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Kusum L. Ailawadi (“Practice Prize Report: Quan-
tifying and Improving Promotion Effectiveness at
CVS”) is the Charles Jordan 1911 TU’12 Professor of
Marketing at the Tuck School of Business, Dartmouth
College. Kusum'’s research interest is in the econo-
metric modeling of (I) marketing spending decisions
and their impact on firm, category, and brand per-
formance; and (II) the strategic interaction between
packaged goods manufacturers and retailers and their
relative performance. Her work has been published
in journals like the Journal of Marketing, the Journal
of Marketing Research, Marketing Science, Sloan Man-
agement Review, the International Journal of Research in
Marketing, and the Journal of Retailing. Kusum and her
co-authors have won Best Paper awards from the Jour-
nal of Retailing, the Journal of Marketing Harold Maynard
Award, and Marketing Science. She serves on the edito-
rial review boards of the Journal of Marketing, the Jour-
nal of Retailing, Marketing Science, and Review of Mar-
keting Science. Kusum lives in Manchester, NH with
her husband, Anand, and two golden retriever kids,
Taddy and Toffee.

Neeraj Arora (“Embedded Premium Promotion:
Why It Works and How to Make It More Effec-
tive”) is Arthur C. Nielsen, Jr. Professor of Market-
ing Research at the University of Madison-Wisconsin,
where he also serves as the Executive Director of the
A.C. Nielsen Center for Marketing Research. He has
an undergraduate degree in engineering from Delhi
University, and an M.B.A. and a Ph.D. from The Ohio
State University. Neeraj’s research focuses on busi-
ness problems that require econometric modeling of
individual or group behavior. Most of this research
builds upon psychological and microeconomic mod-
els of consumer choice that use Bayesian statistics. He
serves on the editorial board of the Journal of Market-
ing Research. His papers have appeared in the Journal
of Marketing Research, Marketing Science, the Journal of
Consumer Research, the International Journal of Research
in Marketing and Marketing Letters.

Jonah Berger (“The Influence of Product Variety on
Brand Perception and Choice”) is a Ph.D. candidate
at Stanford University’s Graduate School of Business.
His research is focused on consumer decision making,
with a particular emphasis on trends and social conta-
gion, or how products, ideas, and behaviors catch on
and become popular as well as die out and become

584

abandoned. He has published, or has work forth-
coming, in such journals as the Journal of Consumer
Research, the Journal of Personality and Social Psychology,
Cognitive Science, and the Journal of Economic Psychol-
ogy. By working to understand decision making, he
hopes to gain insight into why he has such difficulty
making decisions.

Cesar Berrospi (“The 2005 ISMS Practice Prize
Winner: Customer Equity and Lifetime Management,
(CELM) Finnair Case Study”) is a researcher at the
IBM Zurich Research Laboratory. He has also worked
as a consultant at Accenture in Barcelona, Spain. He
holds an M.S. in Mathematics from the Technical Uni-
versity of Catalonia, Spain, and an M.S. in Mathemat-
ical Engineering from Ecole Polytechnique, France,
and EPFL, Switzerland. He has received an IBM
Research Division Award and the 2005 INFORMS
Society for Marketing Science Practice Prize. His
research interests and publications are primarily in
the areas of data mining, customer segmentation,
campaign management, and marketing portfolio opti-
mization.

Jacques César (“Practice Prize Report: Quanti-
tying and Improving Promotion Effectiveness at
CVS”) is a Director and member of the Manage-
ment Committee of Mercer Management Consulting,
where he heads Mercer’s Global Pricing and Con-
sumer Profit Unit. Jacques’ work focuses on help-
ing clients achieve customer-led transformations in
mature retail and B2B environments through re-
engineering all elements of the customer offer (with
particular focus on pricing, product offering, and
marketing-manufacturing alignment). He has 22 years
of experience in consulting for clients primarily based
in the UK and North America. Over this time he has
led many large assignments in industries as varied as
retail, consumer goods, financial services, telecommu-
nications, oil products, chemicals, paints and coatings,
building products, electricity supply, rail, travel, and
leisure. Jacques graduated from the Ecole Centrale des
Arts et Manufactures in Paris with a Master’s degree
in Science. He also holds a B.A. in Economics from La
Sorbonne and a joint M.B.A. from Institut Superieur
des Affaires, Paris, and Stanford University.

Ely Dahan (“Greedoid-Based Noncompensatory
Inference”) is an Assistant Professor of Marketing at
the Anderson School, University of California at Los
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Angeles, where he teaches New Product Develop-
ment, Product Innovation and Marketing, and Mod-
els of Preference Measurement and NPD. His research
on Web-based preference measurment won the Lit-
tle, EXPLOR, and Hustad awards, and his teaching
earned the Dean Robbins teaching award at UCLA.
He and his wife hope to survive the challenge of four
children applying to college simultaneously in 2007.

Michaela Draganska (“The Influence of Product
Variety on Brand Perception and Choice”) is an Asso-
ciate Professor of Marketing at Stanford Graduate
School of Business. Her research is aimed at help-
ing marketing managers make better decisions by
developing econometric models of consumer and firm
behavior. The emphasis of her current research is on
the strategic effects of marketing decisions in a com-
petitive environment. Specifically, she investigates
how manufacturers optimally decide which products
to sell, how to advertise them to consumers, and how
to distribute them through retailers. Michaela’s work
shows how firms can harness these decisions to gain
a competitive advantage over their rivals.

André Elisseeff (“The 2005 ISMS Practice Prize
Winner: Customer Equity and Lifetime Management
(CELM) Finnair Case Study”) obtained his Ph.D. in
computer science from the Ecole Normale Supérieure
de Lyon (France) in 2000. He spent two years in New
York, working for a biotech start-up company apply-
ing machine learning techniques to biomedical data.
He then joined the Max Planck Institute in Tiibingen,
Germany, as a research scientist to engage in theory of
machine learning and develop tools for data analysis.
Since 2003, he has been working on business applica-
tions as a research staff member in the business opti-
mization group within the Computer Sciences Depart-
ment of IBM’s Research Division in Switzerland.

Duncan K. H. Fong (“Mapping the Bounds of Inco-
herence: How Far Can You Go and How Does It
Affect Your Brand?”) is a Professor of Marketing and
Professor of Statistics in the Smeal College of Business
Administration at The Pennsylvania State University.
He holds a Ph.D. in statistics from Purdue Univer-
sity. His primary research interests include market-
ing models, Bayesian analysis, model selection, fore-
casting, and supply chain management. He has pub-
lished articles in Marketing Science, the Journal of the
American Statistical Association, the Journal of Business
and Economic Statistics, the Journal of Econometrics, the
European Journal of Operational Research, Naval Research
Logistics, Psychometrika, and Technometrics, among oth-
ers. Professor Fong was an Associate Editor of ISBA
Bulletin, the official publication of the International
Society for Bayesian Analysis, from March 2001 to
June 2004. He is a Founding Member of the Interna-
tional Society for Bayesian Analysis and served on the
Board from 1992 to 1994.

Bari A. Harlam (“Practice Prize Report: Quantify-
ing and Improving Promotion Effectiveness at CVS”)
is Vice President, Marketing Intelligence at CVS, Inc.
Prior to joining CVS, Bari was on the faculty at the
University of Rhode Island and Columbia Univer-
sity’s Graduate School of Business. She has published
in a variety of journals, including the Journal of Mar-
keting Research, the Journal of Marketing, the Interna-
tional Journal of Research in Marketing, and the Journal
of Business Research. She holds undergraduate, Mas-
ter’s, and Ph.D. degrees from the University of Penn-
sylvania, The Wharton School. Bari lives in Provi-
dence, RI with her husband, Alan, and three children.

John R. Hauser (“Greedoid-Based Noncompen-
satory Inference”) is the Kirin Professor of Market-
ing and Head of the Management Science Area at the
M.LT. Sloan School of Management, where he teaches
new product development, marketing management,
competitive marketing strategy, and research method-
ology. 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 Con-
verse Award for scientific contributions and the Parlin
Award for contributions to marketing research. For six
long years he was Editor of Marketing Science. Out-
side interests include sailing, swimming, NASCAR,
opera, and country music.

Ty Henderson (“Embedded Premium Promotion:
Why It Works and How to Make It More Effec-
tive”) is an Assistant Professor of Marketing, Red
McCombs School of Business, University of Texas
at Austin. Ty’s research interests include assessing
sales promotion effectiveness, noncompensatory con-
sumer choice, hierarchical Bayes econometric models,
embedded premiums, and the social interdependence
of choice behavior.

Ujwal Kayande (“Mapping the Bounds of Incoher-
ence: How Far Can You Go and How Does It Affect
Your Brand?”) is an Assistant Professor of Marketing
at Penn State. He was previously on the faculty at
the Australian Graduate School of Management, Syd-
ney. He holds a Ph.D. from University of Alberta and
a Master of Management Studies (Marketing) from
J. Bajaj Institute of Management Studies, Mumbai. His
work has been published in leading marketing jour-
nals, including the Journal of Marketing Research, the
International Journal of Research in Marketing, and the
Journal of Retailing. In 1998, he won the American Mar-
keting Association’s Don Lehmann Award for the best
Ph.D.-based article published in the Journal of Market-
ing Research or the Journal of Marketing. His research
interests are in the areas of marketing measurement
and models, as well as marketing strategy.

Abderrahim Labbi (“The 2005 ISMS Practice
Prize Winner: Customer Equity and Lifetime Manage-
ment (CELM) Finnair Case Study”) is CRM Research
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Leader at IBM Research Labs in Zurich, Switzerland.
His research, teaching, and consulting activities in
the last 15 years have been focused on quantitative
approaches to optimization of various business pro-
cesses, especially in the CRM and Risk Management
areas for several industries. He has published more
than 40 papers in international business and scientific
journals and conferences and holds several patents,
including the Customer Equity and Lifetime Manage-
ment (CELM) solution, which was the 2005 Practice
Prize Winner of the INFORMS Society for Marketing
Science (ISMS) Practice Prize Competition.

Gary L. Lilien (“Special Section Introduction: The
2005 ISMS Practice Prize Competition” and “Map-
ping the Bounds of Incoherence: How Far Can You
Go and How Does It Affect Your Brand?”) is Distin-
guished Research Professor of Management Science in
The Smeal College of Business at Penn State and is
also cofounder and Research Director of the Institute
for the Study of Business Markets (www.isbm.org).
He is the author or coauthor of twelve books (includ-
ing Marketing Models with Phil Kotler and Market-
ing Engineering with Arvind Rangaswamy) and over
90 professional articles. He was Departmental Edi-
tor for Marketing for Management Science; 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 an Area
Editor for Marketing Science. He is the former Presi-
dent, as well as Vice President/Publications, for The
Institute of Management Sciences. He is VP External
Relations, and a Fellow, of the European Marketing
Academy and serves on the Advisory Board of the
INFORMS Society for Marketing Science. He is an
INFORMS Fellow and was honored as Morse Lecturer
for INFORMS, and he received the George E. Kimball
Medal for distinguished contributions to the field of
operations research. He has received honorary doc-
torates from the University of Liege, the University of
Ghent, and Aston University.

Andreas Mild (“Practice Prize Report: An Assort-
mentwide Decision-Support System for Dynamic
Pricing and Promotion Planning in DIY Retailing”)
received his Ph.D. from the Vienna University of Eco-
nomics and Business Administration, where he is
now an Associate Professor. His previous research
appeared in journals such as Management Science, MIS
Quarterly, or the Journal of Retailing and Consumer
Services. His research interests include new product
development, market basket analysis, and competi-
tive analysis.

Martin Natter (“Practice Prize Report: An Assort-
mentwide Decision-Support System for Dynamic
Pricing and Promotion Planning in DIY Retailing”)
is the Hans Strothoff Professor of Retail Marketing
at the Johann Wolfgang Goethe-University Frankfurt,

Germany. He received his Ph.D. from Vienna Uni-
versity of Economics and Business Administration,
Austria. His research papers have been published in
journals such as Management Science, Marketing Letters,
the European Journal of Operational Research, the Jour-
nal of Retailing and Consumer Services, and the Inter-
national Journal of Production Economics. His research
interests include retail pricing, new product decisions,
and competitive analysis. He likes to develop and test
market methodologies in real-world settings.

Vincent R. Nijs(“Retail-Price Drivers and Retailer
Profits”) is an Assistant Professor of Marketing at the
Kellogg Graduate School of Management, Northwest-
ern University. He holds a Master’s degree in Market-
ing Research from the University of Groningen and
a Ph.D. in Marketing from the University of Leuven.
He won the John D. C. Little Award (2001) and Frank
M. Bass Award (2002) for the paper "The Category
Demand Effects of Price Promotions,” published in
Marketing Science. His current research projects focus
on cross-category demand dependencies, drivers of
retail pricing, pass-through, and the intensity and tim-
ing of competitive interaction. His research aims to
derive empirical generalizations that are of interest to
both academics and managers.

James Orlin (“Greedoid-Based Noncompensatory
Inference”) is the Edward Pennell Brooks Professor
of Operations Research and Co-Director, MIT Oper-
ations Research Center, Massachusetts Institute of
Technology. He specializes in network and combina-
torial optimization. With two colleagues, he has writ-
ten a graduate-level text, Network Flows: Theory, Algo-
rithms, and Applications (1993), which won the 1993
Lanchester Prize for the best English language pub-
lication in Operations Research. He is new to pub-
lishing in the field of marketing and has enjoyed his
collaboration with the marketing faculty.

Koen Pauwels (“Retail-Price Drivers and Retailer
Profits”) is Associate Professor of Business Adminis-
tration at the Tuck School of Business at Dartmouth.
He received his Ph.D. in management from the Uni-
versity of California, Los Angeles in 2001. In 2004,
Koen organized the first Marketing Dynamic Confer-
ence, which is now in its third edition. Last Decem-
ber, his life changed with the arrival of his baby
boy, Kerem, a bundle of 24/7 joy. Koen’s research
focuses on return on marketing investment for prod-
uct innovation, pricing, channel introduction, and
advertising, and it includes recent studies on market-
ing dashboards and performance turnaround strate-
gies in the face of market maturity and price wars. His
work received the Best Paper Award (EMAC 2001),
was a finalist for the Paul Green Award (2002), and
appeared in The Journal of Marketing Research, Harvard
Business Review, the Journal of Marketing, Marketing Sci-
ence, and Management Science.
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Thomas Reutterer (“Practice Prize Report: An
Assortmentwide  Decision-Support ~ System  for
Dynamic Pricing and Promotion Planning in DIY
Retailing”) received his Ph.D. degree from the Vienna
University of Economics and Business Administra-
tion, where he is now an Associate Professor of
Marketing. Prior experience includes a visiting posi-
tion at the University of Sydney and a commitment
as a consultant with Simon, Kucher & Partners,
Strategy & Marketing Consultants (Bonn, Germany).
His research papers have been published in journals
such as Computers & Operations Research, the Journal of
Retailing and Consumer Services, and Industrial Market-
ing Management. His research interests include market
basket analysis, customer relationship management,
market segmentation, and competitive analysis.

John H. Roberts (“Mapping the Bounds of Incoher-
ence: How Far Can You Go and How Does It Affect
Your Brand?”) holds a joint appointment as Scientia
Professor of the University of New South Wales at the
Australian Graduate School of Management in Syd-
ney and Professor of Marketing at the London Busi-
ness School. He completed his M.Sc. and Ph.D. at
M.LT. after receiving a Master of Commerce and Hon-
ors Arts degree at the University of Melbourne, as
well as twelve years of senior marketing experience
in industry and government. John has won the Amer-
ican Marketing Association’s John A. Howard Award,
the William O’Dell Award, and the ART Forum Best
Paper Award. He has been Runner Up in the John
D. C. Little Award thrice and was a Finalist in the
Inaugural INFORMS Society for Marketing Science
(ISMS) Practice Prize Competition. He sits on the edi-
torial boards of Marketing Science, the Journal of Mar-
keting Research, the Journal of Forecasting, the Inter-
national 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 behavior.

Jiwoong Shin (“How Does Free Riding on Cus-
tomer Service Affect Competition?”) is a happy father
and an Assistant Professor at the School of Manage-
ment at Yale University. He holds an M.S. and a B.A.
in Business from Seoul National University, as well
as a Ph.D. from MIT. His current research focuses on
the consumer search theory, advertising, competitive
strategies, loyalty program, and CRM. His previous
works appear in the Journal of Marketing Research,
Management Science, etc.

Itamar Simonson (“The Influence of Product Vari-
ety on Brand Perception and Choice”) is the Sebas-
tian S. Kresge Professor of Marketing at the Grad-
uate School of Business, Stanford University. Itamar

has published over 50 articles in leading marketing
and decision making journals, primarily in the areas
of buyer decision making, consumer choice, and mar-
keting management. He has won many awards for
his research, including the Best Article published in
the Journal of Consumer Research, twice the Journal of
Marketing Research O’Dell Award, the Best Article in
the Journal of Public Policy & Marketing, the Associa-
tion for Consumer Research Ferber Award, and the
American Marketing Association award for the Best
Article on services marketing. At Stanford, Dr. Simon-
son has taught MBA courses on marketing manage-
ment, marketing to businesses, and technology mar-
keting, as well as Ph.D. courses on buyer behavior,
buyer research methods, and decision making. Itamar
serves on eight editorial boards of leading marketing
and decision making journals

Shuba Srinivasan (“Retail-Price Drivers and
Retailer Profits”) is an Associate Professor of Market-
ing and University Scholar at the A. Gary Anderson
Graduate School of Management at the University
of California, Riverside. She obtained her Ph.D. from
the University of Texas at Dallas and has also been
a visiting research scholar at UCLA. Her research
estimates return on marketing investment and long-
term marketing productivity. Toward this end, she
applies her expertise in time-series econometric mod-
eling and strategic marketing to examine how market-
ing actions affect long-run firm performance. Recent
research includes the study of optimal allocation of
a firm’s resources to corporate versus product brand-
ing efforts, as well as assessing the impact of market-
ing investments on brand equity. Her research won
the 2001 EMAC Best Paper Award, and her papers
have been published in Marketing Science, Management
Science, the Journal of Marketing, the International Jour-
nal of Research in Marketing, Marketing Letters, Harvard
Business Review, and the Journal of Economics and Man-
agement Strategy, among others. Recently, the Univer-
sity of California, Riverside, named her a University
Scholar for the three-year period from 2006 to 2009.

Alfred Taudes (“An Assortment-Wide Decision-
Support System for Dynamic Pricing and Promotion
Planning in DIY Retailing”) is Professor for MIS and
Business Administration at the Vienna University of
Economics and Business Administration (WU). Cur-
rently, he is head of WU’s Institute for Production
Management. His research papers have been pub-
lished in journals such as Management Science, Mar-
keting Science, and MIS Quarterly, and the European
Journal of Operational Research. His research interests
include demand modelling and market-driven supply
chain management. He likes to work on interdiscipla-
nary topics covering marketing, operations manage-
ment, and MIS.
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Giuliano Tirenni (“The 2005 ISMS Practice Prize
Winner: Customer Equity and Lifetime Management
(CELM) Finnair Case Study”) is a strategy consul-
tant in Zurich. He obtained a Ph.D. in Business from
the University of St. Gallen with his work conducted
at IBM Research in the area of business optimization
and analytical customer relationship management, a
M.B.A. from the Collége des Ingénieurs (CDI) in Paris,
an M.Sc. in Computer Engineering from the Politec-
nico di Milano, and an M.Sc. in General Engineering
from the Ecole Nationale Supérieure de Techniques
Avancées (ENSTA). His research interests focus on
predictive models for managerial decision making,
customer lifetime value, and data mining. Dr. Tirenni
received an IBM Research Division Award and the
2005 INFORMS Society for Marketing Science Prac-
tice Prize. His professional experience includes con-
sulting engagements in the field of CRM, business
intelligence, and IT strategy in the financial services,
telecommunications, and air travel industries.

David Trounce (“Practice Prize Report: Quan-
tifying and Improving Promotion Effectiveness at
CVS”) is a Director in the Retail and Value Engi-
neering Profit Unit at Mercer Management Con-
sulting, and he works out of Mercer’s San Fran-
cisco and New York offices. He focuses on helping

retail and consumer businesses rapidly create and
sustain significant sales and profit improvement by
employing data-driven, customer-focused strategies,
and he is an expert on pricing, promotions, customer-
specific offers, in-market experimentation, data analy-
sis, statistics, modeling, and consumer research.
David has led multiple projects in several long-term
relationships with United States and UK retailers and
consumer businesses during his 11 years at Mercer,
and he represents the RVE unit on Mercer’s North
America Management Team. David holds B.A. and
honorary M.A. first-class degrees in mathematics and
computer science from Cambridge University, and he
also holds an M.B.A. from the Graduate School of
Business at Stanford University, where he was an
Arjay Miller Scholar.

Michael Yee (“Greedoid-Based Noncompensatory
Inference”) is a doctoral student at the MIT Opera-
tions Research Center. He has conducted research in
the areas of manufacturing, transportation, and mar-
keting science. For the last couple of summers, he has
worked on defense-related projects involving machine
learning and social network analysis. Outside of the
classroom and workplace, his interests include mar-
tial arts, music, programming, writing, and foreign
languages.



