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Focus on Authors

Eugene W. Anderson (“Invited Commentary: Link-
ing Service and Finance”) is Associate Dean for
Degree Programs and D. Maynard Phelps Professor of
Marketing at the Stephen M. Ross School of Business
at the University of Michigan. His research focuses
on customer satisfaction as a business performance
metric. He currently serves as area editor at Market-
ing Science and on the editorial boards of the Journal
of Consumer Research and the Journal of Marketing. His
recent publications appear in those same three jour-
nals. Now in his fifth and final year in the Dean’s
office, he looks forward to finding out whether or not
there really is life after administration.

Ruth N. Bolton (“Invited Commentary: The Impli-
cations of “Big M” Marketing for Modeling Service
and Relationships”) is Professor and W. P. Carey
Chair in Marketing at the W.P. Carey School of
Business, Arizona State University in Tempe, Ari-
zona. Dr. Bolton currently studies how organizations
can grow the value of their customer base over
time, focusing on high-technology services sold to
business-to-business customers. She previously held
academic positions at Vanderbilt University, the Uni-
versity of Oklahoma, Harvard University, the Uni-
versity of Maryland, and the University of Alberta.
She also spent eight years with Verizon, working
on projects in the telecommunications and informa-
tion services industries. Dr. Bolton’s earlier published
articles investigate how organizations’ service and
pricing strategies influence customer satisfaction, loy-
alty, and revenues. Dr. Bolton currently serves on the
Board of Trustees for the Marketing Science Institute,
the American Marketing Association, and the Sheth
Foundation. She has published articles in the Journal
of Consumer Research, the Journal of Marketing, the Jour-
nal of Marketing Research, the Journal of Service Research,
Management Science, Marketing Science, and other lead-
ing journals. She currently serves on the editorial
review boards of the Journal of Marking, Marking Sci-
ence, and the Journal of Service Research, as well as serv-
ing as area editor of the Journal of Marketing Research.
She previously served as editor of the Journal of Mar-
keting (2002-2005). She received her B.Comm., with
honors, from Queen’s University (Canada) and her
M.Sc. and Ph.D. from Carnegie Mellon University.

Pradeep K. Chintagunta (“Structural Modeling in
Marketing: Review and Assessment”) is the Robert
Law Professor of Marketing at the Graduate School
of Business, University of Chicago. He is interested
in studying strategic interactions among firms in
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vertical and horizontal relationships. His research
also includes measuring the effectiveness of market-
ing activities in pharmaceutical markets, investigating
aspects of technology product markets, and the anal-
ysis of household purchase behavior.

Tuck Siong Chung (“Marketing Models of Ser-
vice and Relationships”) is a doctoral student at the
Robert H. Smith School of Business, University of
Maryland, College Park. He is also a Senior Tutor at
the Nanyang Technological University, Singapore. He
holds a B.B.A. (First Class Honors) from the National
University of Singapore and an M.A. from the Univer-
sity of Leeds, United Kingdom. His research interests
include service and relationships models, electronic
services, and consumer search.

Anita Elberse (“The Motion Picture Industry: Crit-
ical Issues in Practice, Current Research, and New
Research Directions”) is an Assistant Professor of
Business Administration at Harvard Business School.
In her research, she primarily aims to understand
what drives the success of products in “creative
industries,” such as media and entertainment, adver-
tising, and sports, as well as how firms can develop
effective marketing strategies for such products. Her
work has been published in a number of journals,
including the Harvard Business Review and Market-
ing Science. She holds a Ph.D. from London Business
School.

Jehoshua (Josh) Eliashberg (“The Motion Pic-
ture Industry: Critical Issues in Practice, Current
Research, and New Research Directions”) is the
Sebastian S. Kresge Professor of Marketing and
Professor of Operations and Information Manage-
ment at The Wharton School. His research has
focused on various marketing problems, including
new product development, forecasting, and market-
ing/manufacturing/R&D interface. He has partic-
ular interest (as researcher and consumer) in the
media-and-entertainment, pharmaceutical, and hi-
tech industries. His publications appeared in a vari-
ety of journals, including Interfaces, the Journal of
Marketing, the Journal of Marketing Research, Man-
agement Science, Manufacturing and Service Operations
Management, and Marketing Science. His work in the
entertainment industry has been the subject of articles
appearing in Business Week, The Christian Science Moni-
tor, The Financial Post, Financial Times, Fortune, Variety,
The Wall Street Journal, and The Washington Post. Josh
has held a number of editorial positions: marketing
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departmental editor in Management Science, and edito-
rial board member for Marketing Science, the European
Journal of Operational Research, and Marketing Letters.
He is presently a senior editor for Manufacturing and
Service Operations Management. He is also the series
editor of Springer’s International Series in Quantitative
Marketing.

Tiilin Erdem (“Structural Modeling in Marketing:
Review and Assessment”) is the E.T. Grether Chair of
Business Administration and Marketing at the Haas
School of Business, University of California, Berke-
ley. Her research interests include advertising, brand-
ing and brand management, pricing, consumer choice
behavior, and customer relationship management. She
has published in several journals, including the Inter-
national Journal of Marketing Research, the Journal of
Consumer Psychology, the Journal of Consumer Research,
the Journal of Business and Economic Statistics, the Jour-
nal of Econometrics, the Journal of Marketing Research,
Marketing Letters, Marketing Science, and Quantitative
Marketing and Economics. She received Bass and Little
Best Paper Awards and was a finalist for the O’Dell
Best Paper Award. She is an area editor at Marketing
Science and an associate editor at Quantitative Mar-
keting and Economics and at the Journal of Consumer
Research. She is on the editorial boards of the Journal of
Marketing Research, the International Journal of Research
in Marketing, and Marketing Letters. She is currently
serving as the President-Elect of INFORMS Society of
Marketing Science. She has also served as the Mar-
keting Group Chair and the Associate Dean for Aca-
demic Affairs at the Haas School.

Eitan Gerstner (“Invited Commentary: Why Does
Poor Service Prevail”) is Professor of Marketing at
the University of California, Davis. His articles on
pricing, service marketing, and channels of distribu-
tion appeared in marketing and economics journals,
including Marketing Science, the Journal of Marketing
Research, the Journal of Service Research, the Journal
of Business, the American Economic Review, and Quar-
terly Journal of Economics. His most recent research
focused on pricing under uncertain demand, on cus-
tomer acquisition and referrals, and on service and
satisfaction guarantees.

Abbie Griffin (“Invited Commentary: Research on
Innovation—A Review and Agenda for Marketing Sci-
ence”) is a Professor of Business Administration at the
University of Illinois, Urbana-Champaign, College of
Business, where she teaches business-to-business mar-
keting and first-year core M.B.A. marketing. She is a
member of the Board of Directors of Navistar Inter-
national, a $9 billion manufacturer of diesel engines
and trucks, and was the editor of the Journal of Product
Innovation Management, the leading academic journal
in the areas of product and technology development
from 1998 to 2003. Professor Griffin’s research investi-
gates means for measuring and improving the process
of new product development. Prof. Griffin is an avid
quilter, hiker, swimmer, and scuba diver.

Liang Guo (“Invited Commentary: Removing the
Boundary Between Structural and Reduced-Form
Models”) is an Assistant Professor of Marketing,
Hong Kong University of Science and Technology,
China. He holds a Ph.D. in Business Administra-
tion (Marketing) from the University of California at
Berkeley and a B.A. in Economics from Peking Uni-
versity, China. His recent research interests focus on
preference uncertainty, stockpiling, channel bargain-
ing, social information transmission, and empirical
analysis of choice behavior and market structure.

Sunil Gupta (“Customer Metrics and Their Impact
on Financial Performance”) is Professor of Business at
the Harvard Business School. Before joining Harvard,
he taught at Columbia and UCLA. Sunil’s research
interests include choice models, pricing, and customer
management. His articles in these areas have won sev-
eral awards, including the O’Dell (1993, 2002) and the
Paul Green (1998, 2005) awards for the Journal of Mar-
keting Research and the best paper awards for the Inter-
national Journal of Research in Marketing (1999) and the
Marketing Science Institute (1999, 2000, and 2003). In
September 1999, Sunil was selected as the best core
course teacher at Columbia Business School. He is an
area editor for the Journal of Marketing Research and
serves on the editorial boards of the International Jour-
nal of Research in Marketing, the Journal of Marketing,
Marketing Letters, Marketing Science, and Quantitative
Marketing and Economics. He is a member of the ana-
lytical advisory board of Information Resources, Inc.
Sunil received his B.Tech in Mechanical Engineering
from the Indian Institute of Technology, his M.B.A.
from the Indian Institute of Management, and his
Ph.D. from Columbia University.

Wesley R. Hartmann (“Invited Commentary: Com-
ment on Structural Modeling in Marketing: Review
and Assessment”) is an Assistant Professor of Mar-
keting at the Stanford Graduate School of Business.
He holds a Ph.D. in Economics from the University
of California, Los Angeles. He is interested in apply-
ing and developing econometric techniques to ana-
lyze questions relevant to marketing and economics.
His current research focuses on intertemporal effects
of consumption, state-dependent demand, switching
costs, and price discrimination in dynamic choice con-
texts.

John R. Hauser (“Research on Innovation: A Re-
view and Agenda for Marketing Science”) is the Kirin
Professor of Marketing, leader of the Virtual Cus-
tomer Initiative, and Area Head for Management
Science at the M.LT. Sloan School of Management,
where he teaches new product development, mar-
keting management, competitive 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 contributions
and the Parlin award for contributions to marketing



Downloaded from informs.org by [216.73.217.74] on 14 July 2026, at 22:25 . For personal use only, al rights reserved.

762

Focus on Authors
Marketing Science 25(6), pp. 760-765, © 2006 INFORMS

research. For six long years he was editor of Marketing
Science. Outside interests include sailing, swimming,
NASCAR, opera, and country music.

Dawn Iacobucci (“Invited Commentary: Three
Thoughts on Services”) is the John J. Pomerantz Pro-
fessor in Marketing at the Wharton School, Univer-
sity of Pennsylvania. She was previously Professor of
Marketing at Kellogg (1987-2004) and Arizona (2001-
2002). She received her M.S. in Statistics and M.A. and
Ph.D. in Quantitative Psychology from the University
of Illinois at Urbana—-Champaign. Her three research
streams focus on dyadic interactions and social net-
works, customer satisfaction and service quality, and
methodological research questions. She is a former
editor of the Journal of Consumer Research and the Jour-
nal of Consumer Psychology, and she is co-author on
Gilbert Churchill’s lead text on Marketing Research.

Ganesh Iyer (“Invited Commentary: Internet-Based
Service Institutions”) is an Associate Professor at the
Haas School of Business, University of California
at Berkeley. He received his Ph.D. in management
from the University of Toronto. His research interests
include coordination in distribution channels, com-
petitive strategy, Internet strategy, customer informa-
tion markets, and the effects of bounded rationality
on competitive markets. He is an associate editor at
Quantitative Marketing and Economics and is on the edi-
torial boards of Marketing Science, the Journal of Mar-
keting, and Review of Marketing Science.

Kevin Lane Keller (“Brands and Branding: Re-
search Findings and Future Priorities”) is the E. B.
Osborn Professor of Marketing at the Tuck School
of Business at Dartmouth College. Keller’s acade-
mic resume includes degrees from Cornell, Duke,
and Carnegie Mellon universities; award-winning
research; and faculty positions at Berkeley, Stanford,
and UNC. He has served as brand confidant to mar-
keters for some of the world’s most successful brands,
including Accenture, American Express, Disney, Ford,
Intel, Levi Strauss, Procter & Gamble, and SAB Miller.
His textbook, Strategic Brand Management, has been
adopted at top business schools and leading firms
around the world. With the 12th edition published
in March 2005, he is also the co-author with Philip
Kotler of the all-time, best-selling introductory mar-
keting textbook, Marketing Management.

Robert E. Krider (“Invited Commentary: Research
Opportunities at the Movies”) is an Associate Profes-
sor of Marketing in the Faculty of Business Admin-
istration at Simon Fraser University, Burnaby, British
Columbia, Canada. Current research interests include
retail format competition, risky consumption (surpris-
ingly, hang gliding is actually sane), perceptual biases,
and competition in entertainment industries. His cur-
rent favorite movie is “Motorcycle Diaries.” His work
has appeared in Marketing Science, the Journal of Mar-
keting Research, the Journal of Retailing, and Marketing
Letters.

Mark A.A.M. Leenders (“The Motion Picture In-
dustry: Critical Issues in Practice, Current Research,
and New Research Directions”) is an Assistant Pro-
fessor at the Amsterdam School of Communica-
tions Research (ASCoR), University of Amsterdam.
His research interests are new product development,
innovation and marketing, blockbusters, and commu-
nication in particular in media and cultural industries.
His work has been published in journals such as Tech-
nology Analysis and Strategic Management, the Journal
of Product Innovation Management, Industrial Marketing
Management, the Journal of Cultural Economics, and the
Journal of Media Management. He obtained his Ph.D. in
Marketing and Innovation Management from the Rot-
terdam School of Management. Currently, he is work-
ing on a large study on live performances in the music
industry.

Donald R. Lehmann (“Brands and Branding:
Research Findings and Future Priorities”) is the
George E. Warren Professor of Business at Columbia
Business School at Columbia University. His research
focuses on individual and group choice and decision
making, research methodology, the adoption of inno-
vation, and new product development. He is partic-
ularly interested in knowledge accumulation, empiri-
cal generalizations, and information use. He has pub-
lished more than 80 articles and books, serves on the
editorial boards of several academic journals, and is
the founding editor of Marketing Letters. He is a past
president of the Association for Consumer Research
and a trustee and former executive director of the
Marketing Science Institute.

Barak Libai (“Invited Commentary: Why Does
Poor Service Prevail?”) is a Senior Lecturer of market-
ing in the Leon Recanati Graduate School of Business
Administration, Faculty of Management, Tel Aviv
University. He has a Ph.D. in marketing from the
University of North Carolina at Chapel Hill. His
research interests include customer relationship man-
agement and, specifically, customer valuation, refer-
ral and word-of-mouth analysis, and marketing appli-
cations of complex system methods. His work has
appeared in journals such as Marketing Science, the
Journal of Marketing, the Journal of Service Research, and
others.

Michael J. Mazzeo (“Invited Commentary: Mar-
keting Structural Models—'Keep it Real’”) gradu-
ated with an A.B. degree in Economics and Urban
Studies from Stanford University in 1991 and earned
a Ph.D. in Economics from Stanford in 1998. Since
1998, Mazzeo has been on the faculty of the Kel-
logg School of Management at Northwestern Univer-
sity. He is currently an Associate Professor in Kel-
logg’s Department of Management and Strategy and
teaches a core class in business strategy to M.B.A. stu-
dents. Mazzeo's research explores product differentia-
tion and its effects on firm behavior, market structure,
and competition among businesses. This research is
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empirical, and Mazzeo has developed new econo-
metric modeling techniques to examine the interac-
tion among firm entry, product quality choice, and
price competition. He has applied these new tech-
niques in studies of airlines, banking, franchising,
health care, retail, and telecommunications. In many
of these industries, Mazzeo has found strong evidence
that links increased levels of product differentiation
with reduced competition among firms. More signif-
icantly, the incentive to avoid competition dictates
which firms enter particular markets and the types of
products they choose to offer.

Charles C. Moul (“Invited Commentary: The Day
After Tomorrow: Longer Run Issues in Theatrical
Exhibition”) is an Assistant Professor of Economics
at Washington University in St. Louis. He received
his B.A. in economics from Miami University and his
Ph.D. in Economics from Northwestern University.
His research focuses on the study of market power,
advertising, and information within the motion pic-
ture industry, and he is the editor of and a con-
tributing author to A Concise Handbook of Movie Indus-
try Economics (2005). Despite his ongoing research on
such an entertaining topic, his largest impact on the
popular culture remains a colorful but losing Jeopardy!
appearance in 1998.

V. Padmanabhan (“Invited Commentary: Internet-
Based Service Institutions”) is the INSEAD Chaired
Professor of Marketing, INSEAD—Singapore. This
paper is part of a research stream that highlights the
implications of various contractual mechanisms on
the strategic interactions among institutions in a dis-
tribution channel and the consequences for institu-
tional as well as overall channel performance. One of
his current research projects (largely a consequence of
moving to Singapore) is understanding the impact of
development in Asia on the evolution of channel insti-
tutions, trade practices, and channel management.

A. Parasuraman ("Parsu") (“Invited Commentary:
Modeling Opportunities in Service Recovery and
Customer-Managed Interactions”) is a Professor and
Holder of the James W. McLamore Chair in Market-
ing at the University of Miami. He has published over
one hundred scholarly articles and research mono-
graphs. He has received many awards for his teach-
ing, research, and professional contributions, includ-
ing the AMA SERVSIG’s “Career Contributions to the
Services Discipline Award” (1998) and the Academy
of Marketing Science’s “Outstanding Marketing Edu-
cator Award” (2001). In 2004 Parsu was named a
“Distinguished Fellow” of the Academy of Market-
ing Science. He served as editor of the Journal of the
Academy of Marketing Science (1997-2000). He serves
on ten editorial review boards and is the current edi-
tor of the Journal of Service Research. He is the recipient
of the “JAMS Outstanding Reviewer Award for 2000
2003” and the “2003 Journal of Retailing Outstanding
Reviewer Award.” He is the lead author of Marketing

Research, a college textbook published in 2004, and is
a co-author of three other business books written for
practitioners: Delivering Quality Service: Balancing Cus-
tomer Perceptions and Expectations, Marketing Services:
Competing Through Quality, and Techno-Ready Market-
ing: How and Why Your Customers Adopt Technology.
Parsu has conducted dozens of executive seminars on
service quality, customer satisfaction, and the role of
technology in service delivery in many countries.

Girish Punj (“Invited Commentary: Structural
Modeling in Marketing: Some Future Possibilities”)
is an Associate Professor of Marketing at the School
of Business, University of Connecticut, Storrs. He
received his M.S. and Ph.D. in Marketing from
Carnegie Mellon University. His research has been
published in Marketing Science, the Journal of Mar-
keting Research, and the Journal of Consumer Research.
His research interests include consumer information
search in traditional and electronic environments,
structural equation modeling, consideration set for-
mation, and advertising effects on ad and brand atti-
tudes. His research has been published in the Journal
of Marketing Research, the Journal of Consumer Research,
Marketing Science, and the Journal of Business Research.
Currently, he serves on the editorial board of the Jour-
nal of Business Research and is an ad hoc reviewer for
several other marketing journals.

Peter E. Rossi (“Structural Modeling in Marketing:
Review and Assessment”) is Joseph T. and Bernice
S. Lewis Professor of Marketing and Statistics at the
Graduate School of Business, University of Chicago.
He received his Ph.D. from the University of Chicago
and his B.A. from Oberlin College. He has published
a number of articles in refereed journals in market-
ing, economics, statistics, and econometrics, including
Quantitative Marketing and Economics Marketing Sci-
ence, the Journal of Marketing Research, American Eco-
nomic Review, the Journal of the American Statistical
Association, Econometrica, the Journal of Political Econ-
omy, the Journal of Econometrics, Biometrika, Journal
of Business and Economic Statistics, and the Journal of
Economic Theory. His areas of research interest include
pricing and promotion, target marketing, direct mar-
keting, micromarketing, limited dependent variable
models, and Bayesian statistical methods. A fellow of
the American Statistical Association and the Journal
of Econometrics, he is founding editor of Quantitative
Marketing and Economics and a past associate editor
for the Journal of the American Statistical Association,
the Journal of Econometrics, and the Journal of Business
and Economic Statistics. He is Director, Kilts Center for
Marketing, GSB, University of Chicago.

Roland T. Rust (“Marketing Models of Service and
Relationships”) holds the David Bruce Smith Chair
in Marketing at the Robert H. Smith School of Busi-
ness at the University of Maryland, where he is Chair
of the Marketing Department and Executive Direc-
tor of the Center for Excellence in Service. His life-
time achievement honors include the AMA’s Gilbert
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A. Churchill Award for Lifetime Achievement in Mar-
keting Research, the Outstanding Contributions to
Research in Advertising Award from the American
Academy of Advertising, the AMA’s Career Contribu-
tions to the Services Discipline Award, Fellow of the
American Statistical Association, the Distinguished
Marketing Scholar Award from SMA, and the Henry
Latané Distinguished Doctoral Alumnus Award from
the University of North Carolina at Chapel Hill. He
has won best article awards for articles in Marketing
Science, the Journal of Marketing Research, the Journal
of Marketing (three times), the Journal of Advertising,
and the Journal of Retailing, as well as MSI's Robert
D. Buzzell Best Paper Award (twice) and the Berry-
AMA Book Prize. He is the founder and Chair of the
AMA'’s annual Frontiers in Services Conference and
was Founding Editor of the Journal of Service Research.
He is currently the Editor of the Journal of Marketing.

Kannan Srinivasan (“Invited Commentary: Empir-
ical Analysis of Theory-Based Models in Marketing”)
is H.J. Heinz II Professor of Management, Market-
ing and Information Systems at the Tepper School
of Business, Carnegie Mellon University, Pittsburgh,
Pennsylvania. He is an associate editor of Management
Science and an area editor for Marketing Science and
Quantitative Marketing and Economics.

Baohong Sun (“Invited Commentary: Technol-
ogy Innovation and Implications for Customer Rela-
tionship Management” and “Invited Commentary:
Dynamic Structural Consumer Models and Current
Marketing Issues”) is an associate professor of Mar-
keting 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 promo-
tion effect and impact on consumer choice, new prod-
uct forecasting and survey design, and choice mod-
els in CRM. Her recent work focuses on develop-
ing dynamic structural models to investigate con-
sumer response to cross-selling campaigns, loyalty
programs, call allocation in service centers, new ser-
vice channels, optimal design of pricing structures
in subscription industry, and dynamic and proac-
tive customer relationship management. Her research
papers have been published in Marketing 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 Marketing.

Sanjeev Swami (“Invited Commentary: Research
Perspectives at the Interface of Marketing and Oper-
ations: Applications to the Motion Picture Industry”)
is an associate professor in Industrial and Manage-
ment Engineering at the Indian Institute of Tech-
nology, Kanpur. He holds a Bachelor’s of Engineer-
ing in Production and Industrial Engineering from
the University of Allahabad, a Master of Technology
in Industrial and Management Engineering from the

Indian Institute of Technology, Kanpur, and a Ph.D.
in Marketing from the University of British Columbia,
Canada. He is a doctoral consortium fellow of the
American Marketing Association and a recipient of a
University Graduate Fellowship from the University
of British Columbia. He has also received AICTE (All
India Council of Technical Education) Career Award
for Young Teachers and DST (Department of Science
and Technology, Government of India) Young Scien-
tist Award. His research papers have been published
in Marketing Science, the International Journal of Non-
Profit and Voluntary Sector Marketing, Interfaces, Manu-
facturing and Service Operations Management, Marketing
Letters, and Vikalpa.

Gerard J. Tellis (“Research on Innovation: A Re-
view and Agenda for Marketing Science”) is the Neely
Chair in American Enterprise, Director of the Cen-
ter for Global Innovation, and Professor of Mar-
keting at the Marshall School of Business, at the
University of Southern California, Los Angeles, CA.
He has been Visiting Chair of Innovation, Market-
ing, and Strategy at the Judge Institute of Manage-
ment, Cambridge University, United Kingdom and
a Distinguished Visitor, Erasmus University, Rotter-
dam. Tellis specializes in global innovation, new
product growth, market entry, advertising, sales pro-
motion, and pricing. He has published over 60
papers and books on these topics (see http://www-
rcf.usc.edu/~tellis/publicathtm). His articles have
won numerous awards, including four of the most
prestigious awards in the field of marketing: the Frank
M. Bass, William E. Odell, Harold D. Maynard (twice),
and AMA-Berry awards. He has been on the editorial
review boards of the Journal of Marketing Research, the
Journal of Marketing, and Marketing Science for several
years.

Michel Wedel (“Structural Modeling in Marketing:
Review and Assessment”) is the Dwight E Benton
Professor of Marketing at the Ross School of Business
at the University of Michigan and honorary Professor
of Marketing at the Department of Economics or the
University of Groningen, The Netherlands. His main
research interests are in the application of statisti-
cal and econometric methods to marketing problems.
He has published in, among others the International
Journal for Research in Marketing, the Journal of Econo-
metrics, the Journal of Applied Econometrics, the Journal
of Classification, the Journal of Business and Economic
Statistics, the Journal of Consumer Research, the Journal
of Marketing Research, the Journal of Marketing, Market-
ing Letters, Marketing Science, Psychometrika, and Quan-
titative Marketing and Economics. Michel serves on the
editorial boards of the International Journal for Research
in Marketing, the Journal of Marketing Research, the Jour-
nal of Marketing, Journal of Classification, and Quan-
titative Marketing and Economics and is an area edi-
tor for Marketing Science. He has received the O’Dell
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best paper award and has edited special issues of the
Journal of Econometrics and the International Journal for
Research in Marketing. Also, he has published several
monographs.

Liyuan Wei (“Invited Commentary: Making Sense
of These Million-Dollar Babies—Rationale Behind
Superstar Profit Participation Contracts”) is a Ph.D.
candidate at the Rotman School of Management, Uni-
versity of Toronto. She received her M.A. in busi-
ness economics and her B.A. in marketing from the
Renmin University of China (Beijing). In an effort to
advance education of marketing in China, she trans-
lated into Chinese and published several influential
textbooks, including Product Management by Donald
R. Lehmann and Russell S. Winer; Marketing Research
by David A. Aaker, V. Kumar, and George S. Day; and
Marketing Engineering by Gary L. Lilien and Arvind
Rangaswamy. Her research interests include contrac-
tual issues between channel members, brand manage-
ment, quality signaling mechanisms, and behavioral
decision making. She is an ad hoc reviewer of Mar-
keting Science and the Journal of Economic Psychology.
Her favorite genre is film noir, and she relishes her
moviegoing experience at the Toronto International
Film Festival.

Berend Wierenga (“Invited Commentary: Motion
Pictures: Consumers, Channels, and Intuition”) is a
Professor of Marketing at RSM Erasmus University
Rotterdam. He graduated from the Wageningen Uni-
versity, and he is the Founding Editor of the Inferna-
tional Journal in Research in Marketing. Over time, his
research has covered various domains of marketing,
including brand choice processes, consumer decision
models, and marketing models. The main focus of his
recent work is marketing decision making and mar-
keting management support systems. In the motion
picture industry he is in particular involved in the
development of marketing management support sys-
tems for the selection of movies at the theater level
and the scheduling of these movies over the week,
in terms of time and screens. Berend Wierenga has
written several books, including Marketing Manage-
ment Support Systems: Principles, Tools and Implementa-

tion (with Gerrit van Bruggen), and his journal pub-
lications include articles in Inferfaces, the International
Journal of Research in Marketing, the Journal of Market-
ing, the Journal of Marketing Research, Management Sci-
ence, and Marketing Science.

Charles B. Weinberg (“Invited Commentary:
Research and the Motion Picture Industry”) is the
Presidents of SME Vancouver Professor of Marketing
and Chair of the Marketing Division at the Sauder
School of Business, University of British Columbia.
His research focuses on competitive dynamics in the
arts and entertainment industry, services, and public
and nonprofit marketing and management. Although
he grew up in New Jersey, he has lived in Vancou-
ver for more than 25 years and welcomes all to the
2008 Marketing Science Conference in Vancouver and
to see why he has chosen to live in “beautiful British
Columbia.”

Valarie Zeithaml (“Customer Metrics and Their
Impact on Financial Performance”) is the Roy and
Alice H. Richards Bicentennial Professor and M.B.A.
Associate Dean at the Kenan-Flagler Business School
of the University of North Carolina, Chapel Hill. She
is the recipient of numerous research awards, includ-
ing the MSI/Paul Root Award for a Journal of Mar-
keting article making significant impact on practice,
the Robert Ferber Consumer Research Award from
the Journal of Consumer Research, the Harold H. May-
nard Award from the Journal of Marketing, the Jagdish
Sheth Award from the Journal of the Academy of Mar-
keting Science, and the William F. O’Dell Award from
the Journal of Marketing Research. She is the co-author
of three books: Delivery Quality Service; Driving Cus-
tomer Equity: How Customer Lifetime Value Is Reshap-
ing Corporate Strategy; and Services Marketing: Integrat-
ing Customer Focus Across the Firm. In 2004, Profes-
sor Zeithaml received both the Innovative Contrib-
utor to Marketing Award given by the Marketing
Management Association and the Outstanding Mar-
keting Educator Award given by the Academy of
Marketing Science. In 2001, she received the Ameri-
can Marketing Association’s Career Contributions to
the Services Discipline Award.



