000) 2023
Center of Philanthropy and Civil Society, research grant 2023
AMA-Sheth Doctoral Consortium Fellow (unable to attend due to visa issues) 2023
The Lab for American Values, research grant 2021
Knight-Hennessy Academic Enrichment Grant, research grant 2021
F. Dirks Prize 2017
Harry M. Fife Memorial Award 2017
Phi Beta Kappa Prize 2017
Christian A. Johnson Prize in Economics for Outstanding Achievement 2017
TEACHING EXPERIENCE
2024:
B6601-005 (MBA Core) Marketing, Columbia Business School, 5/5
B6601-008 (MBA Core) Marketing, Columbia Business School, 4.9/5
B6601-009 (MBA Core) Marketing, Columbia Business School, 4.9/5
2021:
Consumer Psychology, Middlebury College, 5.00/5.00
SERVICE
Personality and Social Psychology Review, Emerging Editor Board Member 2022-2024

« Invited to the only early career faculty editorial board in social psychology

Journal of Consumer Research, reviewer

Journal of Marketing Research, reviewer

Journal of Personality and Social Psychology, reviewer
PNAS, reviewer

Scientific Reports, reviewer

Journal of Experimental Psychology: General, reviewer
Journal of Experimental Social Psychology, reviewer
Cognition, reviewer

Personality and Social Psychology Review, reviewer
Association of Consumer Research, reviewer

Society of Consumer Psychology, reviewer

U.S-Israel Binational Science Foundation, grant reviewer
Acta Psychologica

CHAIRED SYMPOSIA & ROUNDTABLES

2025-present
2024-present
2024-present
2025-present
2024-present
2023-present
2022-present
2024-present
2024-present
2022-present
2022-present
2025-present
2025-present

Reiff, Joey and Mohamed A. Hussein (2025), New Perspectives on Socio-Political Advocacy, Association

of Consumer Research, Washington D.C.

Hussein, Mohamed A. and Vohs, K. (2023), Emerging Threats to Democracy, Association of Consumer

Research, Seattle.

Hussein, Mohamed A. (2023), Receptiveness to Opposing Views, Society for Consumer Psychology,

Puerto Rico.

Hussein, Mohamed A. and Zakary L. Tormala (2022), Three Perspectives on Censorship, Association of

Consumer Research, Denver, Colorado.



Hussein, Mohamed A. and Zakary L. Tormala (2022), Receptiveness: Antecedents and Consequences,
Association of Consumer Research, Denver, Colorado.

Hussein, Mohamed A. and Zakary L. Tormala (2022), Navigating Disagreement and Opposition Across
Political and Moral Divides, Society for Personality and Social Psychology.

Hussein, Mohamed A. (2020), Obstacles and Opportunities to Consumer Engagement in Medical
Decision Making, Association of Consumer Research.

CONFERENCE PRESENTATIONS

Hussein, Mohamed A., Courtney Lee, and S. Christian Wheeler (2025). How do Consumers React to
Disloyalty Ads? Association of Consumer Research.

Hussein, Mohamed A., Courtney Lee, and S. Christian Wheeler (2025). How do Consumers React to Ads
that Meddle in Out-Party Primaries? Society for Consumer Psychology.

Hussein, Mohamed A., Courtney Lee, and S. Christian Wheeler (2024). How do Consumers React to Ads
that Meddle in Out-Party Primaries? Association of Consumer Research.

Hussein, Mohamed A. and Zakary L. Tormala (2022). What do People Censor and Why? How Mere
Pronoun Use Predicts Censorship Likelihood, Association of Consumer Research.

Hussein, Mohamed A. and S. Christian Wheeler (2022). Reputational Costs of Receptiveness: When and
Why Being Receptive to Opposing Views Backfires, Association of Consumer Research.

Hussein, Mohamed A. and S. Christian Wheeler (2022). How Partisan Identity Reverses the Benefits of
Receptiveness to Opposing Views, Society for Consumer Psychology.

Hussein, Mohamed A. and Tormala, Zakary L. (2022). Undermining Your Case to Enhance Your Impact: A
Framework for Understanding the Effects of Acts of Receptiveness in Persuasion, Society for
Personality and Social Psychology.

Hussein, Mohamed A., Catapano, R. and Tormala, Zakary L (2021). 15 Reasons You Should Attend This
Talk: Overjustification Increases Source Bias and Source Expertise, Association of Consumer Research.

Hussein, Mohamed A. and Tormala, Zakary L. (2020). Undermining Your Case to Enhance Your Impact: A
Framework for Understanding the Effects of Acts of Receptiveness in Persuasion, Association of
Consumer Research.

Hussein, Mohamed A. and Huang, SC (2020) How Search Strategy Biases Consumers’ Self-Diagnosis,
Association of Consumer Research.

Hussein, Mohamed A. and Huang, SC (2020). Consumers’ Aversion to Managing Mental Health using

Artificial Intelligence, Association of Consumer Research.

Columbia Business School requires its faculty members to disclose any activities that might
present a real or apparent conflict of interest: None.



