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Name: Kai Christian Haverila
Address: 117-10150 Boulevard Saint-Laurent, Montreal, H3L 2N8, QC, Canada
Telephone Number: +1-438-820-1325
Email Address: kai.haverila@concordia.ca 
Faculty Profile: Concordia.ca/John Molson School of Business/Kai Haverila
Education
2017- 2023: Doctor of Philosophy in Business Administration (Marketing), Concordia University, Canada.
2015: Master of Business Administration, Thompson Rivers University, Canada.
2014: Marketing BA (Hons), University of Liverpool, U.K. 
2011: International Baccalaureate Bilingual Diploma, Dubai American Academy, U.A.E.
Employment
September 2020 - December 2020, September 2021-Present: Lecturer at John Molson School of Business at Concordia University.
January 2019 - June 2019: Research Assistant at Concordia University.
September 2018 - Present: Graduate Student Research Assistant at Thompson Rivers University in SSHRC research project.
April 2016 - August 2016: Research Assistant at Thompson Rivers University.
Research Contributions
Brand Communities & Online Behaviors
Novel online technologies and social media platforms are emerging and evolving quickly, which means that online consumer behaviour will also go through rapid changes. These developments in the online sphere are creating many emerging opportunities for businesses to communicate and interact with their consumers innovatively. This novel two-way interaction between consumers and businesses is exemplified in brand communities, which are meant to create fruitful relationships where businesses engage consumers in meaningful ways that meet their increasingly multifaceted needs. This research examines the key variables, relationships and motives that explain why individuals join, communicate, and interact in brand communities.
Trolling Behaviors
When new methods of constant online interaction and communication are introduced, this not only increases the likelihood of positive interactions but also increases the likelihood of negative behaviours such as trolling. Trolling is a relational, contextual, and increasingly pervasive behaviour in online social settings like social media. These disruptive behaviours can have a long-lasting impact on consumers and businesses, demonstrating how crucial it is to understand trolling better. This research will focus on better understanding the construct of trolling by developing a trolling scale and examining how trolling has emerged and what impacts it can have on relevant stakeholders such as consumers, businesses, and society.
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Teaching Contributions
Overview of Teaching Philosophy
I believe in the reciprocal, collaborative, and active nature of learning where the students and the teacher are co-creators and co-designers of a complete learning experience. The goals of my teaching revolve around the students adopting a holistic and long-term approach when learning key theories and fundamental skills such as critical and divergent thinking, collaboration, problem-solving and developing a multidisciplinary mindset. These skills will be fostered in an inclusive learning environment that will include collaborative and practical activities such as discussions and workshops that will encourage participation from a wide range of students with diverse learning styles and perspectives. Overall, I want the students to engage in holistic learning that will extend beyond the courses and classroom. I strive for teaching and learning to be a shared experience between myself and the students, where we are both learning to make a difference.
Courses Taught
2020-24: Introduction to Marketing (MARK201), John Molson School of Business at Concordia University
Courses Interested in Teaching
Introduction to Marketing, Consumer Behavior, Integrated Marketing Communications, International Marketing, Business Ethics, Services Marketing, Relationship Marketing, Online/Digital Marketing, e-Marketing, Social Media Marketing, Marketing Research, Marketing Management, and Current Issues in Marketing.
Research Interests
Marketing: Social Media Marketing, Customer Satisfaction and Loyalty, Brand Communities, Online Behaviors, Trolling Behaviors, Services Marketing, and Consumer Behavior.
Skills
IT: Proficient with Macintosh OS, SPSS, AMOS, Microsoft Windows, Word, Excel, and PowerPoint. Experience with SmartPLS, Zoom, JMP, Adobe Dreamweaver, Adobe Photoshop, and Illustrator.
Research: Proficient in writing and editing journal articles, researching journals and databases, quantitative data analysis, and developing and editing questionnaires.
Language: Fluent in English and Finnish.
Honours and Awards
2022: Best Paper Award: Haverila, M., Haverila, K., & Caitlin McLaughlin, C. (2022): Importance-Performance analysis in the context of higher education. Administrative Sciences Association of Canada (ASAC).
2021: Honorable Mention Award for Marketing at the 2021 ASAC conference.
2020: Concordia Accelerator Award at Concordia University.
2017-19: Concordia Merit Scholarship JMSB at Concordia University.
2017-19: Concordia University International Tuition Award of Excellence.
2016: Received Top Graduating Student award at Thompson Rivers University as an MBA.
2015: Graduated top of the class and achieved a 4.22 GPA in the MBA program at Thompson Rivers University.
2012-14: Received a 2:1 classification from the undergraduate program at the University of Liverpool. 
2009-11: Achieved 37 points in the International Baccalaureate program at Dubai American Academy.
Extracurricular Activities, Certificates and Memberships
Enjoy physical activities such as running, hiking, cycling, swimming, tennis, skiing, and floor hockey.
Other activities include cooking, baking, fishing, photography, and video games.
2020-Present: Became a member of Administrative Sciences Association of Canada (ASAC).
2020: Became a member of the American Academy of Advertising (AAA).
2020: Completed Graduate Seminar in University Teaching, Centre for Teaching and Learning, Concordia University.
2014-Present: Became a member of the Academy of Marketing Studies.
Volunteer Work
2017: Provided tutoring sessions for an MBA student’s marketing course.
2016: Volunteered at 5th Annual Interior Savings Daybreak Rotary Ribfest.
2008-13: Participated in charity runs, e.g., Liverpool Santa Dash and Dubai Terry Fox Run.
2009-11: Volunteered in several fundraising events (disaster relief, poverty alleviation and emergency funds) for the American University of Sharjah Women’s Association.
2010: Volunteered at the first International Conference on Mathematics and Statistics held at the American University of Sharjah.
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