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H. Henry Cao (“Product Strategy for Innovators in Mar-
kets with Network Effects”) is an assistant professor at
University of North Carolina at Chapel Hill. He holds a
Ph.D. from University of California at Los Angeles and a
Ph.D. from Yale University. His research interest is in the
capital markets, and his research has appeared in several
journals, including the Journal of Business, the Journal of
Finance, and Review of Financial Studies.

Preyas Desai (“Let Me Talk to My Manager: Haggling in
a Competitive Environment”) is Associate Professor of Busi-
ness Administration at the Fuqua School of Business, Duke
University. He received his Ph.D. from Carnegie Mellon
University. His research interests include marketing chan-
nels, signaling issues, and marketing of durable products.
His recent papers have appeared in Marketing Science and
Management Science.

Ralf Elsner (“Optimizing Rhenania’s Direct Marketing
Business Through Dynamic Multilevel Modeling (DMLM)
in a Multicatalog-Brand Environment”) is Vice President
of Rhenania Buchversand and Director of Marketing. He
received his Ph.D. from WHU, Otto Beisheim Graduate
School of Management, in Vallendar near Koblenz,
Germany. His research focuses on direct and database mar-
keting optimization. His first paper has appeared in Infer-
faces. Because of successful implementation of his work in
practical operations, he was selected as a finalist of the
Franz Edelman Award 2002 and winner of the ISMS Prac-
tice Prize 2003. He also won the German Alfred Gerardi
Dissertation Award 2002 for his thesis.

Joseph A. Foster (“Predicting Sales Takeoff for
Whirlpool’s New Personal Valet”) is Marketing Director of
the $1-billion Brand Fabric Care at Whirlpool Corporation,
where he has worked for the last twenty-three years. He
has had twenty years of combined sales, marketing, and
trade marketing experience in the highly competitive and
rapidly evolving major appliance industry, with thirteen
years in North America and four years in Europe. He has
vast experience in developing and executing strategies for
brand building, marketing management, sales & channel
management, and product categories.

Xianjun Geng (“Implications of Reduced Search Cost
and Free Riding in E-Commerce”) is an Assistant Professor
in Information Systems at the University of Washington. He
received his Ph.D. from the University of Texas at Austin.
He holds a B.E. in Automatic Control, a B.A. in Enterprises
Management, and an M.E. in Pattern Recognition and Intel-
ligent System from Tsinghua University, China. His current
research focuses on new pricing strategies and new mar-
ket institutions enabled by the Internet, and their impact on
electronic commerce.

Peter N. Golder (“Predicting Sales Takeoff for
Whirlpool’s New Personal Valet” and “Growing, Growing,
Gone: Cascades, Diffusion, and Turning Points in the
Product Life Cycle”) holds a Ph.D. from the University
of Southern California and is Associate Professor of Mar-
keting at New York University’s Stern School of Business.
His research focuses on the market response to really new
products, market pioneering, long-term leadership, and
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branding. Golder’s papers have been published in Mar-
keting Science, Management Science, the Journal of Marketing
Research, and several other journals. His research has won
several awards, including the AMA-Berry Book Prize and
the William F. O’Dell and Frank M. Bass best-paper awards.
In 2003, he received AMA'’s first ever Award for Early
Career Contributions to Marketing Strategy, based on his
first 10 years of research. Also, last year he was a finalist in
the inaugural Marketing Science Conference Practice Prize
competition. He serves on the Editorial Review Board of
the Journal of Marketing.

Arnd Huchzermeier (“Optimizing Rhenania’s Direct
Marketing Business Through Dynamic Multilevel Model-
ing (DMLM) in a Multicatalog-Brand Environment”) is
Professor of Operations Management at the Otto Beisheim
Graduate School of Management of WHU in Germany.
Formerly, he received his Ph.D. from the Wharton School
of the University of Pennsylvania and taught at the
Graduate School of Business of the University of Chicago.
His research interest focuses on coordination approaches
between retailers and manufacturers with focus on promo-
tion planning and direct marketing; the use of real options
for global supply chain management, R&D project evalu-
ation, and capacity planning; and models of management
quality for industrial excellence. His research has been pub-
lished in ECR Journal: International Commerce Review, the
European Journal of Operational Research, Interfaces, Manage-
ment Science, Manufacturing & Service Operations Manage-
ment, Operations Research, and OR Spectrum. His research on
the Euro introduction was featured on the front pages of
Financial Times and The Wall Street Journal Europe. In 2002, he
received the Franz Edelman Finalist Award of INFORMS. In
2003, he won both the ISMS Practice Prize from the Market-
ing Science Institute and the Management Science Strategic
Innovation Prize from the European Association of Opera-
tional Research Societies. His outside interests are currently
preoccupied by his 3-year-old daughter Alexandra.

Manfred Krafft (“Optimizing Rhenania’s Direct Mar-
keting Business Through Dynamic Multilevel Modeling
(DMLM) in a Multicatalog-Brand Environment”) holds the
Chair of Marketing at the University of Miinster, Germany.
He is also Director of the Center for Interactive Marketing
and Media Management (CIM). Prior to being appointed
at the University of Miinster, he worked four years as the
Otto Beisheim Endowed Chair of Marketing at WHU, Otto
Beisheim Graduate School of Management, in Vallendar
near Koblenz, Germany. Manfred received his Ph.D. from
the University of Kiel. His primary research interests
include customer relationship management, direct market-
ing, e-commerce, and sales management. With a paper on
the optimization of direct marketing, he won the INFORMS
Society for Marketing Science’s Practice Prize in 2003 and
was a finalist in the Franz Edelman Award competition
in 2002. Manfred’s recent papers have appeared in such
journals as Interfaces, the International Journal of Research in
Marketing, the Journal of Marketing, the Journal of Market-
ing Research and now, for the first time, in Marketing Sci-
ence. Currently, he is editing a book on recent trends in
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retailing that is coauthored by more than 20 leading schol-
ars in the field. Manfred has also published books on sales
management and customer retention and serves on several
editorial boards. In his spare time, he enjoys cycling, lit-
erature, and classical music, and he is very proud of his
family.

Gary L. Lilien (“The Inaugural ISMS Practice Prize Com-
petition”) is Distinguished Research Professor of Manage-
ment Science in The Smeal College of Business Admin-
istration at Pennsylvania State University and is also co-
founder and Research Director of the Institute for the Study
of Business Markets (www.isbm.org). He is the author or
co-author of twelve books (including Marketing Models with
Phil Kotler and Marketing Engineering with Arvind Ran-
gaswamy) and over 90 professional articles. He was Depart-
mental Editor for marketing for the journal Management Sci-
ence; is on the editorial board of the International Journal
for Research in Marketing; is functional Editor for Marketing
and former Editor in Chief for Interfaces; and is Area Edi-
tor at Marketing Science. He is the former President, as well
as Vice President/Publications, for The Institute of Manage-
ment Sciences. He is U.S. Coordinator for, and a Fellow of,
the European Marketing Academy and serves on the board
of directors of the INFORMS Society for Marketing Science.
He is an INFORMS Fellow and was honored as Morse Lec-
turer for INFORMS, and he received the George E. Kimball
Medal for distinguished contributions to the field of oper-
ations research. He has received honorary doctorates from
the University of Liege, the University of Ghent, and Aston
University.

Pam Morrison (“Implementing a Prelaunch Diffusion
Model: Measurement and Management Challenges of the
Telstra Switching Study”) is Associate Professor in Mar-
keting at the University of New South Wales in Sydney.
She completed her Ph.D. at the Australian Graduate School
of Management after completing an undergraduate degree
in economics at the University of Queensland, a graduate
degree in commerce at the University of New South Wales,
and ten years of senior business experience in government.
Her research has been published in Management Science,
Research Policy, the Journal of Business Research, and the Aus-
tralasian Marketing Journal. Pam has won the ART Forum
Best Paper Award and was a finalist in the Inaugural Mar-
keting Science Practice Prize. Her research interests include
the diffusion and adoption of innovations, new product
development issues, marketing strategy, and branding.

Charlie Nelson (“Implementing a Prelaunch Diffusion
Model: Measurement and Management Challenges of the
Telstra Switching Study”) is a forecasting and market mod-
eling consultant. He has worked in this field for 30 years
and established foreseechange pty ltd in 2000. He has a B.Sc.
degree majoring in mathematical statistics. His research
interests include translating insights from market research
into better specification of forecasting models.

Devavrat Purohit (“Let Me Talk to My Manager: Hag-
gling in a Competitive Environment”) is Professor of Busi-
ness Administration at the Fuqua School of Business, Duke
University. He received his Ph.D. from the Graduate School
of Industrial Administration at Carnegie Mellon University.
His research interests are in marketing strategies, especially
how they relate to durable goods. His papers on these topics
have appeared in a variety of journals, including Market-
ing Science, Management Science, and the Journal of Consumer
Research.

Gautam Ray (“Implications of Reduced Search Cost and
Free Riding in E-Commerce”) is an Assistant Professor

in Information Systems in the McCombs School of Busi-
ness at the University of Texas at Austin. He received his
Ph.D. from Ohio State University. His research interests are
in the area of impact of information technology on firms
and markets, specifically about how firms make choices to
take advantage of opportunities provided by information
technology.

John H. Roberts (“Implementing a Prelaunch Diffusion
Model: Measurement and Management Challenges of the
Telstra Switching Study”) holds a joint appointment as
Professor of Marketing at the Australian Graduate School
of Management in Sydney and the London Business School.
He completed his M.Sc. and Ph.D. at M.I.T. after a Master
of Commerce and honours Arts degree at the University of
Melbourne and twelve years of senior marketing experience
in industry and government. John has won the American
Marketing Association’s John A. Howard Award, William
O’Dell Award, and ART Forum Best Paper Award. He
has been Runner Up in the John D.C. Little Award twice
and was a finalist for the Inaugural ISMS Practice Prize.
He sits on the Editorial Boards of Marketing Science, the
Journal of Marketing Research, the Journal of Forecasting, the
International Journal of Research in Marketing, Quantitative
Abstracts in Marketing, the Review of Marketing Science, and
the Australasian Journal of Marketing. He is also an Academic
Trustee of the Marketing Science Institute. John’s research
interests include marketing strategy, branding and new
products/services, and models of consumer behaviour.

P. B. (Seethu) Seetharaman (“The Additive Risk Model
for Purchase Timing” and “Modeling Multiple Sources of
State Dependence in Random Utility Models: A Distributed
Lag Approach”) is Assistant Professor of Marketing at the
John M. Olin School of Business at Washington University,
St. Louis. He holds a B.Tech in Chemical Eng. from IIT-
Madras, an M.S in Chemical Eng. from the University of
Utah, and a Ph.D in Management from Cornell University.
His previous work has appeared in the Journal of Market-
ing Research, Marketing Science, the International Journal of
Research in Marketing, the Journal of Business and Economic
Statistics, Advances in Econometrics, and Marketing Letters.
While his research, thus far, has dealt with the applica-
tion of econometric models to scanner panel data, it is now
branching out into new substantive areas such as customer
databases, pharmaceutical drugs, competitive movie diffu-
sion, online auctions, etc.

Baohong Sun (“Product Strategy for Innovators in Mar-
kets with Network Effects”) is an associate professor of mar-
keting at the Tepper Graduate School of Business, Carnegie
Mellon University. She holds a Ph.D. from University of
Southern California. Her research interests include model-
ing rational consumer decisions using structural models,
studying consumption and its impact on long-term promo-
tion effect, evaluating promotion effectiveness on consumer
choice behavior, cross-selling of products with natural order,
and new product forecasting. Her research has appeared in
several journals, including the Journal of Marketing Research,
the Journal of Econometrics, and the Journal of Business and
Economic Statistics.

Gerard J. Tellis (“Predicting Sales Takeoff for Whirlpool’s
New Personal Valet” and “Growing, Growing, Gone: Cas-
cades, Diffusion, and Turning Points in the Product Life
Cycle”) is the Neely Chair in American Enterprise and Direc-
tor of the Center for Global Innovation at the Marshall
School of Business, University of Southern California. He
has been Visiting Chair of Innovation at the Judge Insti-
tute, Cambridge University, UK and a Distinguished Visitor,
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Erasmus University, Rotterdam, The Netherlands. Tellis spe-
cializes in technological innovation, new product growth,
advertising, and pricing. He has published over 50 books
and articles in leading scholarly journals and has won many
prestigious awards, including the Bass, Odell, Maynard
(twice), and AMA /Berry awards. He has been on the edi-
torial review boards of the Journal of Marketing Research, the
Journal of Marketing, and Marketing Science for several years.
In his spare time he coaches soccer and tends his orchard.
Andrew B. Whinston (“Implications of Reduced Search
Cost and Free Riding in E-Commerce”) is the Hugh Roy
Cullen Centennial Chair Professor in Information Systems
in the McCombs School of Business at the University
of Texas at Austin. He is Professor in the Departments
of Economics and Computer Science as well and is
a Fellow of the IC2 Institute, Austin, and the Direc-
tor of the Center for Research in Electronic Commerce,
for several years a pioneering research facility in Elec-
tronic Commerce. He received his Ph.D. in management
from Carnegie Mellon University. His current research
spans various realms of Electronic Commerce, its impact
on business protocols and processes, on organizational
structure and corporate networks, electronic publishing,
electronic education, complementarity of convergent com-
putational paradigms, and business value of IT. He is
the coauthor of several books in Electronic Commerce,
prominent among them being Frontiers of Electronic Com-
merce, The Economics of Electronic Commerce, and Electronic
Commerce—A Manager’s Guide. He has also published more

than 250 papers in leading academic journals in economics,
business, and computer science.

Dazhong Wu (“Implications of Reduced Search Cost and
Free Riding in E-Commerce”) is a doctoral candidate in
Information Systems in the McCombs School of Business at
the University of Texas at Austin. He holds a B.E. in Preci-
sion Instruments from Tsinghua University and an M.S. in
Management Science from Peking (Beijing) University. His
research interests include studying information service and
pricing strategies, consumer search, and channel coordina-
tion in electronic markets.

Jinhong Xie (“Product Strategy for Innovators in Markets
with Network Effects”) is Associate Professor of Market-
ing at the Warrington College of Business Administra-
tion, University of Florida. She previously taught at the
William E. Simon Graduate School of Business Administra-
tion, University of Rochester. She holds a Ph.D. in Engi-
neering and Public Policy from Carnegie Mellon University,
an M.S. in Optimal Control from the Second Academy of
the Ministry of Astronautics (Beijing), and a B.S. in Elec-
trical Engineering from Tsinghua University (Beijing). Her
current research interests include innovation strategies, net-
work effects, economics of tickets, and independent product
information and marketing strategy. Her research has been
published in Marketing Science, Management Science, the Jour-
nal of Marketing Research, the Journal of Product Innovation
Management, the Journal of Marketing, the Journal of Service
Research, California Management Review, and IEEE Transac-
tions on Engineering Management.



