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Greg M. Allenby (“Investigating Endogeneity Bias
in Marketing”) is a Fellow of the American Statis-
tical Association and is co-author of Bayesian Statis-
tics and Marketing, published by John Wiley & Sons
(2005). He is an Associate Editor for Marketing Sci-
ence, the Journal of Marketing Research, the Journal of
Business and Economic Statistics, and Quantitative Mar-
keting and Economics. He is also on the editorial board
of Marketing Letters. Within the American Marketing
Association, Greg has served as Vice President of the
Research Council and chaired the Advanced Research
Technique (ART) Forum, a national conference that
brings together quantitative researchers from industry
and academia. Within the American Statistical Associ-
ation, he has served as Chair of the Section on Statis-
tics in Marketing.

Anil Arya (“The Bright Side of Supplier Encroach-
ment”) is the John J. Gerlach Chair in Accounting at
the Ohio State University. Professor Arya received his
bachelor’s degree in mechanical engineering from the
Indian Institute of Technology in Kanpur, India, and
his Ph.D. in business from the University of Iowa. His
research attempts to develop insights about practices
in decentralized organizations where information is
critical. His work has appeared in many academic
journals, including the Journal of Accounting and Eco-
nomics, the Journal of Economic Theory, Management Sci-
ence, and RAND Journal of Economics.

Sharad Borle (“The Impact of Survey Participa-
tion on Subsequent Customer Behavior: An Empirical
Investigation”) is an Assistant Professor of Manage-
ment at the Jones Graduate School of Management,
Rice University, Houston, Texas. He holds a Ph.D.
from the Carnegie Mellon University. His research
interests include applying quantitative methods to the
study of consumer behavior and Bayesian economet-
rics.

Utpal M. Dholakia (“The Impact of Survey Partici-
pation on Subsequent Customer Behavior: An Empir-
ical Investigation”) is an Associate Professor of Man-
agement at the Jesse H. Jones Graduate School of
Management, Rice University in Houston, Texas. He
has a master’s degree in psychology, a Ph.D. in
marketing from the University of Michigan, a mas-
ter’s degree in operations research from the Ohio
State University, and a bachelor’s degree in industrial
engineering from the University of Bombay. Utpal’s

727

research interests lie in studying motivational psy-
chology of consumers and online marketing issues
such as virtual communities and online auctions. He
also studies relational aspects of consumer behavior.
Among others, he has published in Marketing Science,
Management Science, the Journal of Marketing Research,
the Journal of Consumer Research, and the Journal of
Marketing. Utpal consults with firms in financial ser-
vices, energy, health care, and other industries.

Richard Engelbrecht-Wiggans (“A Comparison
of Buyer-Determined and Price-Based Multiattribute
Mechanisms”) is the IBE Distinguished Professor of
Business Administration in the College of Business at
the University of Illinois at Urbana-Champaign. He
received his Ph.D. in Operations Research from Cor-
nell University. His research interests revolve around
auctions: understanding existing auctions, auctions
as a paradigm for more general markets, and auc-
tions as a vehicle for studying decision maker behav-
ior. His publications include papers in Management
Science, Economic Theory, Games and Economic Behav-
ior, the International Journal of Game Theory, Operations
Research, Mathematical Programming, and the Journal of
Mathematical Economics.

Tiilin Erdem (“Brand Effects on Choice and Choice
Set Formation Under Uncertainty”) is the Leonard M.
Stern Professor of Business and a Professor of Mar-
keting at the Leonard M. Stern School of Business
at New York University, New York. She is also the
Research Director of the Center for Digital Economy
Research. Her research interests include advertising
and pricing; branding, brand equity, and brand man-
agement; econometric modeling; individual decision-
making and choice; and marketing science models of
consumer behavior. She has published several papers
in top field journals. She has received best-paper
awards, as well as major research grants, including
two major National Science Foundation grants. She
is an area editor and associate editor at Marketing
Science, Quantitative Marketing and Economics, and the
Journal of Consumer Research, and she is an editorial
board member at the Journal of Marketing Research,
the Journal of Marketing, the International Journal of
Research in Marketing, Marketing Letters, and the Jour-
nal of the Academy of Marketing Science. She is also cur-
rently serving as the President of ISMS (INFORMS
Society of Marketing Science).
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Rosanna Garcia (“Probabilistic Polyhedral Meth-
ods for Adaptive Choice-Based Conjoint Analysis:
Theory and Application”) is the McCarthy Family Fel-
low Assistant Professor of Marketing at Northeast-
ern University, Boston, MA. She received her Ph.D.
in Marketing from Michigan State University. Her
research interests are in diffusion of innovations and
complex systems.

Ernan Haruvy (“A Comparison of Buyer-Deter-
mined and Price-Based Multiattribute Mechanisms”)
is an Assistant Professor of Marketing in the School
of Management at the University of Texas at Dallas
(UTD). He received his Ph.D. in economics from the
University of Texas at Austin. His research primarily
relies on methodology from experimental economics.
His current research interests include market design,
procurement auctions, matching, coordination, learn-
ing, and promotions. His publications include papers
in the Journal of Business, the Journal of Finance, the
Review of Economics and Statistics, Games and Economic
Behavior, the Journal of Risk and Uncertainty, and Eco-
nomic Journal.

John Hauser (“Probabilistic Polyhedral Methods
for Adaptive Choice-Based Conjoint Analysis: Theory
and Application”) is the Kirin Professor of Marketing
and Head of the Management Science Area at M.I.T.’s
Sloan School of Management, where he teaches new
product development, marketing management, com-
petitive marketing strategy, and research methodol-
ogy. He is the co-author of two textbooks, Design and
Marketing of New Products and Essentials of New Prod-
uct Management, and is a former editor of Marketing
Science. He has published more than sixty scientific
papers. Among his awards are the Converse Award
for contributions to the science of marketing and the
Parlin Award for contributions to marketing research.
With some of his many co-authors, he was fortunate
to win the MSI award for the most significant contri-
bution to practice, the AMA’s Explor award for contri-
butions to online marketing research, and four ISMS
Little best-paper awards. He and co-authors have also
been close, as finalists, to winning the Little, Green,
O’Dell, and JPIM awards—alas, more than once for
some of these. He received an award from the MIT
Sloan School for outstanding teaching in the Mas-
ter’s program. His students have won major thesis
awards, including the Brooke’s Prize, the Zennetos’
Prize, the AMA Howard award, and the INFORMS
Bass Award. He has consulted for a variety of cor-
porations on product development, sales forecasting,
marketing research, voice of the customer, defensive
strategy, and R&D management. He is a founder and
principal at Applied Marketing Science, Inc.; a trustee
of the Marketing Science Institute; on the advisory
board of Affinnova, Inc.; an officer of INFORMS Soci-
ety of Marketing Science; and he serves on many edi-
torial boards.

Elena Katok (“A Comparison of Buyer-Determined
and Price-Based Multiattribute Mechanisms”) is an
Associate Professor of Supply Chain Management in
the Smeal College of Business at the Penn State Uni-
versity. She received her Ph.D. in Management Sci-
ence from the Penn State University. Her research
interests include market design, procurement auc-
tions, and behavioral operations and supply chain
management. Her publications include papers in
Management Science, the Journal of Economic Theory,
Production and Operations Management, Games and Eco-
nomic Behavior, the Journal of Operations Management,
and Economic Theory.

Anja Lambrecht (“Does Uncertainty Matter? Con-
sumer Behavior Under Three-Part Tariffs”) is an
Assistant Professor of Marketing at London Busi-
ness School. She holds a Master’s degree in business
(Diplom-Kauffrau) and a Ph.D. in Marketing from
Johann Wolfgang Goethe University, Frankfurt. Before
her Ph.D. studies, she was a consultant at McKinsey &
Company. Her research focuses on pricing of services,
on consumer choice and demand, and on consumer
adoption of new technology.

Qing Liu (“Investigating Endogeneity Bias in Mar-
keting”) is currently an assistant professor of mar-
keting at the University of Wisconsin-Madison. This
work was done while she was a Ph.D. student in the
Statistics Department of The Ohio State University.
She is interested in the application and development
of statistical theories and methodology to help solve
problems in practical situations, especially problems
in marketing.

Arul Mishra (“Seeing Through the Heart’s Eye: The
Interference of System 1 in System 2”) is an Assis-
tant Professor of Marketing at the David Eccles School
of Business, University of Utah. She holds a Ph.D.
from the University of lowa. Her research interests
include behavioral decision theory, affective and cog-
nitive processes, processing fluency, and Gestalt pro-
cessing. Some of her previous work has appeared in
the Journal of Consumer Research.

Himanshu Mishra (“Seeing Through the Heart’s
Eye: The Interference of System 1 in System 2”) is
an Assistant Professor of Marketing at the David
Eccles School of Business, University of Utah. He
received his Ph.D. from the University of Iowa in
2006. Himanshu’s current research interests focus on
affective and cognitive processes in consumer deci-
sions, nonconscious processes, and motivated reason-
ing. His papers have been published in the Journal of
Consumer Research. When Himanshu is not working,
he spends his time playing computer games.

Brian Mittendorf (“The Bright Side of Supplier
Encroachment”) is an Assistant Professor of Account-
ing at the Yale School of Management. Professor Mit-
tendorf received his bachelor’s degree in account-
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ing from Baylor University and his Ph.D. in account-
ing and MIS from the Ohio State University. His
research interests involve how incentives influence
and are influenced by common business practices. His
work has appeared in journals such as the Journal of
Accounting and Economics, Management Science, and the
RAND Journal of Economics.

Dhananjay Nayakankuppam (DJ) (“Seeing Through
the Heart’s Eye: The Interference of System 1 in Sys-
tem 2”) is an Assistant Professor of Marketing and the
Henry B. Tippie fellow at the Tippie College of Busi-
ness, University of lowa. DJ received his M.S. in Psy-
chology and his Ph.D. in Marketing from the Univer-
sity of Michigan. He has served on the editorial board
of the Journal of Consumer Research. DJ’s research inter-
ests include utilizing social cognition theories to study
evaluative processes, judgment, and decision making,
and his work has appeared in the Journal of Consumer
Research and the Journal of Consumer Psychology.

Thomas Otter (“Investigating Endogeneity Bias in
Marketing”) is a Professor of Marketing at Johann
Wolfgang Goethe University in Frankfurt, Germany.
He received his Ph.D. from the Vienna University of
Economics and Business Administration (WU-Wien).
His research interest is in the application and devel-
opment of Bayesian techniques to help conceptual-
ize and solve problems in marketing and marketing
research.

Ki-Eun Rhee (“Costly Collusion in Differentiated
Industries”) is an Assistant Professor of Economics at
the KDI School of Public Policy and Management in
Seoul, Korea. She holds a B.A. from Wellesley Col-
lege and a Ph.D. in economics from Columbia Univer-
sity. Her main research area is theoretical industrial
organization, and her papers have examined collu-
sive behavior of bidders in auctions and of firms in
oligopoly industries.

David E. M. Sappington (“The Bright Side of Sup-
plier Encroachment”) holds the Lanzillotti-McKethan
Eminent Scholar Chair in the Department of Eco-
nomics at the University of Florida. He also serves as
the Director of the University’s Public Policy Research
Center. Professor Sappington received his bachelor’s
degree in economics from Haverford College and his
Ph.D. in economics from Princeton University. His
research examines the design of incentive structures
in the presence of limited information. His work has
been published in such journals as the American Eco-
nomic Review, the Journal of Political Economy, the Jour-
nal of Economic Theory, and the RAND Journal of Eco-
nomics.

Miklos Sarvary (“News Consumption and Media
Bias”) is an Associate Professor of Marketing at
INSEAD. Before, he was a faculty member at the
Graduate School of Business at Stanford Univer-
sity and at the Harvard Business School. His main

research interest is in the marketing of information
and knowledge products. Previously, he has done
work on the international diffusion of technological
innovations and various aspects of Internet market-
ing. His work has appeared in Marketing Science, MR,
Management Science, and IJRM, among other academic
journals.

Katja Seim (“Does Uncertainty Matter? Consumer
Behavior Under Three-Part Tariffs”) is an Assistant
Professor of Business and Public Policy at the Whar-
ton School at the University of Pennsylvania. She
holds a B.A. in Economics from Franklin & Marshall
College and a Ph.D. in Economics from Yale Univer-
sity. Her research interests lie in the empirical analy-
sis of competitive behavior, including firms” product
introduction and entry decisions, nonlinear pricing,
and the adoption of new technologies.

Siddharth S. Singh (“The Impact of Survey Partici-
pation on Subsequent Customer Behavior: An Empir-
ical Investigation”) is an Assistant Professor of Mar-
keting, Jones School of Management, Rice Univer-
sity, Texas. He received his Ph.D. in marketing from
the Kellogg School of Management, Northwestern
University. His research interests involve customer
equity/customer lifetime value, consumer behavior,
customer loyalty programs, market segmentation,
database marketing, financial implications of market-
ing actions, and mere measurement effect on con-
sumer behavior.

Bernd Skiera ("Does Uncertainty Matter? Con-
sumer Behavior Under Three-Part Tariffs") is Chaired
Professor of Marketing at the School of Business and
Economics at Johann Wolfgang Goethe University of
Frankfurt, Germany, and a member of the board of
the E-Finance Lab, a research institution that concen-
trates on the industrialization of the financial service
industry. He heads a research group that focuses on
customer management in the financial service indus-
try. His research interests are pricing, customer man-
agement, and virtual stock markets. His research has
also appeared in journals such as, among others, Man-
agement Science, Marketing Science, the Journal of Mar-
keting Research, and the European Journal of Operational
Research.

Joffre Swait (“Brand Effects on Choice and Choice
Set Formation Under Uncertainty”) received his Ph.D.
from MLLT. in Transportation Systems Analysis. His
primary research areas are (1) choice model formula-
tions, (2) heuristics and multistage decision making,
and (3) brand equity. He has published in Transporta-
tion Research, Transportation Research Record, Trans-
portation Science, Transportation, the Journal of Environ-
mental Economics and Management, the Journal of Econo-
metrics, Health Economics, Value in Health, the Journal of
Consumer Research, Organizational Behavior and Human
Decision Processes, the Journal of Consumer Psychology,
the Journal of Marketing Research, Marketing Science,



Downloaded from informs.org by [216.73.216.11] on 05 June 2026, at 00:54 . For personal use only, all rights reserved.

730

Focus on Authors
Marketing Science 26(5), pp. 727-730, ©2007 INFORMS

the International Journal of Research in Marketing, the
Journal of Retailing and Consumer Services, and Mar-
keting Letters. He is on the editorial boards of Trans-
portation Research Series B, Marketing Science, and the
Journal of Retailing and Consumer Services. His career
has included periods in public, private, and academic
positions in Brazil, Canada, and the United States.
He is currently a partner in Advanis Inc., a mar-
ket research consulting firm specializing in consumer
demand measurement.

Raphael Thomadsen (“Costly Collusion in Differ-
entiated Industries”) is an Assistant Professor of Mar-
keting at the UCLA Anderson School of Management.
He holds a B.A. from the University of Wisconsin and
a Ph.D. in economics from Stanford University. His
research interests include examination—both theoreti-
cally and empirically—of how product differentiation
and intensity of competition affect firms” optimal mar-
keting strategies.

Olivier Toubia (“Probabilistic Polyhedral Methods
for Adaptive Choice-Based Conjoint Analysis: Theory
and Application”) is an Assistant Professor of Mar-
keting at the Columbia Business School. He is a grad-
uate from Ecole Centrale Paris (Paris, France), and
he holds an M.S. in Operations Research and a Ph.D
in Marketing, both from M.LT. His research focuses

on adaptive experimental design, conjoint analysis,
preference measurement, idea generation, and idea
screening. His research has also appeared in the Jour-
nal of Marketing Research and in previous issues of
Marketing Science.

Robert A. Westbrook (“The Impact of Survey Par-
ticipation on Subsequent Customer Behavior: An
Empirical Investigation”) is the William Alexander
Kirkland Professor of Management at the Jones Grad-
uate School of Management, Rice University, in Hous-
ton, Texas. He received his Ph.D. in Business Admin-
istration with an emphasis in marketing from the
University of Michigan. His research interests are
focused on the conceptualization and measurement
of customer satisfaction/loyalty; customer satisfac-
tion/loyalty judgment processes; behavioral and psy-
chological effects of customer satisfaction/loyalty;
and the organizational usage of customer satisfac-
tion/loyalty information. |

Yi Xiang (“News Consumption and Media Bias”) is
an Assistant Professor of Marketing at The Hong Kong
University of Science and Technology. He received his
Ph.D. in Management from INSEAD (Fontainebleau,
France). Yi’s research focuses on media competition,
media strategy, information efficiency of markets, and
competition’s impact on market evolution.



