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Education 

 

Ph.D.      University of Pittsburgh, Marketing  2025 

M.Mgmt.       IIT Bombay, General Management 2016     

B.Tech.   NIT Raipur, Mining Engineering 2014 

 

Research Interest 

 

Substantive Social Media Influencers, Toxicity, User Engagement, Live streams 

 

Methodological  Econometrics, Machine learning, Content Analysis, Image analysis 

 

 

Teaching Interest 

 

Artificial intelligence, Social and digital media marketing, Marketing research, Marketing 

analytics, Marketing fundamentals, Sales 

 

Publications, Working Papers and Work in Progress 

 

Soni, Aman, Christian Hughes and Vanitha Swaminathan, “Dimensions of Influencer-Brand 

Congruence as Drivers of Brand Engagement”, Status: Reject and Resubmit at Journal of 

Marketing Research. Working on resubmission. 

 

Soni, Aman, Mina Ameri and J Jeffrey Inman “What is the Effect of Toxicity on User 

Engagement? and how can Platforms Intervene Effectively?”, Status: Manuscript in preparation. 

 

Soni, Aman, Christian Hughes and Vanitha Swaminathan, “How Linguistic Features Impact 

Engagement in Sponsored Social Media Posts?”, Status: Manuscript in preparation. 

 

 



Conferences and Invited Presentations 

 

“How Linguistic Features Impact Engagement in Sponsored Social Media Posts?” 

AMA Winter Academic Conference, University of Arizona, USA 2025 

 

“Similar or Different: Does Influencer- Brand Similarity Drive Engagement?” 

45th ISMS Marketing Science Conference, University of Miami, USA 2023 

 

“Smart Customers in the Digital Age: Exploring the Impact and Need for Ad Disclosure 

Regulations for Social Media Influencers” 

8th AIM AMA Sheth Foundation Conference, BIMTECH, India 2020 

13th NASMEI Winter Conference, Great Lakes Institute of Management, India 2019 

NASMEI Summer Conference, IIM Indore, India 2019 

 

“Textual Analysis in Marketing: Review and Research Agenda” 

12th NASMEI Winter Conference, Great Lakes Institute of Management, India 2018 

 

 

Honors, Awards, Research Grants and Scholarships 

 

AMA-Sheth Doctoral Consortium Fellow University of Manchester 2024-25 

Marketing Strategy Doctoral Consortium Fellow University of Georgia 2023-24 

Sheth PhD Fellowship University of Pittsburgh 2022-23 

ISMS Doctoral Consortium Fellow University of Chicago 2022-23 

ELG Fellowship University of Pittsburgh 2020-25 

Sheth Scholar Fellowship University of Pittsburgh 2020-21 

The Dean Assad Excellence in Marketing Research 

and Education Award 

University of Pittsburgh 2020-21 

Campus winner – Deloitte Maverick IV IIT Bombay 2015-16 

Winner – ‘I am legend’ managerial event  IIM Raipur 2015-16 

Winner – ‘Synergy’ sustainability event SIIB Pune 2015-16 

Winner – ‘1000 Faces’ managerial event SIIB Pune 2015-16 

Winner – ‘Prastaav’ agri-business event SIIB Pune 2015-16 

Runner up – ‘Arjuna’ managerial event SIMS Pune 2015-16 

Winner – ‘Kriegspiel’ supply chain beer game  SIOM, Nashik 2014-15 

2nd Runner up – ‘Greed for glory’ simulation game SIOM, Nashik 2014-15 

CSS Scholarship CBSE 2010-14 

 

 

Teaching 

 



Instructor University of Pittsburgh 2020-25 

• Marketing Fundamentals (Undergraduate), Fall 2023 Average Rating – 4.01 

• Marketing Fundamentals (Undergraduate), Fall 2022 Average Rating – 3.56 

Teaching Assistant University of Pittsburgh 2020-25 

• Introduction to Marketing (Undergraduate), taught by Kiersten Maryott (2021) 

• Digital and Social Media Marketing (Undergraduate), taught by Yue Wu (2024) 

 

Industry/Research Experience 

 

Research Associate (Marketing) IIM Udaipur, India 2018-20 

Enterprise Account Manager Hewlett Packard Inc., Gurugram, India 2016-18 

 

 Graduate Coursework 

 

University of Pittsburgh 

 

Marketing Strategy Seminar Vanitha Swaminathan 

Marketing Models Seminar R Venkatesh 

Research Methods Seminar Jeff Inman 

Consumer Behavior Seminar Peggy Liu 

Seminar in Experimental and Behavioral Economics Alistair Wilson 

Hierarchical Linear Modelling Xu Qin 

Applied Regression Analysis Xu Qin 

Machine Learning Joseph Yurko 

Text as Data Michael Colaresi 

Experimental Design Phillip Grosse 

Measurement in Social Science Max Goplerud 

 

 

Carnegie Mellon University 

 

Phd Econometrics I Edson Severnini 

Econometric Theory and Methods Akshaya Jha 

Analytical and Structural Models Kannan Srinivasan 

Causality and Machine Learning Kun Zhang 

 

Computational Skills 

 

R, Python and Stata 
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 Selected Abstracts 

 

“Dimensions of Influencer-Brand Congruence as Drivers of Brand Engagement.” - with 

Christian Hughes and Vanitha Swaminathan. 

 

This study investigates how brands can maximize engagement when designing influencer 

marketing campaigns, based on the fit, or congruence, between the influencers and the brand. 

Moreover, marketing literature is divided on the dominant theory, as both the match-up 

hypothesis and schema congruity theory predict different directionality for the relationship 

between influencer–brand congruence and engagement. Using content analysis on a large data 

set of sponsored influencer and brand posts, the authors develop three dimensions to evaluate 

influencer–brand congruence: linguistic style, expertise, and personality. The findings reveal a 

nonlinear impact between different facets of influencer–brand congruence on engagement rate, 

suggesting that high influencer–brand congruence is not always optimal. Theoretically, this 

study helps clarify the underlying theory for explaining the effect of congruence on engagement. 

Moreover, it explores influencer–brand congruence as a multidimensional construct for the first 

time in marketing literature. This research has implications for managers wanting to optimize 

influencer–brand partnerships to increase efficacy and to create a more strategic, theoretically 

founded method for generating engagement on sponsored posts. 

 

“What is the Effect of Toxicity on User Engagement? and how can Platforms Intervene 

Effectively?” – with Mina Ameri and J Jeffrey Inman 

 



Toxicity is an umbrella term for behaviors that may negatively impact the mental and social well-

being of platform members and has become a frequently observed behavior in online platforms. 

While extreme toxicity is believed to negatively impact engagement, there is not enough 

empirical evidence on the nature and extent of this negative effect. This paper investigates how 

different types of toxicity in live streams (user toxicity and streamer toxicity) affect the donation 

behavior of viewers. We collect data for viewer and streamer chat for more than 2800 YouTube 

gaming livestreams and measure the toxicity score using Google’s Perspective API. We also 

collect data on viewer’s engagement with the livestream in form of donation. We observe the 

relationships between toxicity and donations to be curvilinear: a U-shaped relationship between 

chat toxicity and donation variables and an inverted-U shaped relationship between streamer 

toxicity and donation variables. Streamers often use non-toxic language in their streams and 

moderate levels of toxicity are perceived to be authentic which leads to higher donations. 

Toxicity in chats shows higher number of donations because only people who enjoy toxicity 

remain in the livestream and they tend to donate more. Our research contributes to limited 

literature on toxicity and helps in understanding how engagement is affected by toxicity on 

online platforms. Our findings help streamers in choosing their toxicity control strategies to avoid 

reduction in user engagement and donations. This research also has implications for managers 

and can help them in effectively designing platform interventions to control toxicity.  

 

“How Linguistic Features Impact Engagement in Sponsored Social Media Posts?”- with 

Christian Hughes and Vanitha Swaminathan. 

 

Both social media influencers and brands want to achieve higher engagement on sponsored 

social media posts. While there is a lot of research on the impact of valence, emotions and 

arousal on engagement, the research on how linguistic features affect engagement is quite 

limited. Moreover, no study looks at how this effect varies for different brands across different 

brand categories. Using Brand Asset Valuator’s dimension of strength and stature we study the 

impact of linguistic features (analytical thinking, authentic language, clout, and emotional tone) 

on engagement across 5 different brand categories in over 480,000 sponsored social media 

posts. We observe that impact of different linguistic features varies across different brand 

categories for different dimensions of BAV and there is no one remedy for all. Our research 

contributes to the limited literature focusing on the impact of linguistic features on engagement. 

Moreover, our research will help brands and influencers in designing their content strategy 

inclined to get more attention and engagement from the customers. 


