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ACADEMIC POSITION

Assistant Professor of Marketing, 2019-Present
London School of Economics, Department of Management, London, UK

EDUCATION

The University of Chicago Booth School of Business, Chicago, IL
Ph.D,, Behavioral Science, 2019

Yonsei University, Seoul, Korea
M.A., Psychology, 2013
B.S., Business Administration, 2011

RESEARCH INTERESTS

Consumer behavior, psychology of technology, anthropomorphism, goals and motivations

PUBLICATIONS

Kim, Hye-young, and Ann L. McGill (2018), “Minions for the rich? Financial status changes how people
see products with anthropomorphic features,” Journal of Consumer Research, 45 (2), 429-450.

Kim, Hye-young, Yeonsoon Shin, and Sanghoon Han (2014), “The reconstruction of choice value in the
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Kim, Hye-young, and Ann L. McGill, “Two minds meeting in the middle: how humanlike technologies lead
to dehumanization of people,” under review, Journal of Consumer Research.

Kim, Hye-young
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Kim, Hye-young, and Ann L. McGill (2018), “Minions for the rich? Financial status changes how people
see products with anthropomorphic features,” Paper presented at American Psychological
Association Technology, Mind, and Society, Washington, DC.

Kim, Hye-young



“Managing in Organizations,” Full-time MBA, Chicago
Professor Ann L. McGill (2016, 2017, 2018)

“Negotiations,” Full-time MBA, Chicago
Professor Linda Ginzel (2018)

“Leadership Capital,” Executive MBA, Hong Kong
Professor Linda Ginzel (2018)

Lecturer, Yonsei University, Seoul, Korea
“Experimental Methodology of Psychology,” Undergraduate
Professor Sanghoon Han (2012)
Guest Lecturer, Yonsei University, Seoul, Korea
“Psychology of Learning and Memory,” Undergraduate
Professor Sanghoon Han (2011)

PROFESSIONAL AFFILIATIONS
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Association for Consumer Research (ACR)

Society for Consumer Psychology (SCP)

Society for Judgment and Decision Making (SJDM)
Society for Personality and Social Psychology (SPSP)
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