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M. Tolga Akçura (“Consumer Learning and Brand Val-
uation: An Application of Over-the-Counter Drugs”) is an
Assistant Professor of Marketing at the Krannert School
of Management at Purdue University. His research inter-
ests include database marketing, consumer learning and
structural choice models, competitive retailing strategies,
and information-intensive environments. He holds a B.Sc.
and an M.A. from Bogazici University and a Ph.D. from
Carnegie Mellon University.

Greg M. Allenby (“The Shape of Advertising Response
Functions Revisited: A Model of Dynamic Probabilistic
Thresholds”), Kurtz Chair in Marketing at The Ohio State
University, specializes in the study of economic and statisti-
cal issues in marketing, focusing on Bayesian methods. He
is an area editor for Marketing Science, an associate editor of
Quantitative Marketing and Economics and the Journal of Busi-
ness and Economic Statistics, and is on the editorial board of
the Journal of Marketing Research and Marketing Letters. His
research has been published in many places, mostly rep-
utable.

Eric T. Anderson (“Long-Run Effects of Promotion Depth
on New Versus Established Customers: Three Field Stud-
ies”) is Visiting Assistant Professor of Marketing at the Kel-
logg School of Management at Northwestern University.
After receiving his Ph.D. in Management Science from MIT,
he held an appointment at the W. E. Simon Graduate School
of Business at the University of Rochester. This article is
part of a stream of research using large-scale field experi-
ments in mail-order catalogs to investigate the short- and
long-run impacts of marketing actions. Other topics inves-
tigated in this research stream include the effects of sale
signs, nine endings, stockouts, and installment billing. This
research has been reported in a series of articles published
in Marketing Science, Quantitative Marketing and Economics,
and Harvard Business Review. His children, Grace and David,
occupy most of his free time.

Frank M. Bass (“The Shape of Advertising Response
Functions Revisited: A Model of Dynamic Probabilistic
Thresholds”) is the Eugene C. McDermott University of
Texas System Professor of Management at the University
of Texas at Dallas. He is a former president of TIMS (now
INFORMS) and a former editor of the Journal of Marketing
Research. He has won many awards for his research, includ-
ing best paper awards for the Journal of Marketing Research
and for the Journal of Marketing, as well as the John D. C.
Little award for the best marketing paper in Management
Science or Marketing Science. In 1990 he was awarded the
Richard D. Irwin/American Marketing Association Distin-
guished Marketing Educator Award. The INFORMS Soci-
ety for Marketing Science awards annually the Frank M.
Bass Award for the Best Doctoral Dissertation Paper pub-
lished in Management Science or Marketing Science. Although
his research encompasses several areas in marketing, he is
probably best known for a paper on diffusion of innovations
known as “the Bass Model” published in 1969 in Manage-
ment Science 15 (January) 215–227.

Eyal Biyalogorsky (“Contingent Pricing to Reduce Price
Risks”) is Assistant Professor of Marketing at the University

of California at Davis at the Graduate School of Manage-
ment. He received his B.Sc. from Tel Aviv University and
his Ph.D. from Duke University. His research focus is on the
areas of pricing and competitive decision making.

Ruth N. Bolton (“An Empirical Analysis of Determi-
nants of Retailer Pricing Strategy”) is Professor of Market-
ing at the Owen Graduate School of Management at Van-
derbilt University. Dr. Bolton’s research investigates how
organizations’ service and pricing strategies influence cus-
tomer satisfaction and purchase behavior, as well as com-
pany revenues and profits. Dr. Bolton’s most recent work
in this area studies how organizations can grow the value
of their customer base through customer service and sup-
port, focusing on high-technology services sold to business-
to-business customers. Dr. Bolton previously held positions
at the University of Oklahoma, Harvard University, Uni-
versity of Maryland, GTE Laboratories Incorporated (now
Verizon), University of Alberta, Carnegie-Mellon University,
and the University of British Columbia. Her business expe-
rience involves a variety of consulting projects addressing
services marketing, customer satisfaction, and loyalty issues
in the telecommunications, computing, and information ser-
vices industries. She received her B.Com. with honors from
Queen’s University at Kingston and her M.Sc. and Ph.D.
from Carnegie Mellon University. She is currently Editor of
the Journal of Marketing. She also serves on the Academic
Council of the American Marketing Association and on the
Editorial Boards of the Journal of Retailing,Marketing Science,
the Journal of Marketing Research, and the Journal of Service
Research. She has published articles in these and other jour-
nals.

Jean-Pierre Dubé (“Multiple Discreteness and Produc-
tion Differentiation: Demand for Carbonated Soft Drinks”)
is an Assistant Professor of Marketing at the Graduate
School of Business at the University of Chicago. He received
his H.B.Sc. in economics from the University of Toronto and
his M.A. and Ph.D. in Economics from Northwestern Uni-
versity. His research applies the economic models of empir-
ical industrial organization to study marketing problems.
Current areas of research include retail competition, price
discrimination, competitive advertising, and Internet mar-
keting.

Peter Fader (“A Dynamic Changepoint Model for New
Product Sales Forecasting”) is the Frances and Pei-Yuan
Chia Professor of Marketing at the Wharton School of the
University of Pennsylvania. This article is the capstone of a
stream of papers that convey a number of highly effective—
and easily implementable—approaches to understanding
different aspects of trial-repeat behavior. Pete laments the
fact that this area of research has fallen outside of the main-
stream issues covered in the leading journals, despite its
centrality to practicing managers (who would certainly ben-
efit from more effective methods). He hopes that other Mar-
keting Scientists will reawaken to the joys of trial-repeat
modeling and its applications.

Fred M. Feinberg (“The Shape of Advertising Response
Functions Revisited: A Model of Dynamic Probabilistic
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Thresholds”) is Associate Professor of Marketing at the Uni-
versity of Michigan Business School, after prior engage-
ments at Duke, the University of Toronto, and MIT, where
he received his Ph.D. in 1989. His research interests include
advertising models, choice theory, ordinal data modeling,
variety-seeking, and formal models of psychological pro-
cesses. Most recently, he’s examined issues in dynamic deci-
sion making using a Bayesian approach. He is perhaps best
known—a decidedly relative concept in his case—for his
work on the optimal control properties of advertising mod-
els, and in his spare time he likes to read statistics books
and pretend he’s an authority on 19th century piano music.

Gavan J. Fitzsimons (“Reactance to Recommendations:
When Unsolicited Advice Yields Contrary Responses”) is
an Associate Professor of Marketing at the Fuqua School
of Business at the Duke University. He received his Ph.D.
and M.Phil. in Marketing from Columbia University and
his M.B.A. in Marketing and B.Sc. in Chemistry from the
University of Western Ontario. His primary research inter-
ests are in the area of consumer decision making, partic-
ularly with respect to the unintended effects of marketing
research and marketing activities on consumers. His previ-
ous work has appeared in journals such as the Journal of
Consumer Research, the Journal of Marketing Research, Orga-
nizational Behavioral and Human Decision Processes, and the
Journal of Experimental Psychology: Applied.

Mark J. Garratt (“A Choice Model for Packaged
Goods: Dealing with Discrete Quantities and Quantity Dis-
counts”)is Director of Strategic Modeling & Forecasting for
Miller Brewing Company, Milwaukee, a subsidiary of SAB-
Miller Plc. He manages several teams working on volume
forecasting, marketing mix modeling, price analysis, and
sales research. He has been working on the practical appli-
cation of advanced statistical techniques in marketing for 15
years. Before joining Miller, Mark was Vice President of Sta-
tistical Services for Conway/Milliken and Associates. Mark
has a graduate degree in mathematical statistics from the
University of Illinois, Urbana. As a practitioner, he has pub-
lished work on experimental design for conjoint and choice
models in the Journal of Marketing Research. He is an active
participant in the AMA’s annual A/R/T Forum conference,
which he chaired in 1996.

Eitan Gerstner (“Contingent Pricing to Reduce Price
Risks”) is Professor of Marketing at the University of Cali-
fornia, Davis. His recent research focused on pricing under
uncertain demand, customer acquisition, and referral mod-
els, as well as on service and satisfaction guarantees.

Füsun F. Gönül (“Consumer Learning and Brand Valu-
ation: An Application on Over-the-Counter Drugs”) is at
the Heinz School at Carnegie Mellon University and is the
founder of www.fusunconsulting.com. The work on con-
sumer learning about brand valuations of over-the-counter
drugs stems from her 10-year-old passion with the value
of pharmaceutical marketing research. She has also pub-
lished in the Journal of the American Statistical Association, the
Journal of Econometrics, the Journal of Marketing, Management
Science, and Marketing Science.

Bruce G. S. Hardie (“A Dynamic Changepoint Model
for New Product Sales Forecasting”) is an Associate Profes-
sor of Marketing at London Business School. His primary
research interest lies in the development of data-based mod-
els to support marketing analysts and decision makers. Cur-
rent projects focus on the development of stochastic models
for forecasting the sales of new products and for customer
base analysis.

Chun-Yao Huang (“A Dynamic Changepoint Model for
New Product Sales Forecasting”) is Assistant Professor at

the Department of Business Administration at Yuan Ze Uni-
versity, Taiwan. He received his Ph.D. in Marketing from
London Business School in 2002. Chun-Yao’s research inter-
ests include applied probability models for customer base
analysis, models for credit scoring, and Internet marketing
issues.

Gurumurthy Kalyanaram (“The Shape of Advertising
Response Functions Revisited: A Model of Dynamic Proba-
bilistic Thresholds”) is CEO and President of GK Associates.
His firm has consulted with AT&T, American Airlines, Dig-
ital Equipment Corporation, General Foods, International
Data Corporation, Iridium, Nortel, Oxy Chemical, Raytheon
TI Systems, Rockwell International, and others. He serves
on the board of Signion Systems. Dr. Kalyanaram received
his Ph.D. from the Sloan School at MIT in 1989 and was
formerly a member of the marketing faculty at the Uni-
versity of Texas at Dallas. He has written several influen-
tial papers on innovation management and marketing strat-
egy as related to market entry, pricing, product design, and
development.

Donald R. Lehmann (“Reactance to Recommendations:
When Unsolicited Advice Yields Contrary Responses”) is
the George E. Warren Professor of Business at Columbia
Business School at Columbia University, and the Executive
Director of the Marketing Science Institute. His research
focuses on individual and group choice and decision mak-
ing, research methodology, the adoption of innovation, and
new product development. He is particularly interested
in knowledge accumulation, empirical generalizations, and
information use. He has published more than 80 articles
and books, serves on the editorial boards of several aca-
demic journals, and is the founding editor of Marketing Let-
ters. He is a past president of the Association for Consumer
Research and a trustee and former executive director of the
Marketing Science Institute.

Yong Liu (“Is Having More Channels Really Better?
A Model of Competition Among Commercial Television
Broadcasters”) is Assistant Professor of Marketing at the
Whitman School of Management at Syracuse University. He
received his Ph.D. from the University of British Columbia.
His current research interests include models of market
competition and strategy, media markets, nonprofit market-
ing, and applied econometrics.

Birendra Mishra (“Centralized Pricing Versus Delegating
Pricing to the Salesforce Under Information Asymmetry”)
is an Assistant Professor in the School of Management at
the University of Texas at Dallas, and a visiting Assistant
Professor in the Anderson Grauate School of Management
at the University of California, Riverside. He received his
M.S. in Petroleum Engineering and Ph.D. in Accounting
from the University of Texas at Austin. He uses agency the-
ory and game theory to model and analyze business prob-
lems. He was awarded the Dean’s Excellence in Research
grant at Arizona State University. His previous research has
appeared in or is forthcoming in Management Science, the
Journal of Accounting Research, the Journal of Accounting and
Public Policy, the Journal of Management Accounting Research,
the Journal of Business Research, and American Institute of
Chemical Engineers Journal, among others.

Elina Petrova (“Consumer Learning and Brand Valua-
tion: An Application on Over-the-Counter Drugs”) is a doc-
toral candidate in Marketing at Carnegie Mellon Univer-
sity. She holds an M.S. degree in Electronic Engineering
from the Technical University-Sofia, an M.S. in Interdisci-
plinary Mathematics from the University of Warwick, and
an M.S.I.A. in Marketing from Carnegie Mellon Univer-
sity. Her brief but exciting experience outside the academic
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world involves work as a market analyst, researcher, consul-
tant, project manager, commercial representative, and com-
pany manager. She is interested in substantive marketing
problems of relevance to brand or sales managers and has
also published in the Journal of Marketing.

Ashutosh Prasad (“Centralized Pricing Versus Delegat-
ing Pricing to the Salesforce Under Information Asymme-
try”) is an Assistant Professor in the School of Management
at the University of Texas at Dallas. He holds an M.B.A.
from the India Institute of Management at Calcutta and an
M.S. in Economics and a Ph.D. in Marketing from the Uni-
versity of Texas at Austin. His research interests include
new product introduction, network effects, software mar-
keting and piracy, advertising, and salesforce issues. He
received the School of Management’s ourstanding under-
graduate teacher award in 2001. His previous research is
published or forthcoming in several journals, including the
International Journal of Research in Marketing, the Journal of
Business, the Journal of Optimization Theory and Applications,
and Marketing Letters.

Daniel S. Putler (“Is Having More Channels Really Bet-
ter? A Model of Competition Among Commercial Televi-
sion Broadcasters”) is a member of the Marketing Divi-
sion at the Sauder School of Business at the University of
British Columbia. His current research focuses on media
and entertainment markets and on geospatial marketing
problems. When not engaged in either research or teaching,
Dan spends his time staking out the best viewing locations
along the Dave Murray ski run for the Men’s and Women’s
downhill at the 2010 Vancouver-Whistler Winter Olympics.

Venkatesh “Venky” Shankar (“An Empirical Analysis of
Determinants of Retailer Pricing Strategy”) is Ralph J. Tyser
Fellow and Associate Professor of Marketing at the Robert
H. Smith School of Business at the University of Mary-
land. His areas of specialization are e-Business, Competitive
Marketing Strategy, International Marketing, Pricing, and
Retailing. He holds a Ph.D. in Marketing from the Kellogg
Graduate School of Management at Northwestern Univer-
sity. His research has been published in leading academic
journals, such as the Journal of Marketing Research, Market-
ing Science, Marketing Letters, and the Journal of Retailing.
He is a winner of the 1999 Paul Green Award for the Best
Article in the Journal of Marketing Research and winner of
the 2000 Don Lehmann Award for the Best Dissertation-
based article in an AMA journal. He is co-editor of the Jour-
nal of Interactive Marketing. He also serves on the editorial
boards of the Journal of Marketing, the International Journal of
Research in Marketing, the Journal of Retailing, and the Jour-
nal of the Academy of Marketing Science. He has extensive
consulting and executive training experience and serves on
many advisory boards. He is a member of CNN’s interna-
tional business expert panel and has made several appear-
ances on CNN, C-SPAN, Voice of America, and Great Ideas
Radio.

Thomas S. Shively (“A Choice Model for Packaged
Goods: Dealing with Discrete Quantities and Quantity Dis-
counts”) is Professor of Statistics at the University of Texas
at Austin, where he specializes in the development of statis-
tical methods and their applications. Most recently, he has
been involved in the development of nonparametric regres-
sion methods and their applications in marketing and envi-
ronmental science. Professor Shively is an associate editor
for The American Statistician. His research has been pub-
lished in Marketing Science, the Journal of Marketing Research,
the Journal of the American Statistical Association, the Journal
of the Royal Statistical Society (B), the Journal of Economet-

rics, Applied Statistics, the Journal of Time Series Analysis, and
Atmospheric Environment, and other leading journals.

Duncan Simester (“Long-Run Effects of Promotion
Depth on New Versus Established Customers: Three Field
Studies”) is Associate Professor at the Sloan School of Man-
agement at MIT. He holds undergraduate and graduate
degrees in law and commerce from the University of Auck-
land, New Zealand, and a Ph.D. from MIT and is an Asso-
ciate Editor of Management Science and an Area Editor of
Marketing Science. This article is part of a stream of research
using large-scale field experiments in mail-order catalogs
to investigate the short- and long-run impact of marketing
actions. Other topics investigated in this research stream
include the effects of sale signs, nine endings, stockouts,
and installment billing. This research has been reported
in a series of articles published in Marketing Science,
Quantitative Marketing and Economics, and Harvard Business
Review.

Demetrios Vakratsas (“The Shape of Advertising
Response Functions Revisited: A Model of Dynamic Proba-
bilistic Thresholds”) is Assistant Professor of Marketing at
the Faculty of Management, McGill University. He holds a
Ph.D. in Marketing from the University of Texas at Dallas.
His research interests include market response to advertis-
ing, consumer purchase timing, and new product introduc-
tions. His work has appeared or is forthcoming in the Jour-
nal of Marketing, Journal of Retailing, Marketing Letters, and
Journal of Applied Econometrics.

J. Miguel Villas-Boas (“Consumer Learning, Brand, Loy-
alty, and Competition”) is Professor of Business Administra-
tion at the Haas School of Business at the University of Cali-
fornia, Berkeley. He holds a Licenciatura in Economics from
Universidade Católica Portuguesa, a M.B.A. from INSEAD,
a M.Sc. in Economics from the New University of Lisbon,
and a Ph.D. in Applied Economics from the Massachusetts
Institute of Technology. His research interests include com-
petitive strategy, design of marketing organizations, cus-
tomer relationship management, customer recognition, and
product line design. His research has appeared in several
journals, including Marketing Science, Management Science,
the Journal of Economic Theory, the RAND Journal of Eco-
nomics, the Journal of Marketing Research, and the Journal of
Economics and Management Strategy. He is on the Regular
Editorial Board ofMarketing Science and the Editorial Boards
of the Journal of Marketing Research and the International Jour-
nal of Marketing Research.

Charles B. Weinberg (“Is Having More Channels Really
Better? A Model of Competition Among Commercial Tele-
vision Broadcasters”) is President of SME Vancouver Pro-
fessor of Marketing at the Sauder School of Business at
the University of British Columbia. His research interests
focus on competitive dynamics in the arts and entertain-
ment industry, services, and nonprofit management and
marketing. With this article, Chuck has now published in
the two page sizes, the three decades, and the five colors of
Marketing Science’s history.

Sha Yang (“A Choice Model for Packaged Goods: Deal-
ing with Discrete Quantities and Quantity Discounts”) is an
Assistant Professor of Marketing at the Stern School of Busi-
ness at New York University. She received her Ph.D. from
the Ohio State University. Her research interests include
consumer heterogeneity, market segmentation, consumer
choice and related psychological aspects, and Bayesian
models. Her papers have appeared in Marketing Science,
Marketing Letters, and the International Journal of Forecasting.
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