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Dan Ariely (“Zero as a Special Price: The True
Value of Free Products”) is the Alfred P. Sloan Pro-
fessor of Behavioral Economics at the Massachusetts
Institute of Technology (MIT). He received his doc-
toral degrees from the University of North Carolina
at Chapel Hill and from Duke University. His current
research focuses on day-to-day irrationalities and on
the market mechanisms that try to overcome them. He
has founded the eRationalty research initiative at both
the Media Laboratory and the Center for Advanced
Hindsight at MIT. He is continuously improving his
book Dining Without Crumbs: The Art of Eating Over
the Sink.
Laura M. Buchholz (“Modeling the Determinants

and Effects of Creativity in Advertising”) is a lec-
turer of marketing at Indiana University Blooming-
ton, where she also earned B.A. and M.B.A. degrees
in marketing. While her main focus is teaching, her
research has appeared in the Journal of Advertising.
Her current teaching interests are focused on cre-
ativity in marketing, color and design, and student
growth. She has received an innovative teaching
award for creative use of technology in the classroom.
In addition to her academic duties, she is developing
a website with an intellectual model and program for
enhancing personal creativity and growth.
William K. Darley (“Modeling the Determinants

and Effects of Creativity in Advertising”) is Profes-
sor of Marketing at the University of Toledo. His
research focuses on consumer decision making, con-
sumer response to marketing communications, new
product diffusion and marketing communications,
and strategic use of marketing information to manage
relationships with customers. His work has appeared
in journals such as the Journal of Marketing, Journal of
Consumer Research, Journal of the Academy of Marketing
Science, Journal of Business Research, Journal of Adver-
tising, International Marketing Review, Journal of Mar-
keting Communications, Psychology & Marketing, Journal
of Consumer Affairs, and elsewhere. He is the recipi-
ent of the 1994 University of Toledo College of Busi-
ness Administration’s Research Award. He currently
serves on the editorial review boards of the Journal
of Marketing Communications, Psychology & Marketing,
and Journal of African Business, and was previously an
associate editor for the Journal of Business Research.

Theodoros Evgeniou (“A Convex Optimization
Approach to Modeling Consumer Heterogeneity
in Conjoint Estimation”) is Assistant Professor of
Technology Management and Decision Sciences at
INSEAD. He holds two B.S. degrees (Computer Sci-
ence and Mathematics), a Master’s degree, and a
Ph.D. in Computer Science from the Massachusetts
Institute of Technology. His research focuses on devel-
oping novel and rigorous methodologies for solving
interesting data-intensive problems relevant to orga-
nizations.
John R. Hauser (“On Managerially Efficient Exper-

imental Designs”) is the Kirin Professor of Market-
ing and the head of the management science area
at the Sloan School of Management, Massachusetts
Institute of Technology (MIT), where he teaches new
product development, marketing management, com-
petitive marketing strategy, and research methodol-
ogy. He is the coauthor of two textbooks, Design
and Marketing of New Products and Essentials of New
Product Management, and was previously an editor of
Marketing Science. His awards include the Converse
Award for contributions to the science of marketing
and the Parlin Award for contributions to marketing
research. With some of his many coauthors he was
fortunate to win the MSI Award for the most sig-
nificant contribution to practice, the AMA’s Explor
Award for contributions to online marketing research,
and four ISMS Little Best Paper Awards. He and his
coauthors have also been close as finalists for the
Little, Green, O’Dell, and JPIM Awards—alas, more
than once for some of them. He received an award
from the MIT Sloan School for outstanding teach-
ing in the Master’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 corporations on product development, sales fore-
casting, 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 Society of Marketing Science and serves
on many editorial boards, and has published over 60
scientific papers.
Joseph Johnson (“The Value of Quality”) is an

Assistant Professor of Marketing at the University of
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Miami. He received his Ph.D. from the University
of Southern California, and his research interests are
focused on consumer biases in financial products, val-
uation of marketing strategy, and the customization
of marketing promotions. His research has appeared
in leading journals such as the Journal of Consumer
Research, Journal of the Academy of Marketing Science,
and Journal of Optimization Theory and Applications.
His teaching interests are international marketing and
marketing strategy.
Fernando S. Machado (“Smoking Cessation: A

Model of Planned vs. Actual Behavior for Time-
Inconsistent Consumers”) is an associate professor at
the School of Economics and Management, Catholic
University of Portugal (UCP), where he received two
B.Sc. degrees in business administration and eco-
nomics. He also received a Ph.D. in agricultural eco-
nomics from the University of Reading, UK. His
current research interests lie mainly in the analysis
of consumer preferences and consumer valuation of
both market and nonmarket goods such as health, life
expectancy, and environmental quality. His research
has appeared in Environmental and Resource Economics,
Empirical Economics, the Journal of Agricultural Eco-
nomics, and the European Review of Agricultural Eco-
nomics.
Scott B. MacKenzie (“Modeling the Determinants

and Effects of Creativity in Advertising”) is the Neal
Gilliatt Chair and Professor of Marketing at the
Kelley School of Business, Indiana University. He
received a B.A. in psychology and M.B.A. and Ph.D.
degrees in marketing from the University of Califor-
nia, Los Angeles. He is the author of nearly 60 articles
on advertising effectiveness, organizational citizen-
ship behavior, leadership, and research methodology.
His articles have appeared in leading marketing and
management journals including the Journal of Market-
ing Research, Journal of Marketing, Journal of Consumer
Research, Journal of Applied Psychology, Organizational
Behavior and Human Decision Processes, Strategic Man-
agement Journal, and Personnel Psychology. He is a pre-
vious winner of AMA’s Harold H. Maynard Award
and SIOP’s William A. Owens Scholarly Achievement
Award, and he received honorable mention in ACR’s
Robert Ferber Award competition. He is a member
of AMA, ACR, and SCP; has served on the edito-
rial boards of the Journal of Consumer Research, Jour-
nal of Marketing Research, Journal of Marketing, Journal
of Consumer Psychology, International Journal of Mar-
keting Research, and Journal of the Academy of Market-
ing Science; and has consulted for companies in the
insurance, petrochemical, pharmaceutical, and fast-
food industries.
Leigh McAlister (“Cross-Brand Pass-Through: Fact

or Artifact?”) is the H.E. Hartfelder/The Southland
Corporation Regents Chair for Effective Business

Leadership at the McCombs School of Business, Uni-
versity of Texas at Austin. She received her Ph.D.
from Stanford University, and she served on faculties
of the University of Washington and Massachusetts
Institute of Technology before joining the University
of Texas at Austin. Long associated with the Market-
ing Science Institute, she served there most recently
as Executive Director. Her work with packaged goods
manufacturers and grocery retailers influences her
research and also motivated her collaboration with
Barbara Kahn on the book Grocery Revolution: The New
Focus on the Consumer. She strongly favors rigorous
research that has managerial relevance.
Nina Mazar (“Zero as a Special Price: The True

Value of Free Products”) is an assistant professor at
the Joseph L. Rotman School of Management, Uni-
versity of Toronto. With her focus on behavioral eco-
nomics, she investigates consumer behavior and how
it deviates from standard economic assumptions. In
addition, she studies decision-making mechanisms
and the implications of psychology for policy across
a wide range of applications.
Massimiliano Pontil (“A Convex Optimization Ap-

proach to Modeling Consumer Heterogeneity in Con-
joint Estimation”) is an EPSRC Advanced Research
Fellow and Reader (associate professor) in the Depart-
ment of Computer Science at University College Lon-
don (UCL), where he joined the faculty as a lecturer
in 2003. He received the equivalent of an M.Sc. and
a Ph.D. in physics from the University of Genova
in 1994 and 1999, respectively. Previously, he was
a research associate in the Department of Informa-
tion Engineering at the University of Siena from 2001
through 2002, a research fellow at City University of
Hong Kong from Fall 2000 through Spring 2001, and
a postdoctoral fellow at the Center for Biological and
Computational Learning of the Massachusetts Insti-
tute of Technology from 1999 through 2000. His main
research interests involve machine learning and pat-
tern recognition.
Kristina Shampanier (“Zero as a Special Price: The

True Value of Free Products”) is a doctoral candidate
at the Sloan School of Management, Massachusetts
Institute of Technology. She received an M.A. in
economics from New Economic School in Moscow,
Russia and an M.S. in mathematics from Moscow
State University. Her research interests are focused on
the domains of consumer decision making, moods,
movies, disasters, noisy markets, and insurance.
Ramesh Sankaranarayanan (“Innovation and the

Durable Goods Monopolist: The Optimality of Fre-
quent New-Version Releases”) is an assistant profes-
sor at the School of Business, University of Connecti-
cut. His recent research focuses on the marketing and
economics of digital goods such as software, books,
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video games, music, and movies; the use of data min-
ing in one-to-one marketing; and the economics of
business-to-business electronic markets. He received
his B.Tech. in mechanical engineering from the Indian
Institute of Technology Madras in 1994, an M.B.A.
from the Indian Institute of Management Ahmedabad
in 1996, and a Ph.D. in information systems from the
Leonard N. Stern School of Business, New York Uni-
versity in 2005. His work has been published in ACM
Transactions on Information Systems.
Rajiv K. Sinha (“Smoking Cessation: A Model of

Planned vs. Actual Behavior for Time-Inconsistent
Consumers”) is an associate professor of the mar-
keting department and is the Center for Services
Leadership Board of Advisors Scholar at the W.P.
Carey School of Business, Arizona State University.
He received B.A and M.A. degrees in economics from
Delhi University in India and a Ph.D. from Penn-
sylvania State University. His work has appeared in
the leading marketing, management, and engineer-
ing journals, such as the Journal of Marketing Research,
Journal of Marketing, International Journal of Research in
Marketing, Strategic Management Journal, Supply Chain
Management Review, IEEE Transactions in Engineer-
ing Management, and others. In addition, he is the
Founding Director of a nonprofit research organiza-
tion (GIST) that conducts research on environmental
and sustainability issues.
Robert E. Smith (“Modeling the Determinants and

Effects of Creativity in Advertising”) is Professor of
Marketing at Indiana University Bloomington. He
received a B.A., an M.B.A., and a Ph.D. in market-
ing from the University of Wisconsin–Madison. His
research has appeared in the Journal of Marketing, Jour-
nal of Marketing Research, Journal of Consumer Research,
Journal of Consumer Psychology, Journal of Advertis-
ing, Journal of Advertising Research, Marketing Letters,
and Marketing Theory. His current research interests
are focused on creativity in marketing and consumer
creativity and growth. He has received outstanding
reviewer awards from the Journal of Marketing and
the Journal of Advertising. In addition to his academic
research, he is developing a website with an intellec-
tual model and program for enhancing personal cre-
ativity and growth.
Gerard J. Tellis (“The Value of Quality”) is Pro-

fessor of Marketing, Neely Chair of American Enter-
prise, and Director of Center for Global Innovation at
the Marshall School of Business, University of South-
ern California. He received his Ph.D. from the Uni-
versity of Michigan, and he specializes in innova-
tion, market entry, new product growth, advertising,
and pricing. He has published over 80 papers and
books, some of which have won awards. He is also
a Trustee of the Marketing Science Institute and a

Senior Research Associate of Judge Business School,
Cambridge University.
Raphael Thomadsen (“Product Positioning and

Competition: The Role of Location in the Fast Food
Industry”) is an Assistant Professor of Marketing at
the Anderson School of Management, University of
California, Los Angeles. He received a Ph.D. and an
A.M. degree from Stanford University, as well as a B.A.
degree from the University of Wisconsin. His research
interests focus mainly on understanding the competi-
tive interactions between firms. Much of this research
has focused on geography and understanding the role
that location has on firms’ prices and profits. He also
conducts research on game theory topics as well.
Olivier Toubia (“A Convex Optimization Ap-

proach to Modeling Consumer Heterogeneity in
Conjoint Estimation” and “On Managerially Effi-
cient Experimental Designs”) is an Assistant Profes-
sor of Marketing at the Columbia Business School,
Columbia University. He graduated from École Cen-
trale Paris in Paris, France and earned an M.S. degree
in operations research and a Ph.D. in marketing
from the Massachusetts Institute of Technology. His
research focuses on new product development, adap-
tive experimental design, conjoint analysis, prefer-
ence measurement, idea generation, idea screening,
and the diffusion of innovation. His research has also
appeared in the Journal of Marketing Research and in
previous issues of Marketing Science.
Eugene J. S. Won (“A Theoretical Investiga-

tion of the Effects of Similarity on Brand Choice
Using the Elimination-by-Tree Model”) is currently
an Instructor in Marketing in the Division of Busi-
ness and Economics at Dongduk Women’s Univer-
sity in Seoul, Korea, where he teaches marketing,
consumer behavior, and market research. He earned
a Bachelor’s degree in industrial management from
Korea Advanced Institute of Science and Technol-
ogy (KAIST) in Daejeon, Korea, and M.S. and Ph.D.
degrees in marketing and management engineering
from the KAIST Graduate School of Management in
Seoul, Korea. His current interests center on consumer
decision making and choice modeling, especially in
the combination of economic modeling and behavior
decision theory. His research has been published in the
International Journal of Market Research. He has trans-
lated the book Kellogg on Marketing (edited by Dawn
Iacobucci) into Korean. His hobbies include playing
tennis, walking, breeding saltwater fish, and partici-
pating in a weekly philosophical conversation with his
colleagues in his university.
Xiaojing Yang (“Modeling the Determinants and

Effects of Creativity in Advertising”) is an Assistant
Professor of Marketing at the Sheldon Lubar School
of Business, University of Wisconsin–Milwaukee.
He holds a Ph.D. degree in marketing from
Indiana University Bloomington. His research inter-

D
ow

nl
oa

de
d 

fr
om

 in
fo

rm
s.

or
g 

by
 [

21
6.

73
.2

17
.8

1]
 o

n 
24

 J
un

e 
20

26
, a

t 0
7:

37
 . 

Fo
r 

pe
rs

on
al

 u
se

 o
nl

y,
 a

ll 
ri

gh
ts

 r
es

er
ve

d.
 



Focus on Authors
902 Marketing Science 26(6), pp. 899–902, © 2007 INFORMS

ests include how advertising and creativity influence
consumer information processing. He is also inter-
ested in issues related to consumer satisfaction and
quality of life.
Robert Zeithammer (“Optimal Selling in Dynamic

Auctions: Adaptation Versus Commitment”) is an
Assistant Professor of Marketing at the Gradu-
ate School of Business, University of Chicago. He
received a Ph.D. in management from the Sloan
School of Management, Massachusetts Institute of
Technology, and M.A. and B.A. degrees in mathe-
matics and economics, respectively, from the Univer-
sity of Pennsylvania. His research focuses on auction-
driven marketplaces like eBay. Auction-driven mar-
ketplaces are collections of auctions related in the
mind of the buyer, usually through mutual substitut-

ability of the objects sold. In such marketplaces, the
burden of pricing is on the interplay between buyers’
bidding strategies and the sellers’ selling strategies,
and Robert is working on models that capture the
essence of such interplay and help us understand the
nature of these emerging marketplaces, in particular
the relationship between optimal selling and optimal
bidding. For example, when substitutable objects are
sold in a sequence one after the other, as they are
on eBay, buyers can benefit from fairly complicated
forward-looking bidding strategies that take upcom-
ing supply of the goods into account. His work has
appeared or is forthcoming in the Journal of Market-
ing Research, Management Science, Quantitative Market-
ing and Economics, Marketing Letters, and the Journal of
Forecasting.
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