Oded Lowengart - CV

Research Interests

Modeling consumer perceptions and consumer choice, market share forecasting, and
diagnostics. Current research focuses on modeling issues in areas such as consumers’ food
and fast food product choice, the effect of information and its intensity on choice processes,
consumer heterogeneity, reference price, and international branding

Other research interests include the marketing-finance interface, internet web-store choice,
and international marketing.

Education

Ph.D. - 1991 - 1996 University of Wisconsin-Milwaukee, USA
School of Business, Management Science, Major - Marketing

Academic Employment

2014 — present Professor of Marketing
Department of Business Administration
Guilford Glazer Faculty of Business and Management, Ben-
Gurion University of the Negev

2009 - 2014  Associate Professor
Department of Business Administration
Guilford Glazer Faculty of Business and Management, Ben-
Gurion University of the Negev

2003 - 2009  Senior Lecturer
Department of Business Administration
Guilford Glazer Faculty of Business and Management, Ben-
Gurion University of the Negev

2004 - 2005  Visiting Associate Professor
Sheldon Lubar School of Business Administration
University of Wisconsin-Milwaukee

1996 - 2003  Lecturer
Department of Business Administration
Guilford Glazer Faculty of Business and Management, Ben-
Gurion University of the Negev
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PhD students
2014 Enav Friedman  "Gender Differences in Choice Processes"
Placement: Bar Ilan University - Israel
2014 Eleanor Eytam  "Dimensions of Aesthetics and Usability" —

advisor (with N. Tractinsky)
Placement: Sammy Shamoun College- Israel

2016 Gil Appel “The Desire for Here and Now: The Information
Era's Impact on Aggregate Consumer Behavior”

Placement: University of Southern California-
USA

Research Grants
Ministry of Absorption, Return Scientist Grant, 1996-1998, amount: $10,000.

Ben Gurion University Research Grant, "Diffusion of New Products and
Optimal Market Coverage in the Presence of Reference Price Effects" (with
A. Gavious), 2006-2007, amount: NIS 20,000 (approximately $4,750).


http://dx.doi.org/10.1016/j.jbusres.2013.08.002
http://dx.doi.org/10.1016/j.ijhcs.2017.04.001

ISF — Israel Science Foundation "Diffusion of New Products and Optimal
Market Coverage in the Presence of Reference Price Effects" (with A.
Gavious), 2007-2010, amount NIS 168,000 (approximately $45,000).

ISF — Israel Science Foundation " The Effect of Calorie Information on Consumers’
Choice Processes of (Fast) Food Products" (with A. Heiman), 2011-2013, amount
NIS 2786,000 (approximately $80,000).

ISF — Israel Science Foundation "The Devastating Effect of Slim Fashion Models on
the Epidemic of Overweight Young Women" (with A. Heiman ), 2015-2017, amount
NIS 360,000 (approximately $95,000).

Administrative Positions

2018-current European Advisory Council (EAC), member.
The AACSB (Association to Advance Collegiate Schools of
Business).

2013 —2018 Dean, Guilford Glazer Faculty of Business and Management
2013 — present Senate member, Ben-Gurion University of the Negev

2017 — present Chair, The Bengis Center for Innovation and Management
Guilford Glazer Faculty of Business and Management

2014 -2018  Chair, The Mandel Institute for Social Leadership
Guilford Glazer Faculty of Business and Management

2013 -2018 Executive committee, Member
Ben-Gurion University of the Negev

2009 — 2013  Chair, Department of Business Administration
Guilford Glazer Faculty of Business and Management

2011 -2013  Member, new faculty recruitment evaluation committee
Ben-Gurion University of the Negev

2011 Member, research students' scholarship committee
Ben-Gurion University of the Negev

2009 —2010 Member, Appointment Committee
Guilford Glazer Faculty of Business and Management

2009 -2010 Head, Interdisciplinary area,
Department of Business Administration

2010 Search committee, Dean, Faculty of Business and Management

2010 Search committee, Dean, Kreitman School of Advanced
Graduate Studies, Ben-Gurion University of the Negev

2006 - 2009  Chair, Academic Curriculum Committee
Faculty of Business and Management

2006 - 2009  Chair, Research Students Committee (Ph.D. program director)
Faculty of Business and Management

2006 - 2009 Member, Research Students Committee



2006 - 2009
2003 —2004
2001 — 2004
2001 — 2004
2000 - 2001
1996 — 2004
1998 — 2002

Ben-Gurion University of the Negev

Head, Marketing area
Department of Business Administration

Senate member, Ben-Gurion University of the Negev

Chair, Academic Curriculum Committee
Department of Business Administration

Member, Academic Curriculum Committee
Faculty of Business and Management

Coordinator, Faculty of Management Research Seminar
Faculty of Business and Management

Head, Marketing area
Department of Business Administration

Head, Junior Faculty Committee
Department of Business Administration



