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Lerzan Aksoy (“Invited Commentary: Net Pro-
moter, Recommendations, and Business Performance:
A Clarification on Morgan and Rego”) is an assistant
professor of marketing at Koç University in Istanbul,
Turkey. She is a co-author of the book, Loyalty Myths
(with Keiningham, Vavra, and Wallard), and co-editor
of the book, Customer Lifetime Value (with Keiningham
and Bejou). She received the Citations of Excellence
"Top 50" Award (the top 50 management papers of
approximately 20,000 papers reviewed) from Emerald
Management Reviews. She received the Outstanding
Paper Award from Managing Service Quality. Addi-
tionally, three other papers she coauthored were final-
ists for best papers in Managing Service Quality and
the Journal of Service Research.

Eric T. Anderson (“Research Note: Does Demand
Fall When Customers Perceive That Prices Are Unfair?
The Case of Premium Pricing for Large Sizes”) is the
Hartmarx Research Professor and Associate Profes-
sor of Marketing at Northwestern University, Kellogg
School of Management. He holds a Ph.D. in man-
agement science from MIT Sloan School of Manage-
ment. His research interests include pricing strategy,
promotion strategy, and channel management. He has
conducted field experiments with numerous retailers
to investigate customer price perceptions, segmented
pricing strategies, long-run effects of promotions, and
cross-channel effects of marketing communication.

Tor Wallin Andreassen (“Net Promoter, Recom-
mendations, and Business Performance: A Clarifica-
tion on Morgan and Rego”) is Professor and Chair
of the Department of Marketing. He is the founder
and director of Service Forum and the founder of
the Norwegian Customer Satisfaction Barometer at
the Norwegian School of Management. He holds a
Sivilokonom degree from The Norwegian School of
Economics and Business Administration, an M.Sc. in
marketing (with honors) from the Norwegian School
of Management, and a Doctorate of Economics from
Stockholm University, School of Business. He has
received the Highly Commended Paper Award from
Managing Service Quality, the Most Downloaded Arti-
cle Award—Top 200 from the Emerald Group Publish-
ing Limited, and the Citation of Excellence of High-
est Quality Rating by Anbar Electronic Intelligence
(twice).

Anocha Aribarg (“Research Note: Interbrand Vari-
ant Overlap: Impact on Brand Preference and Port-
folio Profit”) joined Ross School of Business, Univer-

sity of Michigan as an assistant professor in 2004. She
has a Marketing Ph.D. from the University of Wis-
consin, a B.S. in statistics from Chulalongkorn Uni-
versity, Thailand, and an M.B.A. from the Univer-
sity of Wisconsin–Milwaukee. Her research interests
involve integrating econometric modeling, Bayesian
statistical inference, and consumer behavior theories
to (i) examine consumer complex decision making
processes and (ii) address challenging issues in prod-
uct portfolio management.

Neeraj Arora (“Research Note: Interbrand Variant
Overlap: Impact on Brand Preference and Portfolio
Profit”) is the Arthur C. Nielsen, Jr. Professor of Mar-
keting Research at University of Madison–Wisconsin.
He has an undergraduate degree in engineering from
Delhi University and an M.B.A. and Ph.D. from Ohio
State University. He serves on the editorial board of
the Journal of Marketing Research and Marketing Science.
His papers have appeared in the Journal of Market-
ing Research, Marketing Science, the Journal of Consumer
Research, International Journal of Research in Marketing,
and Marketing Letters.

Gérard P. Cachon (“On the Effects of Consumer
Search and Firm Entry in a Multiproduct Competi-
tive Market”) studies operations management with an
emphasis on supply chain management and assort-
ment planning. He explores how new technologies
transform competitive dynamics and enable novel
operational strategies for the delivery of goods and
services. He is the Editor of Manufacturing & Ser-
vice Operations Management, President of the Manufac-
turing and Service Operations Management Society
of INFORMS, and co-author of Matching Supply with
Demand: An Introduction to Operations Management. His
articles have appeared in Harvard Business Review,
Management Science, Manufacturing & Service Opera-
tions Management, and Operations Research, among oth-
ers. He is the Fred R. Sullivan Professor of Operations
and Information Management at the Wharton School
of Business, University of Pennsylvania.

Xinlei (Jack) Chen (“Assessing the Consequences
of a Channel Switch” and “Informing, Transforming,
and Persuading: Disentangling the Multiple Effects of
Advertising on Brand Choice Decisions”) is currently
assistant professor in marketing at the University of
British Columbia. He received his Ph.D. in market-
ing in 2005 from University of Minnesota and B.E. in
1994 from Tsinghua University. His research interest
includes distribution channels, structural modeling of
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consumer choice and firm strategies (pricing, advertis-
ing, and promotion), new empirical industry organiza-
tion, and entertainment industry (movie, video game).
In his spare time he enjoys sports, reading, and playing
with his daughter.

Bruce Cooil (“Invited Commentary: Net Promoter,
Recommendations, and Business Performance: A Clar-
ification on Morgan and Rego”) is Professor of Man-
agement at the Owen Graduate School of Man-
agement, Vanderbilt University. His research inter-
ests include the adaptation of grade-of-membership
and latent class models for marketing and medical
research, estimation of qualitative data reliability, large
sample estimation theory, and extreme value theory.
He has also written and consulted on models for mor-
tality, medical complications, medical malpractice, and
automobile insurance claims. His publications have
appeared in business, statistics, and medical journals,
including the Journal of Marketing Research, the Journal
of Marketing, Psychometrika, the Journal of the American
Statistical Association, Annals of Probability, Circulation,
and the New England Journal of Medicine.

Arnaud De Bruyn (“Offering Online Recommen-
dations with Minimum Customer Input Through
Conjoint-Based Decision Aids”) is Assistant Professor
of Marketing at ESSEC Business School in Paris and
Associate Director for the Marketing Engineering Pro-
gram at the Institute for the Study of Business Mar-
kets at Pennsylvania State University. His research
interests, teaching, and consulting practice coincide
at the frontier of marketing, operations research, and
computer science. He has consulted for several com-
panies and nonprofit organizations in the areas of
direct-marketing fundraising and database marketing.

Jean-Pierre Dubé (“Cross-Brand Pass-Through in
Supermarket Pricing” and “Category Pricing with
State-Dependent Utility”) is Professor of Marketing
and Neubauer Faculty Fellow at the Graduate School
of Business, University of Chicago, where he has
also been a faculty member since 2000. His research
applies economic models of empirical industrial orga-
nization to study marketing problems. His current
areas of research include the competitive dynam-
ics associated with pricing and advertising, durable
goods adoption, price discrimination, industrial mar-
ket structure for branded goods, and Internet market-
ing. He is an associate editor for Marketing Science and
serves on the editorial board of Quantitative Market-
ing and Economics, Product and Operations Management,
and Recherche et Application en Marketing. He has also
served as a reviewer for several journals in marketing
and economics. He has published several articles in
the Journal of Marketing Research, Management Science,
Marketing Science, Marketing Letters, and Quantitative
Marketing and Economics.

Lawrence Feick (“Publish and Prosper: The Finan-
cial Impact of Publishing by Marketing Faculty”)
is Professor of Business Administration at the Katz
School at the University of Pittsburgh. He currently
serves as the University’s Senior Director of Interna-
tional Programs and the Director of the University
Center for International Studies. In the past, he has
served as the Katz School’s Associate Dean, Interim
Dean, and as Director of the University’s Interna-
tional Business Center (a federally funded CIBER).
He teaches in the areas of marketing management
and international marketing. He also researches in the
areas of consumer information search, international
marketing, word-of-mouth influence, and the analy-
sis of categorical data. He earned his Ph.D. at Penn-
sylvania State University and his undergraduate and
master’s degrees at the University of Delaware. He
has published articles in Marketing Science, the Jour-
nal of Consumer Research, the Journal of Marketing, the
Journal of Marketing Research, International Journal of
Research in Marketing, the Journal of Retailing, Person-
ality & Social Psychology Bulletin, Psychological Bulletin,
and Public Opinion Quarterly. He has developed a
train-the-trainers program on the use of simulations
and games and case studies in teaching marketing
concepts. He is the coauthor of Country Manager,
an international marketing simulation game and has
been a visiting professor at a number of universities
around the world.

Juan Feng (“Research Note: Optimal Mechanism
for Selling a Set of Commonly Ranked Objects”) is
an assistant professor of decision and information sci-
ences at Warrington College of Business, University of
Florida. She holds a B.A. in economics from Renmin
University of China and a Ph.D. in information sys-
tems from Pennsylvania State University, with a dual
title in operations research. Her current research inter-
ests include economics of information gatekeepers,
sponsored search auctions, and E-commerce applica-
tions. She is on the editorial board of Decision Support
Systems.

Sachin Gupta (“Cross-Brand Pass-Through in
Supermarket Pricing”) is the Henrietta Louis Johnson
Professor of Management and Professor of Marketing
at the Johnson Graduate School of Management, Cor-
nell University. He has published numerous articles
in the Journal of Marketing Research, Management Sci-
ence, and Marketing Science, and he is on the editorial
boards of several major journals. He is also an avid
road biker.

Chuan He (“Research Note: Vertical Information
Sharing in a Volatile Market”) is Associate Profes-
sor of Marketing at the Leeds School of Business of
University of Colorado at Boulder. His fields of spe-
cialization and research include advertising, search,
pricing strategies, and channel contracts. He holds a
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Ph.D. in marketing from Washington University in
St. Louis and an M.A. in economics from the Univer-
sity of Toronto.

James D. Hess (“That’s What I Thought I Wanted?
Miswanting and Regret for a Standard Good in a
Mass-Customized World”) is C. T. Bauer Professor of
Marketing Science at the University of Houston. He
wanted to be an economist, so he did his doctoral
training in the Economics Department of MIT. No
regrets. A decade down his career path, he wanted to
switch to marketing science in order to write papers
with his buddy, Eitan Gerstner. No regrets. He wanted
to relax his audience in seminars by singing the
abstract. No regrets. He wanted to help the INFORMS
community that kindly invited him in from the cold
of economics, so he served as President of the Society
on Marketing Science and as Area Editor for Market-
ing Science. No regrets. He wanted to incorporate a
more nuanced psychology in analytic models of pric-
ing, product assortment, retailing, and status goods.
No regrets. That’s what he thought he wanted!

Gunter J. Hitsch (“Category Pricing with State-
Dependent Utility”) is Associate Professor of Mar-
keting at the Graduate School of Business, Univer-
sity of Chicago. He holds a B.A. from the Univer-
sity of Vienna and a Ph.D. in economics from Yale
University. Much of his research is concerned with
dynamic decision problems and dynamic competi-
tion in marketing and industrial organization. His
recent and ongoing work addresses optimal product
launches, advertising scheduling over time, dynamic
pricing and price competition under brand loyalty
and switching costs, and pricing in markets with indi-
rect network effects.

Eelko K. R. E. Huizingh (“Offering Online Recom-
mendations with Minimum Customer Input Through
Conjoint-Based Decision Aids”) is Associate Professor
of Business Development at University of Groningen,
The Netherlands. His research focuses on the intersec-
tion of innovation, marketing, and information tech-
nology. He is co-author of several books, including
Applied Statistics (with SPSS, Sage), and over 250 pub-
lications. He serves as Vice President of Scientific
Affairs for the International Society for Professional
Innovation Management (ISPIM). He was awarded a
William Evans Fellowship by the University of Otago
in 2003 and was a visiting scholar at both Pennsylva-
nia State University and the University of Otago.

George John (“Assessing the Consequences of a
Channel Switch”) is the Pillsbury-Gerot Chair in Mar-
keting at the Carlson School of Management, Univer-
sity of Minnesota. He received his bachelor’s degree
in aeronautical engineering from the Indian Insti-
tute of Technology, Madras, India in 1974 and his
M.B.A. from the University of Illinois in 1974. After

completing his Ph.D. in marketing from Northwest-
ern in 1981, he served on the faculty of the School
of Business at the University of Wisconsin–Madison
until 1987, when he moved to the Carlson School
of Management. His research interests center around
inter-organizational relations and marketing in high-
technology environments. He has published on these
topics in several journals, including the Journal of Mar-
keting Research, the Journal of Marketing, Marketing Sci-
ence, Organization Science, and the Journal of Law, Eco-
nomics and Organization.

Timothy L. Keiningham (“Invited Commentary:
Net Promoter, Recommendations, and Business Per-
formance: A Clarification on Morgan and Rego”) is
Senior Vice President and Head of Consulting at
Ipsos Loyalty. He is the author of several manage-
ment books and numerous scientific papers. His most
recent book, Loyalty Myths (co-written with Vavra,
Aksoy, and Wallard), poses the fallacies of most of the
conventional wisdom surrounding customer loyalty.
He has received best-paper awards from the Journal of
Marketing, the the Journal of Service Research, and Man-
aging Service Quality and has received the Citations
of Excellence “Top 50” Award from Emerald Man-
agement Reviews. Additionally, two papers that he
coauthored were finalists for best paper in Managing
Service Quality, and he also received the Best Reviewer
Award from the Journal of Service Research.

Parthasarathy Krishnamurthy (“That’s What I
Thought I Wanted? Miswanting and Regret for a Stan-
dard Good in a Mass-Customized World”) is Bauer
Faculty Research Fellow and Associate Professor of
Marketing at the University of Houston. He received
his Ph.D. in Marketing from Pennsylvania State Uni-
versity. He studies consumer decision making, which
focuses on aspects such as decision uncertainty, deci-
sion conflict, self-regulation, and decision inertia. His
research has been published in the Journal of Consumer
Research, Organizational Behavior, and Human Decision
Processes, among others. Partha is a student of South
Indian classical music. He learns from his teacher in
India in a virtual classroom, courtesy Skype. Saturday
mornings transform him into a side-kick sempei in his
son Vaidya’s karate class.

John C. Liechty (“Offering Online Recommen-
dations with Minimum Customer Input Through
Conjoint-Based Decision Aids”) is Associate Profes-
sor of Marketing and Statistics at Smeal College of
Business Administration at Pennsylvania State Uni-
versity. His research focuses on empirical models and
methods for estimating demand functions and devel-
oping Bayesian methodology that can be used to solve
empirical marketing problems and then extended into
other domains. He has published work in the areas of
marketing, statistics, and psychology. He is currently
a member of the editorial board for Marketing Science
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and has written papers that were finalists for the John
D. C. Little Award and the Green Award.

Gary L. Lilien (“Offering Online Recommendations
with Minimum Customer Input Through Conjoint-
Based Decision Aids”) is Distinguished Research Pro-
fessor of Management Science at Smeal College of
Business Administration at Pennsylvania State Uni-
versity and is also Co-Founder and Research Direc-
tor of the Institute for the Study of Business Mar-
kets (www.isbm.org). He is the author or co-author
of twelve books, including Marketing Models and Mar-
keting Engineering, and over 100 professional articles.
He is a former departmental editor for Marketing for
Management Science; he is on the editorial board of
International Journal for Research in Marketing; he is
an area editor for Marketing Science; and is a for-
mer editor-in-chief of and is currently the Marketing
area editor for Interfaces. He is a former President, as
well as Vice President of Publications, for The Insti-
tute of Management Sciences. He is Vice President
for External Relations and a Fellow of the European
Marketing Academy, and he also serves as Vice Pres-
ident of External Relations for the INFORMS College
on Marketing. He is an inaugural INFORMS Fellow,
was honored as Morse Lecturer for INFORMS, and
also received the Kimball Medal from INFORMS for
distinguished contributions to the field of operations
research. He has received honorary doctorates from
the University of Liege, the University of Ghent, and
Aston University.

Johan Marklund (“Research Note: Vertical Infor-
mation Sharing in a Volatile Market”) is Associate
Professor of Production Management at Lund Uni-
versity, Sweden. He holds an M.S. in industrial engi-
neering from Linköping University, Sweden, and a
Ph.D. in production management from Lund Univer-
sity. His research interests include inventory theory,
supply chain management, and logistics, with a spe-
cial focus on stochastic multiechelon inventory prob-
lems.

Nitin Mehta (“Informing, Transforming, and Per-
suading: Disentangling the Multiple Effects of Adver-
tising on Brand Choice Decisions”) is Assistant Pro-
fessor of Marketing at the Rotman School of Manage-
ment, University of Toronto. He received his Ph.D.
from Carnegie Mellon University. His research inter-
ests focus on econometric modeling of consumer’s
search behavior; econometric modeling of behavioral
phenomena (memory, confirmatory bias) on brand
choices; and econometric modeling of consumer’s
brand choice, purchase incidence, and quantity deci-
sions for single- and multiple- product categories.

Vikas Mittal (“Publish and Prosper: The Financial
Impact of Publishing by Marketing Faculty”) is the
J. Hugh Liedtke Professor of Management-Marketing
at the Jones School of Management, Rice University.

Prior to holding this position, he was the Thomas
Marshall Professor of Marketing at the Katz Graduate
School of Business and an associate professor of psy-
chiatry at the School of Medicine, University of Pitts-
burgh. His work has been published in the Journal of
Consumer Research, the Journal of Marketing, the Journal
of Marketing Research, and Marketing Science. In 2006,
he was awarded the William O’Dell Award for his
paper published in the Journal of Marketing Research.
He serves on the editorial boards of the Journal of Con-
sumer Research, the Journal of Marketing, and the Jour-
nal of Marketing Research. He holds a B.A. in business
administration from the University of Michigan, Ann
Arbor and a Ph.D. from the Temple University. His
current research interests include examining how sat-
isfaction affects firm performance in light of strategic
factors like diversification, corporate governance, CEO
compensation, and corporate social responsibility.

Neil A. Morgan (“Rejoinder: Can Behavioral WOM
Measures Provide Insight into the Net Promoter©
Concept of Customer Loyalty?”) is Associate Profes-
sor and the Nestlé-Hustad Professor of Marketing in
the Kelly School of Business, Indiana University. He
received his Ph.D. in business administration from the
University of Wales. His research interests cover mar-
keting strategy implementation and linkages between
marketing-related resources and capabilities and firm
performance. His current research projects focus on
brand strategy, category management, marketing and
brand management capabilities, and customer feed-
back systems.

Feisal Murshed (“Publish and Prosper: The Finan-
cial Impact of Publishing by Marketing Faculty”) is
an assistant professor of marketing and e-business at
Towson University. He received his Ph.D. in market-
ing from the Katz Graduate School of Business, Uni-
versity of Pittsburgh in 2005. He earned his M.B.A.
from Wright State University and his undergradu-
ate degree in business from Dhaka University. Before
joining the Towson faculty, he taught at University of
Michigan–Flint, and there he received “golden apple”
for teaching excellence. The emphasis of his current
research is on the return of marketing investment,
capabilities of the firms, and issues related to CRM.
He is a native of Bangladesh, and prior to commenc-
ing to the doctoral education, he worked for sev-
eral years in the area of sales and distribution. His
research appears in the Journal of Marketing Research
and Harvard Business Review.

Om Narasimhan (“Assessing the Consequences of
a Channel Switch” and “Informing, Transforming,
and Persuading: Disentangling the Multiple Effects of
Advertising on Brand Choice Decisions”) is Associate
Professor of Marketing in the Carlson School of Mar-
keting, University of Minnesota. His research inter-
ests include innovation in high-technology markets,
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empirical industrial organization issues in channels,
and structural models of advertising.

Lopo L. Rego (“Rejoinder: Can Behavioral WOM
Measures Provide Insight Into the Net Promoter©
Concept of Customer Loyalty?”) is Assistant Professor
of Marketing in the Henry B. Tippie College of Busi-
ness, University of Iowa. He received his Ph.D. in busi-
ness administration from the University of Michigan.
His research interests focus on the influence marketing
strategies andmarketing actions have on firm financial
performance, and in particular on identifying market-
ing metrics that promote shareholder value.

Peter E. Rossi (“Category Pricing with State-
Dependent Utility”) is Joseph T. and Bernice S. Lewis
Professor of Marketing and Statistics at the Grad-
uate School of Business, University of Chicago. He
received his Ph.D. from University of Chicago and
B.A. from Oberlin College. His work has been pub-
lished widely in the areas of marketing, economics,
statistics, and econometrics in journals such as Quan-
titative Marketing and Economics, Marketing Science,
the Journal of Marketing Research, American Economic
Review, the Journal of the American Statistical Associa-
tion, Econometrica, the Journal of Political Economy, the
Journal of Econometrics, Biometrika, the Journal of Busi-
ness and Economic Statistics, and the Journal of Eco-
nomic Theory. These articles have more than 1300 cites
as measured by the ISI Web of Science. He is a co-
author of Bayesian Statistics and Marketing, a John
Wiley Series in probability and statistics. His areas
of research interest include pricing and promotion,
target marketing, direct marketing, micromarketing,
limited dependent variable models, and Bayesian sta-
tistical methods. A fellow of the American Statistical
Association and the Journal of Econometrics, he is also
the founding editor of Quantitative Marketing and Eco-
nomics and is past associate editor for the Journal of the
American Statistical Association, the Journal of Economet-
rics, and the Journal of Business and Economic Statistics.
He is Director of the Kilts Center for Marketing at the
Graduate School of Business, University of Chicago.

Duncan I. Simester (“Does Demand FallWhen Cus-
tomers Perceive That Prices Are Unfair? The Case of
Premium Pricing for Large Sizes”) is a professor at
M.I.T.’s Sloan School of Management, where he holds
the NTU Chair in Management Science. This paper is
one of a series of studies co-authored with Eric Ander-
son that use field studies conducted in retail settings.
These include several studies that focus on evaluat-
ing the long-run effect of marketing decisions, together
with a stream of work investigating the role of price
cues. Duncan is on the editorial boards of the Journal of
Materials Research, Marketing Science, and Management
Science, and he is an editor for Operations Research.

Niladri Syam (“That’s What I Thought I Wanted?
Miswanting and Regret for a Standard Good in a

Mass-Customized World”) is Bauer Faculty Research
Fellow and Assistant Professor of Marketing at
the University of Houston. He finds that scholarly
research is an exception to the idea of regretting mis-
wanted products. He has often miswanted this or that
research topic, because what he had set out to inves-
tigate was later found to be undoable (by him). But
there were no regrets: chasing up those blind alleys
was fun. He is an ardent believer in the possibil-
ity of modeling diverse phenomena and looks for-
ward to the day when someone can build models to
answer questions such as: “Is counter-counter-factual,
just factual?,” or “Are two birds missed, when the
stone doesn’t exist?”

Christian Terwiesch (“On the Effects of Consumer
Search and Firm Entry in a Multiproduct Competitive
Market”) is Associate Professor in the Operations and
Information Management Department at the Wharton
School of Business, University of Pennsylvania. He
teaches and conducts research in the areas of oper-
ations management and product development. His
work on product development, concurrent engineer-
ing, and production ramp-up has appeared in lead-
ing academic journals, including Management Science,
Operations Research, Manufacturing & Service Operations
Management, and Organization Science. He is the co-
author of Matching Supply with Demand: An Introduc-
tion to Operations Management.

Maria Ana Vitorino (“Category Pricing with State-
Dependent Utility”) is a doctoral candidate at the
Graduate School of Business, University of Chicago.
She holds an undergraduate degree in business
administration from the Catholic University of Por-
tugal and a master’s degree in statistics from the
London School of Economics. Her research inter-
ests include firms’ pricing strategies, consumer choice
models, and the use of game-theoretic models to
explain the strategic impact of firms’ entry decisions.
Broadly, she is interested in empirical applications of
statistics and economic models of industrial organiza-
tion to marketing.

Thomas Vossen (“Research Note: Vertical Informa-
tion Sharing in a Volatile Market”) is Assistant Profes-
sor in the Leeds School of Business at the University
of Colorado at Boulder. He received his Ph.D. in
management science from the University of Maryland
and holds an M.S. in computer science from Eind-
hoven University of Technology. His research interests
focus on the value of information and collaboration
within planning and scheduling problems, in particu-
lar related to air traffic flow management. In 2003, he
was awarded the INFORMS Transportation Science
and Logistics Section dissertation prize, while he also
received honorable mention in the dissertation prize
competition of the INFORMS Aviation Applications
section.
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Kenneth C. Wilbur (“A Two-Sided, Empirical
Model of Television Advertising and Viewing Mar-
kets”) is an Assistant Professor of Marketing at the
Marshall School of Business, University of Southern
California. He received his Ph.D. in economics from
the University of Virginia in 2005. His primary
research interests are media markets, advertising
effectiveness, retail distribution, and industrial orga-
nization.

Yi Xu (“On the Effects of Consumer Search and
Firm Entry in a Multiproduct Competitive Market”)
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