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Alessandro Acquisti (“Conditioning Prices on Purchase
History”) is an Assistant Professor of Information Systems
and Public Policy at the H. John Heinz III School of Public
Policy and Management, Carnegie Mellon University. He
received a Laurea cum laude from the University of Rome
in 1997; a Master’s degree in Economics from Trinity Col-
lege, Dublin, in 1999; a Master’s degree in Econometrics and
Mathematical Economics from the London School of Eco-
nomics, also in 1999; and a Master’s degree and a Ph.D.
in Information Systems from the University of California,
Berkeley, in 2001 and 2003, respectively. His research inter-
ests include the economics of privacy and information secu-
rity, eCommerce, cryptography, anonymity, and computa-
tional economics.
Andrew Ainslie (“Modeling Movie Life Cycles and Mar-

ket Share”) holds a Ph.D. in Marketing from University of
Chicago. His publications in Marketing Science and the Jour-
nal of Marketing Research focus on choice modeling, diffu-
sion, and direct marketing. He has been a finalist for the
John D. C. Little Award. He currently teaches at the UCLA
Anderson School of Management.
Wilfred Amaldoss (“Collaborative Product and Market

Development: Theoretical Implications and Experimental
Evidence”) is Associate Professor of Marketing at the Fuqua
School of Business of Duke University. He holds an M.B.A.
from the Indian Institute of Management (Ahmedabad) and
an M.A. (Applied Economics) and a Ph.D. from the Whar-
ton School of the University of Pennsylvania. His research
interests include strategic alliances, new product develop-
ment, and social effects in consumption. His research uses
experimental game theory to gain insights on the strategic
behavior of firms and consumers. His recent publications
have appeared in Marketing Science, Management Science, the
Journal of Marketing Research, and the Journal of Economic
Behavior and Organization.
Constantinos Boussios (“Generalized Robust Conjoint

Estimation”) is a Senior Scientist with Open Ratings, Inc.
His research focuses on statistical learning for predic-
tive supplier performance management and information
retrieval. He received his Ph.D. (1998) in Mechanical Engi-
neering from MIT. His area of doctoral research is nonlinear
dynamic control systems. Before joining Open Ratings, he
was the co-founder of Crescent Technologies, Inc., an engi-
neering consulting firm specializing in industrial automa-
tion and control systems.
Rajesh K. Chandy (“Practice Prize Report: Modeling the

Microeffects of Television Advertising: Which Ad Works,
When, Where, for How Long, and Why?") is Carlson School
Professor of Marketing and Associate Professor at the Carl-
son School of Management, University of Minnesota. He
also serves as the Marketing Ph.D. Program Coordinator at
the Carlson School. He received his Ph.D. from the Univer-
sity of Southern California. His publications have appeared
in the Journal of Marketing Research and the Journal of Mar-
keting, among others. His research has received a number of
awards, including the Journal of Marketing Harold Maynard
Award for contributions to marketing theory and thought,
AMA Technology and Innovation Special Interest Group

Award for the best article on Technology and Innovation,
the MSI Alden Clayton Award for the best marketing disser-
tation proposal, the Mary Kay Award for the best market-
ing dissertation, and the ISBM dissertation proposal award.
His papers have also been named as finalists for the Jour-
nal of Marketing ResearchWilliam O’Dell Award for the most
significant long-term contribution to marketing and for the
Journal of Marketing Research Paul Green award for contri-
butions to the practice of marketing research. He received
the 2002–2003 Outstanding Professor of the Year Award, the
2003–2004 Award for Excellence in Teaching, and the 2003–
2004 Outstanding Faculty Dedication Award for his contri-
butions to teaching at the Carlson School of Management.
Pradeep Chintagunta (“Accounting for Primary and Sec-

ondary Demand Effects with Aggregate Data”) is the Robert
Law Professor of Marketing at the Graduate School of Busi-
ness, University of Chicago. He is interested in studying
strategic interactions among firms in vertical and horizon-
tal relationships. His research also includes forecasting the
performance of technology products and of movies in inter-
national markets and the analysis of consumer demand and
household purchase behavior, in particular.
Suresh Divakar (“Practice Prize Article: CHAN4CAST:

A Multichannel, Multiregion Sales Forecasting Model and
Decision Support System for Consumer Packaged Goods”)
is a Senior Vice President at Citigroup, leading the Prod-
uct Management & Strategy efforts in the Citicards Fran-
chise Leveraging group. He has over 20 years of experi-
ence in various aspects of marketing, including marketing
planning and strategy, marketing analytics, product and
salesforce management, and new product development in
the B2B, consumer products, and financial services sectors.
His analytic experience includes managing several large
projects involving forecasting, marketing mix analyses, and
price/promotion modeling. Prior to Citi, he was with Pep-
siCo, where he headed the Advanced Analytics group for
Pepsi Cola North America. He has also worked with Kraft
Foods and as an Assistant Professor of Marketing at SUNY-
Buffalo. He has also published in the Journal of Retailing,
Marketing Letters, and the Journal of Forecasting. He received
his Ph.D. from the University of Iowa, an M.B.A. from the
IIM Calcutta, and a B.S. in Engineering from IIT Bombay.
Xavier Drèze (“Modeling Movie Life Cycles and Market

Share”) is Assistant Professor of Marketing at the Whar-
ton School of Business, University of Pennsylvania. He has
authored a number of publications in the marketing field,
which include studies of pricing and promotion policies,
consumer knowledge of prices, as well as Internet mar-
keting issues. The quality of his research has earned him
both the prestigious Alpha Kappa Psi award for Best Paper
published in the Journal of Marketing and the award for
Best Paper published in the Journal of Retailing. Dr. Drèze
focuses on retailing and Internet marketing research. As one
of the leading academic researchers on Internet marketing,
his work has been showcased on CNBC and the LA Times
numerous times.
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Jean-Pierre Dubé (“Accounting for Primary and Sec-
ondary Demand Effects with Aggregate Data”) is an Asso-
ciate Professor of Marketing at the Graduate School of Busi-
ness, 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 University. His
research applies economic models of empirical industrial
organization to study marketing problems. His papers have
appeared in such journals as Marketing Science, Management
Science, Quantitative Marketing and Economics, and the Jour-
nal of Economics and Management Strategy. Current areas of
research include price discrimination, competitive advertis-
ing, and Internet marketing.
Theodoros Evgeniou (“Generalized Robust Conjoint

Estimation”) is an Assistant Professor of Technology Man-
agement at INSEAD since January 2001. He received a B.S.
in mathematics and a B.S., an M.Eng., and a Ph.D. in Com-
puter Science, all from MIT between 1991 and 2000.
John T. Gourville (“Overchoice and Assortment Type:

When and Why Variety Backfires”) is an Associate Professor
at the Harvard Business School. He received his Ph.D. from
The University of Chicago. To date, his research has focused
on consumer behavior, especially in the areas of pricing
and consumer decision making. Currently, in addition to
studying the impact of variety on consumer choice, he is
investigating the decision making surrounding the adop-
tion and purchase of innovative new products. In particular,
he is interested in the questions of "why consumers don’t
buy" new products when rational expectations suggest they
should buy and "why product developers fail to anticipate
this lack of adoption." In addition to his journal research, he
is an active case writer on topics ranging from blood (The
Medicines Company and Biopure) to golf (GolfLogix).
John R. Hauser (“The Impact of Utility Balance and

Endogeneity in Conjoint Analysis”) is the Kirin Professor of
Marketing and leader of the Virtual Customer Initiative at
the M.I.T. Sloan School of Management, where he teaches
new product development, marketing management, com-
petitive marketing strategy, and research methodology. He
is the co-author of two textbooks, Design and Marketing of
New Products and Essentials of New Product Management. He
has received both the Converse Award for scientific con-
tributions and the Parlin Award for contributions to mar-
keting research. For six long years he was editor of Mar-
keting Science. Outside interests include sailing, swimming,
NASCAR, opera, and country music.
J. Jeffrey Inman (“Practice Prize Report: Attribute

Drivers: A Factor Analytic Choice Map Approach for
Understanding Choices Among SKUs”) is the Albert Wes-
ley Frey Professor of Marketing at the Katz Graduate School
of Business, University of Pittsburgh. He received his B.S.
in Mechanical Engineering from General Motors Institute
(now Kettering University), his M.B.A. from Indiana Uni-
versity, and his Ph.D. from the University of Texas. He has
been on the faculties of the University of Southern Califor-
nia and the University of Wisconsin. His current research
focuses on consumer decision making and consumption
behavior, and his work has appeared in the Journal of Con-
sumer Research, the Journal of Marketing Research, Marketing
Science, the Journal of Retailing, California Management Review,
andMarketing Letters. He currently is president of the policy
board of the Journal of Consumer Research and serves on the
editorial boards ofMarketing Science, the Journal of Consumer
Research, the Journal of Marketing Research, the Journal of Mar-
keting, and the Journal of Retailing. In his pre-academia life,
he was a production supervisor for General Motors and a
semiconductor distribution manager for Texas Instruments.

He enjoys playing basketball and, having lost half a step, is
working on his golf game as well. He loves going to amuse-
ment parks and waterparks with his two sons, Michael (12)
and David (9), and his wife, Sandy.
Ganesh Iyer (“The Targeting of Advertising”) is Asso-

ciate Professor at the Haas School of Business, University
of California at Berkeley. He received his Ph.D. in Manage-
ment from the University of Toronto. His research interests
include coordination in distribution channels, competitive
strategy, Internet strategy, customer information markets,
and the effects of bounded rationality on competitive mar-
kets. He is an Associate Editor at Quantitative Marketing and
Economics and is on the editorial board of Marketing Science.
Gary L. Lilien (“Special Section Introduction: The

2004 ISMS Practice Prize Competition”) is Distinguished
Research Professor of Management Science in The Smeal
College of Business Administration at Pennsylvania State
University and is also co-founder and Research Director
of the Institute for the Study of Business Markets at Penn
State (www.isbm.org). He is the author or co-author of
twelve books (including Marketing Models with Phil Kotler
and Marketing Engineering with Arvind Rangaswamy) and
more than 90 professional articles. He was a departmental
editor for Marketing for the journal, Management Science; is
on the editorial board of the International Journal for Research
in Marketing; is a former Editor in Chief and functional Edi-
tor for Marketing for Interfaces; and is an Area Editor at
Marketing Science. He is the former President as well as Vice
President/Publications for The Institute of Management Sci-
ences. He is Vice President for External Relations and a Fel-
low of the European Marketing Academy and serves on the
board of directors of the INFORMS College on Marketing.
He is an INFORMS Fellow, was honored as Morse Lecturer
for INFORMS, and also received the Kimball medal for dis-
tinguished contributions to the field of operations research.
He has received honorary doctorates from the University of
Liege, the University of Ghent, and Aston University.
Len Lodish (“Commentary on the 2004 Practice Prize

Winner: A Business School Should Combine Academic
Research and Its Application to the Real World”) is the
Samuel R. Harrel Professor; Professor of Marketing; Vice
Dean, Wharton West; and Leader of the Global Consulting
Practicum at the Wharton School, University of Pennsylva-
nia. He is an academic child of MIT’s John Little, whose
influence is strongly felt over the 37 years since Len received
his Ph.D. Len co-founded Management Decision Systems in
1965 with John and Glen Urban and has been involved with
applying management science to marketing ever since, both
as an academic and as a practitioner.
Deborah MacInnis (“Practice Prize Report: Modeling the

Microeffects of Television Advertising: Which Ad Works,
When, Where, for How Long, and Why?”) is a Professor
of Marketing at the University of Southern California. She
received her Ph.D. from the University of Pittsburgh. She
has published papers in the Journal of Consumer Research,
the Journal of Marketing Research, the Journal of Marketing,
the Journal of Consumer Psychology, the Journal of Personality
and Social Psychology, the Journal of the Academy of Marketing
Science, the Journal of Advertising, Psychology and Marketing,
and the Journal of Business Research in the areas of market-
ing communications, information processing, imagery, emo-
tions, and brand images. Debbie has served as an Associate
Editor for the Journal of Consumer Research and has served
on the review boards of the Journal of Marketing Research,
the Journal of Consumer Research, the Journal of Marketing,
the Journal of the Academy of Marketing Science, Psychology
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and Marketing, the Journal of Consumer Behaviour, the Inter-
national Journal of Internet Research and Marketing, and the
Journal of Market Focused Management. She is Past Presi-
dent and former Treasurer of the Association for Consumer
Research and has served as Vice-President of Conferences
and Research for the Academic Council of the AMA. She is
co-author of a leading textbook on consumer behavior and
has been a recipient of the Alpha Kappa Psi award from the
Journal of Marketing. Her work provides a welcome respite
from the sometimes obnoxious behavior of her adolescent
and preadolescent children.
Birendra Mishra (“Delegating Pricing Decisions in Com-

petitive Markets with Symmetric and Asymmetric Infor-
mation”) is Associate Professor in the Anderson Graduate
School of Management, 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 theory and game theory to model and analyze busi-
ness problems. He was awarded the Dean’s Excellence in
Research Grant at Arizona State University. His research has
appeared or is forthcoming in Marketing Science, Manage-
ment Science, the Journal of Accounting Research, the Journal
of Accounting and Public Policy, Information Systems Research,
the Journal of Management Accounting Research, and the Jour-
nal of Business Research, among others.
Harikesh Nair (“Accounting for Primary and Secondary

Demand Effects with Aggregate Data”) is a doctoral candi-
date in marketing at the Graduate School of Business at the
University of Chicago. He received his B.Tech in Civil Engi-
neering from the India Institute of Technology in India and
his Master’s degree in Transportation Engineering from the
University of Texas at Austin. His primary interests are in
the quantitative analysis of high-technology markets, espe-
cially in modeling network effects and competition. He is
also interested in empirical industrial organization models
and econometric methods. His research has been published
in Quantitative Marketing and Economics and the International
Journal of Research in Marketing (Forthcoming).
Joonwook Park (“Practice Prize Report: Attribute

Drivers: A Factor Analytic Choice Map Approach for
Understanding Choices Among SKUs”) is a Ph.D. candidate
at the Smeal School of Business, Pennsylvania State Uni-
versity. He received his Bachelor’s degree in Business and
M.B.A. from the Korea University and his M.S. in Market-
ing from the University of Wisconsin at Madison. Before
joining the Ph.D. program at Pennsylvania State University,
he developed scanner panel data-related models at Infor-
mation Resources, Inc. His research interest focuses on sta-
tistical modeling.
Ashutosh Prasad (“Delegating Pricing Decisions in Com-

petitive Markets with Symmetric and Asymmetric Informa-
tion”) is an Assistant Professor in the School of Manage-
ment, University of Texas at Dallas. He holds an M.B.A.
from I.I.M. Calcutta and an M.S. in Economics and Ph.D.
in Marketing from the University of Texas at Austin. His
research interests include new product introduction, net-
work effects, software marketing and piracy, advertising,
pricing, and salesforce issues. He received the School of
Management’s outstanding undergraduate teacher award
in 2001. His research is published or forthcoming in sev-
eral journals, including the International Journal of Research
in Marketing, the Journal of Business, the Journal of Optimiza-
tion Theory and Applications, Marketing Letters, and Marketing
Science.
Brian T. Ratchford (“Practice Prize Article: CHAN4CAST:

A Multichannel, Multiregion Sales Forecasting Model and
Decision Support System for Consumer Packaged Goods”)

is Pepsico Chair in Consumer Research at the Robert H.
Smith School of Business, University of Maryland. He has
M.B.A. and Ph.D. degrees from the University of Rochester.
His research interests are in economics applied to the study
of consumer behavior, information economics, marketing
productivity, and the Internet as a marketing insitutution.
He has published over 40 articles in the leading journals in
marketing and related fields, including the Journal of Con-
sumer Research, Marketing Science, Management Science, and
the Journal of Marketing Research. He was Editor of Market-
ing Science from 1998–2002 and is currently on the editorial
review boards of the Journal of Consumer Research, the Journal
of Marketing Research, the Journal of Marketing, the Journal of
Retailing, the Journal of Interactive Marketing, and the Journal
of Service Research.
Amnon Rapoport (“Collaborative Product and Market

Development: Theoretical Implications and Experimental
Evidence”) is the Karl Eller Professor of Management and
Policy at the Eller College of Management at Hong Kong
University of Science and Technology. His research interests
include individual and interactive decision making. He has
published 5 books and 200 journal articles and book chap-
ters, theoretical and experimental, in psychology, sociology,
political science, and economics.
Roland T. Rust (“Optimizing the Marketing Interven-

tions Mix in Intermediate-Term CRM”) holds the David
Bruce Smith Chair in Marketing at the Robert H. Smith
School of Business at the University of Maryland, where he
is Chair of the Marketing Department and directs the Cen-
ter for Excellence in Service. He has won lifetime achieve-
ment awards in the fields of service marketing, market-
ing research, statistics, and advertising, and he has won
best article awards for articles in Marketing Science, the Jour-
nal of Marketing Research, the Journal of Marketing (twice),
the Journal of Advertising, and the Journal of Retailing, as
well as MSI’s Robert D. Buzzell Best Paper Award (twice).
His book, Driving Customer Equity (written with Valarie
Zeithaml and Katherine Lemon), won the 2002 Berry-AMA
Book Prize. Professor Rust is an Area Editor at Marketing
Science, is founding editor of the Journal of Service Research,
and serves on the editorial review boards of the Journal of
Marketing Research and the Journal of Marketing.
VenkateshShankar (“Practice PrizeArticle:CHAN4CAST:

A Multichannel, Multiregion Sales Forecasting Model and
Decision Support System for Consumer Packaged Goods”)
is a Professor of Marketing and Coleman Chair in Market-
ing at the Mays Business School, Texas A&M University.
His areas of research are Competitive Strategy, e-Business,
Innovation and New Product Management, Pricing, Chan-
nels, and International Marketing. His research has been
published in journals such as Journal of Marketing Research,
Marketing Science, Journal of Marketing, and Strategic Manage-
ment Journal. He is co-editor of Journal of Interactive Market-
ing, associate editor ofManagement Science and serves on the
editorial boards of Marketing Science, International Journal of
Research in Marketing, Journal of Retailing, and the Journal of
the Academy of Marketing Science. He is the winner of the
1990 Paul Green award for the best paper in JMR and the
2000 Donald Lehmann award for the best dissertation-based
paper in an AMA journal. He is a three-time winner of the
Krowe
Ashish Sinha (“Practice Prize Report: Attribute Drivers:

A Factor Analytic Choice Map Approach for Understand-
ing Choices Among SKUs”) is a faculty member, School of
Marketing and International Business, Victoria University
of Wellington, Wellington, NZ. He received his Ph.D. degree
from University of Alberta, Canada. His current research
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interest lies in the development of applied marketing sci-
ence models. This is a natural extension of his work at
Information Resources Incorporate (IRI) where, as the Chief
Modeler and Vice President of the Analytics Insight Group
(AIG), he spearheaded the development of several mul-
timillion dollar analytic products. His previous work has
appeared in the Journal of Retailing and Marketing Letters.
Apart from being an avid cricketer, he likes to spend time
with his two daughters, Ambika and Ananya, and his wife
Anna.
Prabhakant Sinha (“The 2004 ISMS Practice Prize Win-

ner: Sales Territory Design: Thirty Years of Modeling and
Implementation”) is Co-Chairman of ZS Associates, a sales
and marketing consulting firm he co-founded in 1983. He
has assisted more than 250 firms with issues of salesforce
strategy and effectiveness. ZS now operates in North Amer-
ica, Europe, and Asia with more than 600 people in 13
offices. The success of ZS was recognized by his induction
into the Chicago Entrepreneurship Hall of Fame in 2005.
He was an Associate Professor of Marketing at the Kellogg
School of Management until 1987. He continues to teach
executives at the Kellogg School of Management, at Man-
agement Center Europe, and at the India School of Business.
He has co-authored the books, Sales Force Design for Strate-
gic Advantage (2004) and The Complete Guide to Accelerating
Sales Force Performance (2001). He has published more than
30 academic articles in journals such as Management Sci-
ence, Operations Research, Marketing Science, andMathematical
Programming. He received his Ph.D. from the University of
Massachusetts (1974) and is a graduate of I.I.T. Kharagpur
(1970).
David Soberman ("The Targeting of Advertising") is an

Associate Professor of Marketing at INSEAD and holds a
Ph.D. (Management) from the University of Toronto and
an M.B.A. and B.Sc. in Chemical Engineering from Queen’s
University in Kingston. His research is focused on under-
standing how the operation of markets is affected by the
exchange of information between firms and customers, rela-
tionships within the distribution channel, and the introduc-
tion of innovations to markets. Before his doctoral studies,
Professor Soberman held a number of positions in market-
ing management, sales, and engineering with Molson Brew-
eries, Nabisco Brands Ltd., and Imperial Oil Ltd.
Dilip Soman (“Overchoice and Assortment Type: When

and Why Variety Backfires”) is the Corus Professor of
Marketing and Strategy at the Rotman School of Manage-
ment, University of Toronto. His research interests include
the study of human behaviors in various situations and
has published his work in several marketing and behav-
ioral science journals. While not doing research or teach-
ing courses in marketing, pricing, and decision-making, he
spends his time with his family, traveling, watching Bol-
lywood masala movies and Broadway shows, playing and
following cricket, and enjoying fine food (including Udipi
food) and wine.
Baohong Sun (“Promotion Effect on Endogenous Con-

sumption”) is an Associate Professor of Marketing at
Carnegie Mellon University. She develops empirical models
to study consumer choice behavior. Her research interests
are rational consumer choice and dynamic structural model,
evaluation of promotion effect and impact on consumer
choice, new product forecasting and survey design, and
choice models in CRM. Her recent work focuses on devel-
oping dynamic structural models to investigate consumer
response to cross-selling campaigns, loyalty programs, call
allocation in service centers, new service channels, optimal
design of pricing structures in subscription industry, and

dynamic customer relationship management. Her research
papers have been published inMarketing Science, the Journal
of Marketing Science, the Journal of Econometrics, the Journal
of Business in Economics and Statistics, etc. She serves on the
editorial boards of Marketing Science and the Journal of Mar-
keting.
Gerard J. Tellis (“Practice Prize Report: Modeling the

Miroeffects of Television Advertising: Which Ad Works,
When, Where, for How Long, and Why?”) received his
Ph.D. from Michigan and is the Neely Chair in American
Enterprise. Director of the Center for Global Innovation, and
Professor of Marketing at the Marshall School of Business,
the University of Southern California. He has been Visiting
Chair of Innovation at the Judge Institute of Management,
Cambridge University, U.K. and Distinguished Visitor, Eras-
mus University, Rotterdam, The Netherlands. He special-
izes in advertising, innovation, new products, market entry,
sales promotion, and pricing. His research on these top-
ics (http://www.rcf.usc.edu/∼tellis/publicat.htm) has won
numerous awards, including four of the most prestigious
awards in the field of Marketing: the Bass, Odell, Maynard
(twice), and AMA-Berry Awards.
Pattana Thaivanich (“Practice Prize Report: Modeling the

Microeffects of Television Advertising: Which Ad Works
When, Where, for How Long, and Why?”) is Chief Execu-
tive Officer of Hawaiikiki, LLC. Prior to launching Hawai-
ikiki, Pattana worked for many years in top firms such as
Rapp Collins Worldwide, a world leader in direct market-
ing; GfK Custom Research (a subsidiary of GfK, a top mar-
ket research firm); and Best Buy (a Fortune 100 company).
Pattana received an M.B.A. from the Michael Price Col-
lege of Business at the University of Oklahoma and an B.A.
in Finance from Chulalongkorn University, Thailand. Her
papers have appeared in the Journal of Marketing Research,
among other journals. Her previous work on advertising
was as a finalist for the Journal of Marketing Research Paul
Green award for contributions to the practice of marketing
research.
Olivier Toubia (“The Impact of Utility Balance and Endo-

geneity in Conjoint Analysis”) is an Assistant Professor of
Marketing at the Columbia Business School. He is a grad-
uate of Ecole Centrale Paris (Paris, France) and holds an
M.S. in Operations Research and a Ph.D. in Marketing, both
from M.I.T. His research focuses on adaptive experimental
design, conjoint analysis, preference measurement, and idea
generation. His research has also appeared in the Journal
of Marketing Research and in a previous issue of Marketing
Science.
Hal R. Varian (“Conditioning Prices on Purchase His-

tory”) is the Class of 1944 Professor at the School of Infor-
mation Management and Systems, the Haas School of Busi-
ness, and the Department of Economics at the University of
California, Berkeley. He received his S.B. degree from MIT
in 1969 and his MA (mathematics) and Ph.D. (economics)
from UC Berkeley in 1973. He has taught at MIT, Stanford,
Oxford, Michigan, and other universities around the world.
Professor Varian is a fellow of the Guggenheim Foundation,
the Econometric Society, and the American Academy of
Arts and Sciences. He has served as Co-Editor of the Amer-
ican Economic Review and is on the editorial boards of
several journals. Professor Varian has published numerous
papers in economic theory, industrial organization, financial
economics, econometrics, and information economics. He
is the author of two major economics textbooks that have
been translated into 22 languages. His current research has
been concerned with the economics of information technol-
ogy and the information economy. He is the co-author of
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a bestselling book on business strategy, Information Rules: A
Strategic Guide to the Network Economy, and writes a monthly
column for the The New York Times.
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