This article was downloaded by: [216.73.216.187] On: 14 July 2026, At: 15:55
Publisher: Institute for Operations Research and the Management Sciences (INFORMS)
INFORMS is located in Maryland, USA

MARKETING

SCIENCE . .
HEN-B

To cite this article:
(2008) Focus on Authors. Marketing Science 27(6):1132-1136. https://doi.org/10.1287/mksc.1080.0469

Marketing Science

Publication details, including instructions for authors and subscription information:
http://pubsonline.informs.org

Focus on Authors

Full terms and conditions of use: https://pubsonline.informs.org/Publications/Librarians-Portal/PubsOnLine-
Terms-and-Conditions

This article may be used only for the purposes of research, teaching, and/or private study. Commercial use or
systematic downloading (by robots or other automatic processes) is prohibited without explicit Publisher approval,
unless otherwise noted. For more information, contact permissions@informs.org.

The Publisher does not warrant or guarantee the article’s accuracy, completeness, merchantability, fitness
for a particular purpose, or non-infringement. Descriptions of, or references to, products or publications, or
inclusion of an advertisement in this article, neither constitutes nor implies a guarantee, endorsement, or support
of claims made of that product, publication, or service.

Copyright © 2008, INFORMS

Please scroll down for article—it is on subsequent pages

informs.

With 12,500 members from nearly 90 countries, INFORMS is the largest international association of operations
research (O.R.) and analytics professionals and students. INFORMS provides unique networking and learning
opportunities for individual professionals, and organizations of all types and sizes, to better understand and use
O.R. and analytics tools and methods to transform strategic visions and achieve better outcomes.

For more information on INFORMS, its publications, membership, or meetings visit http://www.informs.org



http://pubsonline.informs.org
https://doi.org/10.1287/mksc.1080.0469
https://pubsonline.informs.org/Publications/Librarians-Portal/PubsOnLine-Terms-and-Conditions
https://pubsonline.informs.org/Publications/Librarians-Portal/PubsOnLine-Terms-and-Conditions
http://www.informs.org

Downloaded from informs.org by [216.73.216.187] on 14 July 2026, at 15:55 . For personal use only, all rights reserved.

MARKETING SCIENCE

Vol. 27, No. 6, November-December 2008, pp. 1132-1136
1ssN 0732-2399 | E1ssN 1526-548X | 08 | 2706 | 1132

[l lorms}

por1 10.1287/mksc.1080.0469
©2008 INFORMS

Focus on Authors

On Amir (“The Dissociation Between Monetary
Assessment and Predicted Utility”) is an Assistant
Professor of Marketing at the Rady School of Man-
agement, University of California, San Diego. He
received his Ph.D. in management science and mar-
keting from the Sloan School of Management, Mas-
sachusetts Institute of Technology, in 2003. He studies
the behavioral effects of pricing and promotions, the
evolution and dynamics of preferences and choices,
and the mechanisms underlying consumer decision
making. He usually asks for drinks that are blue and
sweet, and his work has been published in the Journal
of Marketing Research and Marketing Science.

Dan Ariely (“The Dissociation Between Mone-
tary Assessment and Predicted Utility”) is a Profes-
sor of Behavioral Economics at Duke University. He
received his doctoral degrees from the University of
North Carolina at Chapel Hill and Duke University.
His current research focuses on day-to-day irrational-
ities and on the market mechanisms trying to over-
come them. He is one of the founding members of
the Center for Advanced Hindsight, and he is contin-
uously improving his book, Dinning Without Crumbs:
The Art of Eating over the Sink.

M. Berk Ataman (“Building Brands”) is Assistant
Professor of Marketing at Rotterdam School of Man-
agement, Erasmus University. He received his B.Sc.
and M.Sc. degrees in engineering management from
Istanbul Technical University and his Ph.D. (cum
laude) from Tilburg University. He held research
positions at Tilburg University and Istanbul Techni-
cal University prior to joining Rotterdam School of
Management. His research interests include long-term
effects of marketing activity and dynamics of perfor-
mance and market response. His work has appeared
in the Journal of Marketing Research.

Jeff D. Brazell (“Market Share Constraints and the
Loss Function in Choice-Based Conjoint Analysis”) is
President & CEO of The Modellers, LLC, a consult-
ing company that has worked on projects for com-
panies such as American Express, Boeing, Citibank,
Disney, GE, GM, IBM, Intel, Microsoft, NCR, Pfizer,
Sony, Toyota, and Verizon. He received his Ph.D. from
the University of Sydney. Over the past 20 years, he
has taught at two universities and applied advanced
modelling in industry. His primary research interests
include choice modelling methods, ROI models, and
quantitative methods in strategy decisions.
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Herndn A. Bruno (“Research Note—Structural
Demand Estimation with Varying Product Availabil-
ity”) is Assistant Professor of Marketing at Erasmus
School of Economics in Rotterdam. After obtaining a
degree in chemistry from the University of Buenos
Aires in 2000, he worked for two years at McKin-
sey and Company, a management consulting firm.
He received his Ph.D. in marketing from the London
Business School in 2007. His research interests include
channel relationships and pricing both in consumer
and business markets.

Ziv Carmon (“The Dissociation Between Mone-
tary Assessment and Predicted Utility”) is Profes-
sor of Marketing at INSEAD. He received a B.Sc.
in industrial engineering from Technion Israel Insti-
tute of Technology and an M.S. and a Ph.D. in busi-
ness administration from the University of Califor-
nia, Berkeley. Before joining INSEAD in 2000, he was
an associate professor of marketing at Duke Univer-
sity. He studies the unintended effects of marketing
actions, how consumers assess value, and how they
perceive experiences. His research has been published
in the leading marketing and decision-making jour-
nals, and he has been recognized with a number of
honors. He is currently an Associate Editor for the
Journal of Marketing Research and an editorial board
member of several other leading journals.

Hung-Ken Chien (“Sale or Lease? Durable-Goods
Monopoly with Network Effects”) is an outgo-
ing postdoctoral fellow at University of Bonn. He
received his Ph.D. from the Stanford Graduate School
of Business. His research interests include mechanism
design, bargaining theory, network economics, and
evolutionary economics.

C. Y. Cyrus Chu (“Sale or Lease? Durable-Goods
Monopoly with Network Effects”) is a Distinguished
Research Fellow at Academia Sinica and a Profes-
sor of Accounting and Economics at National Taiwan
University. He received his Ph.D. in economics from
the University of Michigan (1985) and is an elected
Academician (1998). His recent research focuses on
Chinese family economics, applied microeconomics,
and evolutionary economics. His work has appeared
in many professional journals. A monograph of
his, entitled Population Dynamics: A New Economic
Approach, was published by Oxford University Press
in 1998. He has recently finished a new monograph
manuscript entitled Understanding Chinese Families. He
is now on the editorial board of the Journal of Asian
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Economics, International Review of Law and Economics,
and Demographic Research.

Jehoshua Eliashberg (“Modeling DVD Preorder
and Sales: An Optimal Stopping Approach”) is the
Sebastian S. Kresge Professor of Marketing and Pro-
fessor of Operations and Information Management at
The Wharton School of the University of Pennsyl-
vania. His research has addressed various issues
including new product development and market
analysis, marketing/manufacturing/R&D interface,
negotiations, and competitive strategies. He has par-
ticular interest in the media and entertainment, phar-
maceuticals, and hi-tech industries. He has authored
numerous articles appearing in top marketing and
management journals. His work in the entertainment
industry has been the subject of articles appearing
in Business Week, The Christian Science Monitor, The
Financial Post, Financial Times, Forbes, Fortune, Variety,
The Wall Street Journal, The Washington Post, The New
York Times, and Newsweek. He has co-edited the books
Handbooks in Operations Research and Management Sci-
ence: Marketing (with Gary L. Lilien) and Managing
Business Interfaces: Marketing, Engineering, and Manu-
facturing Perspectives (with Amiya K. Chakravarty). He
was formerly the Departmental Editor of marketing
for Management Science; has been an editorial board
member of Marketing Science, the European Journal of
Operational Research, Marketing Letter; and was the
Senior Editor for Manufacturing & Service Operations
Management. His other professional services include
membership on the advisory boards of the National
Science Foundation, the American Councils for Inter-
national Education, and the academic liaison commit-
tee of the CMO Council.

Tiilin Erdem (“A Dynamic Model of Brand Choice
When Price and Advertising Signal Product Qual-
ity”) is the Leonard N. Stern Professor of Business
and Professor of Marketing and Co-director of the
Center for Digital Economy Research at the Stern
School of Business, New York University. She has
also been E.T. Grether Chair of Business Administra-
tion and Marketing at the Haas School of Business,
University of California, Berkeley. Her research inter-
ests include advertising, branding and brand man-
agement, choice behavior, customer relationship man-
agement, and pricing. Her work has been published
in several marketing and economics journals. She
received the Baas and the John D.C. Little Best Paper
Awards and was a finalist for the William F. O’Dell
Best Paper Award. She is an Area Editor for Mar-
keting Science and Associate Editor for the Journal of
Consumer Research and Quantitative Marketing and Eco-
nomics. She is on the editorial boards of the Jour-
nal of Marketing Research, the International Journal of
Research in Marketing, the Journal of Marketing, Mar-
keting Letters and the Journal of Academy of Marketing

Science. She is currently serving as the President of
the INFORMS Society of Marketing Science and she
has served as the Director of the Ph.D. program, the
Marketing Group Chair, and the Associate Dean for
Academic Affairs at the Haas School of Business, Uni-
versity of California, Berkeley.

Dennis Fok (“Interaction Between Shelf Layout
and Marketing Effectiveness and Its Impact on Opti-
mizing Shelf Arrangements”) is Assistant Professor of
Econometrics at Erasmus University Rotterdam. His
research interests focus on modeling choice (at an
individual level as well as at an aggregated level),
nonlinear panels, and estimation based on simulation
methods.

Philip Hans Franses (“Interaction Between Shelf
Layout and Marketing Effectiveness and Its Impact
on Optimizing Shelf Arrangements”) currently serves
as the Dean of the School of Economics, Professor of
Econometrics, and Professor of Marketing Research at
Erasmus University Rotterdam. His research interests
focus on marketing research, econometric modeling,
and time-series forecasting. His work has been pub-
lished in leading marketing and economics journals.

Edward I. George (“Modeling DVD Preorder and
Sales: An Optimal Stopping Approach”) is the Uni-
versal Furniture Professor of Statistics at The Wharton
School of the University of Pennsylvania. He is an
elected Fellow of the American Statistical Association,
an elected Fellow of the Institute for Mathematical
Statistics, an elected member of International Statis-
tical Institute, and most recently served as President
of the International Society for Bayesian Analysis. He
is currently the Executive Editor of Statistical Science,
an Editor of Statistics Surveys, and an Associate Edi-
tor of Bayesian Analysis. He has served as an Associate
Editor for Biometrika and as an Associate Editor for
the Journal of the American Statistical Association. An
ISI Highly Cited researcher, his current research inter-
ests include Bayesian analysis, decision theory, model
uncertainty, predictive inference, treed modeling, and
variable selection.

Timothy J. Gilbride (“Market Share Constraints
and the Loss Function in Choice-Based Conjoint Anal-
ysis”) is Assistant Professor of Marketing, Mendoza
College of Business, University of Notre Dame. His
research interests focus on the application of Bayesian
statistical methods to investigate marketing problems.
His work has appeared in Marketing Science, Marketing
Letters, Quantitative Marketing and Economics, and the
Journal of Marketing Research. He obtained his Ph.D.
and master’s degrees from The Ohio State University
and his undergraduate degree in economics from the
University of Dayton.

Jin K. Han (“Biases in Valuation vs. Usage of Inno-
vative Product Features”) is an Associate Professor
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of Marketing at the Lee Kong Chian School of Busi-
ness, Singapore Management University (SMU). He
is also the Director of Research at SMU’s Centre for
Marketing Excellence. He received an A.B. in applied
mathematics/economics from Brown University and
holds M.Phil. and Ph.D. degrees in marketing from
Columbia University. His research interests lie in the
areas of brand equity, marketing strategy, and inno-
vation, and his work has appeared in the Journal of
Marketing, the Journal of Consumer Research, Manage-
ment Science, and Marketing Science, among others.

Sam K. Hui (“Modeling DVD Preorder and Sales:
An Optimal Stopping Approach”) is a Doctoral stu-
dent in Marketing at The Wharton School at the Uni-
versity of Pennsylvania. His main research interests
are models for shopping paths, entertainment indus-
try (movies, DVDs, casinos), spatio-temporal diffu-
sion, and concept maps analyses.

Sandy D. Jap (“BidAnalyzer: A Method for Esti-
mation and Selection of Dynamic Bidding Models”)
is Associate Professor of Marketing at the Goizueta
Business School, Emory University. Her research
focuses on the development and management of
interorganizational relationships and e-procurement
processes such as online reverse auctions. Her work
has been published in a variety of books and journals.
She recently received the Lou Stern Award (2007) for
her research on marketing channels and distribution
with the greatest impact three to eight years after
publication. Her dissertation was a William F. O’Dell
Best Paper Award finalist, and the Marketing Science
Institute named her one of the top 20 young schol-
ars in 2003. Currently, she is an Area Editor for the
International Journal of Research in Marketing and is on
the editorial boards the Journal of Marketing Research,
the Journal of Marketing, and Marketing Letters. She
received her Ph.D. from the University of Florida.

Michael P. Keane (“A Dynamic Model of Brand
Choice When Price and Advertising Signal Prod-
uct Quality”) is an Australian Research Council
(ARC) Federation Fellow at the University of Tech-
nology Sydney, where he serves as Distinguished
University Professor in both economics and mar-
keting. He is also a Research Fellow of the W.P.
Carey School of Business at Arizona State Univer-
sity. He was previously appointed as a professor of
economics at Yale University, New York University,
and the University of Minnesota. He received his
Ph.D. from Brown in 1990 and his B.S. from the
Massachusetts Institute of Technology in 1983. He
has published over 70 refereed articles in top eco-
nomics and marketing journals on such diverse top-
ics as labor economics, econometrics, industrial orga-
nization, macroeconomics/finance, public economics,
international trade, and consumer choice behavior.
He is perhaps best known for his work in the late

1980s that developed a practical method to estimate
multinomial probit models with many alternatives
(the so called “GHK" algorithm), for pioneering work
(with Ken Wolpin) on methods for solving complex
dynamic programming problems, and for applica-
tions of these methods to study human capital invest-
ment over the life cycle, dynamic models of consumer
demand, and welfare policy. He is currently Associate
Editor for Econometrica and Quantitative Marketing and
Economics.

Peter J. Lenk (“Market Share Constraints and the
Loss Function in Choice-Based Conjoint Analysis”)
is an Associate Professor of Operations Management
Science and Marketing at the Stephen M. Ross School
of Business, University of Michigan. His research
focuses Bayesian modeling, inference, and prediction
and its application to marketing.

Puneet Manchanda (“The Role of Targeted Com-
munication and Contagion in Product Adoption”) is
Associate Professor of Marketing at the Ross School
of Business, University of Michigan. He received
his M.Phil. and Ph.D. in marketing from Columbia
University. His research interests focus on models
of social interactions, micromarketing and targeting,
advertising, new media, sales force, multicategory
choice, and learning models. He uses data from
various domains such as pharmaceuticals, packaged
goods, hi-technology, gaming, insurance, telecommu-
nications, network marketing, and Internet market-
ing in his research. His methodological interests are
in empirical industrial organization methods and
Bayesian econometrics. His research has appeared in
Marketing Science, the Journal of Marketing Research,
Quantitative Marketing and Economics, the Journal of
Consumer Psychology, and Marketing Letters. He is on
the editorial board of Marketing Science, the Journal of
Marketing Research, the International Journal of Research
in Marketing, the Journal of the Academy of Marketing
Science, and the Review of Marketing Science. He likes
to drink single malt scotch and play tennis (though
usually not in that order).

Carl F. Mela (“Building Brands”) is a Professor of
Marketing at Duke University. He received his Sc.B.
from Brown University and Ph.D. from Columbia
University and has held various management posi-
tions at Hewlett-Packard, Hughes, and Proxima. His
research focuses on the long-term effects of market-
ing activity. Articles along these lines have appeared
in the top marketing and business journals. His
work has received awards from the Marketing Sci-
ence Institute, the European Marketing Academy, the
INFORMS Society for Marketing Science, the Direct
Marketing Education Foundation, and the American
Marketing Association. He serves on the editorial
boards or is an Area Editor for the Journal of Mar-
keting, the Journal of Marketing Research, Quantitative
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Marketing and Economics, Marketing Science, Marketing
Letters, and the Journal of Public Policy and Market-
ing. His home page is located at http://faculty.fuqua.
duke.edu/~mela/bio.

Robert J. Meyer (“Biases in Valuation vs. Usage of
Innovative Product Features”) is the Gayfryd Stein-
berg Professor of Marketing and Co-director of the
Center for Risk and Decision Processes at The Whar-
ton School of the University of Pennsylvania. His
research interests span several areas of consumer
choice analysis, including dynamic decision making,
decisions under risk and uncertainty, and formal
models of consumer choice. He serves on the editorial
boards of several major journals including Marketing
Science and was formerly co-editor of Marketing Letters
and an Associate Editor for the Journal of Consumer
Research and Marketing Science.

Prasad A. Naik (“BidAnalyzer: A Method for Esti-
mation and Selection of Dynamic Bidding Models”)
is a Chancellor’s Fellow and Professor of Marketing
at the University of California, Davis. He holds a
Ph.D. in marketing from the University of Florida,
an M.B.A. from the Indian Institute of Management
Calcutta, and a B.S. in chemical engineering from the
University of Bombay. Prior to his doctoral studies,
he worked several years with Dorr-Oliver and Glaxo-
SmithKline, where he acquired invaluable experience
in B2B sales, B2C sales and distribution, and brand
management. He develops new models and methods
to improve the practice of marketing. He has pub-
lished his research in top-tier marketing and statis-
tics journals. He serves on the editorial boards of
Marketing Science, Marketing Letters, and the Journal
of Interactive Marketing. He is a recipient of the Doc-
toral Dissertation Award from the Academy of Mar-
keting Science, the Frank Bass Award from INFORMS,
the Young Scholar Award from the Marketing Sci-
ence Institute, Professor of the Year Teaching Award,
and is a member of the American Marketing Associ-
ation Consortium Faculty (2004, 2008). Besides teach-
ing courses in integrated marketing communications,
new product development, and marketing manage-
ment, he led M.B.A. teams to Argentina, Brazil, China,
Malaysia, Singapore, and Thailand to learn about
international marketing.

Amit Pazgal (“Behavior-Based Discrimination: Is
It a Winning Play, and If So, When?”) is an Asso-
ciate Professor of Management at the Jesse H. Jones
Graduate School of Management, Rice University.
He received his Ph.D. from the Kellogg Graduate
School of Management, Northwestern University. His
research focuses on the analysis and characteriza-
tion of the optimal price setting procedures employed
by strategic firms in various competitive environ-
ments. He has published several articles in lead-
ing marketing, management, and economics journals

on topics such as dynamic pricing and yield man-
agement, Internet shopping agents, the relationship
between price and quantity competition, and compet-
itive advertising budgets.

Vishal Singh (“Pricing and Market Concentration
in Oligopoly Markets”) is an Associate Professor of
Marketing at the Stern School of Business, New York
University. His research focuses on retail competition,
competitive pricing, store brands, database market-
ing, and empirical industrial organization. His articles
have appeared in several scholarly journals. His work
has been featured in news outlets such as the San
Francisco Chronicle, Forbes.com, Pittsburgh Post Gazette,
Pittsburgh Tribune, Arkansas News, New York Newsday,
and several trade publications, including Progressive
Grocer. He received his Ph.D. in marketing from Kel-
logg Graduate School of Management, Northwestern
University in 2003.

David Soberman (“Behavior-Based Discrimination:
Is It a Winning Play, and If So, When?”) is an
Associate Professor at INSEAD and holds a Ph.D.
in management from the University of Toronto and
an M.B.A. and B.Sc. in chemical engineering from
Queen’s University in Kingston. His research and
teaching focuses on industrial marketing; distribution
channels for consumer packaged goods; and retail-
ing with direct involvement in the beer industry, the
market research industry, and markets for durable
goods. His research consists of using applied micro-
economics and game theory to examine how the oper-
ation of markets is affected by the exchange of infor-
mation between firms and customers, relationships
within the distribution channel, and the nature of
competition in evolving markets. His research has
also appeared in Management Science, the Journal of
Marketing Research, the Journal of Marketing, and the
California Management Review. He has co-authored two
papers that have received Best Paper Awards from
the International Journal of Research in Marketing (2006)
John D. C. Little Best Paper Award (2000). Prior to
his doctoral studies, Professor Soberman held a num-
ber of positions in marketing, management, sales, and
engineering with Molson Breweries, Nabisco Brands
Ltd., and Imperial Oil Ltd.

Baohong Sun (“A Dynamic Model of Brand Choice
When Price and Advertising Signal Product Qual-
ity”) is Associate Professor of Marketing at Carnegie
Mellon University. She develops empirical models to
study rational consumer choice, evaluate promotion
effect, and measure impact on sales. Her recent work
focuses on developing dynamic structural models to
investigate consumer responses to cross-selling cam-
paigns, call allocation in service centers, new service
channels, optimal design of pricing structures in sub-
scription industry, and dynamic customer relationship
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management. Her research papers have been pub-
lished in top marketing and economics journals. She
serves on the editorial boards of Marketing Science and
the Journal of Marketing.

Harald J. van Heerde (“Building Brands”) is Profes-
sor of Marketing at the Waikato Management School,
University of Waikato, New Zealand. He has a Ph.D.
(cum laude) from the University of Groningen, The
Netherlands. His research focuses on building econo-
metric models in domains such as sales promotions,
as well as pricing and loyalty programs, and is
branching out into new areas such as building brand
equity, private labels, assortment optimization and
price wars. His work has appeared in the Journal
of Marketing Research, Marketing Science, Quantitative
Marketing and Economics, and the International Journal
of Research in Marketing. His work has also received
the 2004 Paul Green Award for the best paper in the
Journal of Marketing Research. He is an editorial board
member of the Journal of Marketing Research and an
Area Editor of the International Journal of Research in
Marketing. He has also consulted for Unilever and
Miller Breweries.

Erjen van Nierop (“Interaction Between Shelf Lay-
out and Marketing Effectiveness and Its Impact on
Optimizing Shelf Arrangements”) is Assistant Pro-
fessor of Marketing at the University of Groningen.
He holds M.Sc. and Ph.D. degrees in econometrics
from Erasmus University Rotterdam. He worked two
years as a Visiting Assistant Professor at the Tepper
School of Business at Carnegie Mellon University in
Pittsburgh and has taught courses on pricing, mar-
keting research, and marketing-model building. His
research interests focus on marketing research and
econometric modeling of marketing phenomena in
general and choice, sales, and product diffusion mod-
els in particular.

Naufel J. Vilcassim (“Research Note—Structural
Demand Estimation with Varying Product Availabil-
ity”) is currently Professor of Marketing at London
Business School. Previously, he served as the Deputy
Dean for Faculty and was also Chair of the Market-
ing Subject Area. Prior to joining London Business
School, he had served as a faculty member in the busi-
ness schools at University of Southern California and
Northwestern University. He received his Ph.D. from
Cornell University. The focus of his research has been
on the use of economic theory and econometric tech-
niques to analyze substantive marketing problems
in such areas as competitive interactions and mar-
ket structure, pricing and price promotion, marketing

channels, measurement of market response to invest-
ments in advertising and other marketing mix ele-
ments, and household choice behavior. His work has
been published in several leading marketing and eco-
nomics journals. He serves on the editorial board of
Marketing Science, the Journal of Marketing Research,
Quantitative Marketing and Economics, the International
Journal of Research in Marketing, and the Asian Journal
of Marketing. He is a member of INFORMS and the
American Marketing Association.

Ying Xie (“The Role of Targeted Communication
and Contagion in Product Adoption”) is Assistant
Professor of Marketing at the Olin Business School,
Washington University in St. Louis. She obtained
her doctoral degree in marketing from the Kellogg
Graduate School of Management, Northwestern Uni-
versity. Her recent research focuses on pharmaceuti-
cal marketing, word of mouth, new products, sales
force management, and consumer behavior in finan-
cial decision making.

Nara Youn (“The Role of Targeted Communication
and Contagion in Product Adoption”) is Assistant
Professor of Marketing at the University of Wash-
ington, Seattle. She takes an empirical and game-
theoretic modeling approach to examine dynamic
market phenomena, including the diffusion of innova-
tion and preference evolution, through specific social
mechanisms of communication and consumer learn-
ing. Thus far she has applied a range of method-
ologies to investigate individual behavior in various
social milieux, including recreational sports, physi-
cian networks, mobile telephony, and the Internet. She
received her Ph.D. from the Kellogg Graduate School
of Management, Northwestern University.

Shenghui Zhao (“Biases in Valuation vs. Usage of
Innovative Product Features”) is Assistant Professor
of Marketing at the University of Miami. He received
his Ph.D. in marketing from The Wharton School of
the University of Pennsylvania. His research interests
include consumer decision making and the influence
of motivations. His work has appeared in Journal of
Consumer Psychology and Marketing Science.

Ting Zhu (“Pricing and Market Concentration in
Oligopoly Markets”) is an Assistant Professor at the
Graduate School of Business at The University of
Chicago. She holds an M.S. and B.E. in management
from Tsinghua University, as well as a Ph.D. from
Carnegie Mellon University. Her current research
focuses on retail competition, pricing, and firms’ entry
decisions.



