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Bahauddin Zakariya University, Multan, Pakistan.   

 
 
WORK   EXPERIENCE:   
 
 

March 2006 

to date 

 

 

Institute of Management Sciences, Bahauddin Zakariya University,  

Multan, Pakistan. 

Assistant Professor in Business Administration 

 

Teaching interests include: Integrated Marketing Communications,  

Business Research Methods, Brand Management, Marketing Management. 

  

  

September 2003 –  

February 2006 

Bank Alfalah Limited, Multan, Pakistan 

Credit Officer  

(For marketing banking products, such as, Home Finance, SME Business 

Loans and Liabilities. 

 

May 2003 –  

August 2003 

 

 

Bank Alfalah Limited, Karachi, Pakistan 

Trainee 

4-months extensive (class room & on-job) training at Bank Alfalah, Head 

Office, Karachi, regarding Customer Services, Time Management and 

Banking Operations. 

 

May 2001 –  

July 2001 

 

Packages Limited, Lahore, Pakistan 

Internee 

6-weeks internship in ‘Industrial Sales Department’. 

 

 
 
EDUCATION:   
 

September 2011  

to June 2016 

 

Middlesex University Business School, Hendon Campus, London,  

United Kingdom 

PhD (Marketing)   
My interest areas for research include: Corporate Reputation, Business-to-

Customer relationships, Research Methods, Branding, and Advertisement.   

  

September 2010 -   

September 2011 

Middlesex University Business School, Hendon Campus, London,  

United Kingdom 

M.Sc. (Research Methods in Business & Management)  

Passed with distinction.  
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December 2000 –  

December 2002 

 

 

Institute of Management Sciences, Bahauddin Zakariya University,  

Multan, Pakistan. 

Master in Business Administration 

With bi-major (Marketing & Finance), securing 79% marks. 

 

December 1998 –  

December 2000 

 

 

Institute of Management Sciences, Bahauddin Zakariya University,  

Multan, Pakistan. 

Bachelor in Business Administration 

With bi-major (Marketing & Finance), securing 74% marks. 

 

 
PUBLISHED RESEARCH PAPERS 
 

AWARD-WINNING RESEARCH PAPER 

 
Ali, R., Lynch, R., Melewar, T. C., & Jin, Z. (2015). The moderating influences on the relationship of 

corporate reputation with its antecedents and consequences: A meta-analytic review. Journal of Business 

Research, 68(5), 1105-1117. doi:10.1016/j.jbusres.2014.10.013. (AJG Rating 2015 by ABS: 3)  

(Higher Education Commission of Pakistan’s Best Research Paper Award Winner)  
 

OTHER PUBLISHED RESEARCH PAPERS 

Abbas, M., & Ali, R. (2021). Transformational versus transactional leadership styles and project success: 

A meta-analytic review. European Management Journal. https://doi.org/10.1016/j.emj.2021.10.011. 

(https://www.sciencedirect.com/science/article/pii/S0263237321001547) 

 

Saeed, M. R., Burki, U., Ali, R., Dahlstrom, R., & Zameer, H. (2021). The antecedents and consequences 

of brand personality: a systematic review. EuroMed Journal of Business. 1450-2194. DOI 

10.1108/EMJB-12-2020-0136 

 

Sarwat, N., Ali, R., & Khan, T. I. (2021). Challenging, hindering job demands and psychological well-

being: The mediating role of stress-related presenteeism. Research Journal of Social Sciences and 

Economics Review, 2(1), 135-143. 

 

Sarwat, N., Ali, R., & Khan, T. I. (2021). Cognitive job demands, presenteeism and procrastination: The 

moderating role of psychological capital. Sir Syed Journal of Education & Social Research, 4(1), 193-

203. 

 

Qureshi, J. A., Sarwat, N., Ali, R., & Afridi, T. (2020). Ostracism and work attitudes: The moderating 

effects of emotional intelligence. Pakistan Journal of Social Sciences (PJSS), 40(2), 961-971.  

 

Aziz, N., Naseer, S., Ali, R., & Kanwal, M. (2019). The impact of emotional labor strategies on employee 

behaviors: A conservation of resources perspective. Pakistan Journal of Social Sciences (PJSS), 39(3), 

1021-1035.  

 

Ali, R., Jin, Z., Wu, K., & Melewar, T. C. (2017). How does reputation win trust? A customer-based 

mediation analysis. International Studies of Management & Organization, 47(3), 220-239. (AJG Rating 

2015 by ABS: 2) 

 

http://dx.doi.org/10.1016/j.jbusres.2014.10.013
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Ali, A., Ali, R., Kumar, D., Hafeez, M. H., & Ghufran, B. (2012). Gender role portrayal in television 

advertisement: Evidence from Pakistan. Information Management and Business Review, 4(6), 340-351. 

 

Awan, H. M., Bhatti, M. I., Ali, R., & Qureshi, A. (2010). How growth opportunities are related to 

corporate leverage decisions? Investment Management and Financial Innovations, 7(1), 90-97. 

 

COLLOQUIA AND CONFERENCES  
PAPERS PRESENTED  

 

Fatima, N., Ali, R., & Hafeez, M. H. (2019). Customer engagement through social media: A qualitative 

study of business women. 2
nd

 International Interdisciplinary Conference on Gender, Work and Society, 

April 2019, (LUMS) Lahore, Pakistan.   

Kanwal, M., Ali, R. (2019). Gender differences and similarities in consumers’ online shopping behavior: 

A systemataic review of literature. 2
nd

 International Interdisciplinary Conference on Gender, Work and 

Society, April 2019, (LUMS) Lahore, Pakistan.   

Ali, R., Jin, Z., & Zahid, F. (2017). Relationship between corporate social performance and corporate 

reputation - A meta-analytic review of boundary conditions. 3
rd

  International Colloquium on Corporate 

Branding, Identity, Image and Reputation (COBIIR), September 2017, London, UK. 

Lynch, R., Jin, Z., & Ali, R. (2016). Factors influencing the relationship between dynamic capabilities 

and business performance: A meta-analytical study. Strategic Management Society (SMS) 36
th
 Annual 

Conference, September 2016, Berlin, Germany. 

Lynch, R., Jin, Z., & Ali, R. (2016). Developmental paper: A meta-analysis of dynamic capabilities in 

relation to business performance. Annual British Academy of Management (BAM) Conference, September 

2016, Newcastle, UK. 

Ali, R., Jin, Z., Wu, K., & Melewar, T. C. (2015). Customer-based corporate reputation, perceived risks 

and intentional loyalty: Examining the differences between MNEs and local firms. 20
th
 International 

Conference on Corporate and Marketing Communications (CMC), April 2015, Izmir, Turkey. 

Ali, R., Jin, Z., Wu, K., & Melewar, T. C. (2014). Bringing the affect into customer-based corporate 

reputation: The case of Pakistan. Academy of Marketing (AM) Conference, July 2014, Bournemouth, UK. 

Ali, R., Wu, K., Melewar, T. C., & Jin, Z. (2014). Disentangling the effects of customer-based corporate 

reputation in relationship marketing, (Poster presentation). European Marketing Academy (EMAC) 

Conference, June 2014, Valencia, Spain. 

Ali, R., Wu, K., Jin, Z., & Melewar, T. C. (2014). How does reputation win trust? - A customer-based 

mediation analysis. 19
th
 International Conference on Corporate and Marketing Communications (CMC), 

April 2014, Milan, Italy. 

Ali, R. (2013).  The role of cognitive and affective reputation in relationship marketing. Academy of 

Marketing (AM) Doctoral Colloquium, July 2013, Cardiff, UK.  

Ali, R., Lynch, R., & Jin, Z. (2012). The antecedents and consequences of corporate reputation: A meta-

analysis. 2
nd

 International Colloquium on Corporate Branding, Identity, Image and Reputation (COBIIR), 

September 2012, London, UK. 

 

LINK TO PROFILE ON GOOGLE SCHOLAR: 
https://scholar.google.com/citations?user=fa2qhZgAAAAJ&hl=en 
 

https://scholar.google.com/citations?user=fa2qhZgAAAAJ&hl=en

