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Yuxin Chen (“A Theory of Combative Advertis-
ing”) is an associate professor of marketing at New
York University. He holds a B.S. in physics from
Fudan University, and an M.S. and Ph.D. degrees
in business administration and marketing, respec-
tively, fromWashington University in St. Louis. Before
becoming interested in marketing, he studied com-
puter science in the Graduate School of Zhejiang
University of Technology. His primary research areas
include database marketing, Internet marketing, pric-
ing, Bayesian econometric methods, and marketing
research. His research has been previously published
in Marketing Science, Management Science, Quantita-
tive Marketing and Economics, and Journal of Marketing
Research. He is on the editorial boards of Journal of
Marketing, Journal of Marketing Research, Marketing Sci-
ence, and Quantitative Marketing and Economics. He is
also a research fellow at the Greater China Business
Research Institute of Cheung Kong Graduate School
of Business.
Pradeep K. Chintagunta (“Quantifying the Eco-

nomic Value of Warranties in the U.S. Server Mar-
ket”) is the Robert Law Professor of Marketing at the
Graduate School of Business, University of Chicago.
He is interested in empirically studying strategic
interactions among firms in vertical and horizontal
relationships. His research also includes measuring
the effectiveness of marketing activities in pharma-
ceutical markets, investigating aspects of technology
product markets, and the analysis of household pur-
chase behavior.
Junhong Chu (“Quantifying the Economic Value of

Warranties in the U.S. Server Market”) is an assis-
tant professor of marketing at the Business School
of the National University of Singapore. She holds a
Ph.D. in marketing and an MBA from the University
of Chicago. Her research interests include structural
modeling (both classic and Bayesian approaches) of
consumer and firm behavior, distribution channels,
e-commerce, and retailing.
Tuck Siong Chung (“My Mobile Music: An Adap-

tive Personalization System for Digital Audio Play-
ers”) is an assistant professor of marketing at the
Nanyang Business School, Nanyang Technological
University, Singapore. He holds a Ph.D. in marketing
from the Robert H. Smith School of Business, Uni-
versity of Maryland. His research interests include
Bayesian modeling, electronic services, service mar-
keting models, and adaptive learning models.

Esther Gal-Or (“Research Note—Quantity Dis-
counts in Differentiated Consumer Product Markets”)
is the Glenn E. Stinson Chair in Competitiveness at
the Joseph M. Katz Graduate School of Business. She
has also taught as a visiting professor at Technion-
Israel Institute of Technology and Kellogg Graduate
School of Management, Northwestern University. Her
research and teaching interests focus on microeco-
nomics, industrial organization, game theory, and the
industrial structure of the healthcare and media mar-
kets. The National Science Foundation and other gov-
ernment agencies have sponsored her work, which
has been published in economics and management
journals, such as Econometrica, Review of Economic
Studies, Journal of Economic Theory, RAND Journal of
Economics, Journal of Economics and Management Strat-
egy, Journal of Business, Journal of Marketing Research,
Management Science, and Marketing Science. She serves
on the editorial boards of a variety of economics and
management journals.
David Godes (“Content vs. Advertising: The

Impact of Competition on Media Firm Strategy”) is an
associate professor at Harvard Business School. His
research focuses on sales force management, word-
of-mouth communication, and media competition. He
received his S.M. and Ph.D. from Massachusetts Insti-
tute of Technology and a B.S. from the University of
Pennsylvania. His articles have appeared, or are forth-
coming, inMarketing Science, Management Science, Har-
vard Business Review, and Quantitative Marketing and
Economics.
Peter N. Golder (“Findings—Innovations’ Origins:

When, By Whom, and How Are Radical Innovations
Developed?”) is an associate professor of marketing
and the George and Edythe Heyman Faculty Fellow
at the Stern School of Business, New York University.
He earned his Ph.D. from the University of South-
ern California, and he was a visiting professor at the
Guanghua School of Management, Peking University.
His research focuses on market pioneering, innova-
tion, new product strategy, and long-term leadership.
It has been recognized with several awards, including
the Buzzell Award (twice) from the Marketing Science
Institute, the O’Dell Award from Journal of Marketing
Research, the Frank Bass Award, and the Berry Book
Prize from the American Marketing Association.
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Avi Goldfarb (“Measuring Brand Value in an Equi-
librium Framework”) is an assistant professor of mar-
keting at the Rotman School of Management, Univer-
sity of Toronto. He holds a Ph.D. from Northwest-
ern University. His research uses the tools of empiri-
cal industrial organization to study branding and the
economics of the Internet. His work has appeared in
American Economic Review, Quantitative Marketing and
Economics, and Journal of Economics and Management
Strategy, among others.
Peter Goos (“Efficient Conjoint Choice Designs in

the Presence of Respondent Heterogeneity”) is a pro-
fessor of statistics at the Faculty of Applied Economics
of the Universiteit Antwerpen and at the Faculty of
Business and Economics of the Katholieke Univer-
siteit Leuven, both in Belgium. Most of his research is
concerned with the analysis and design of industrial
and marketing experiments. He is the author of the
book The Optimal Design of Blocked and Split-Plot Exper-
iments and the recipient of the 2004 Shewell Award
and the 2006 Lloyd S. Nelson Award (together with
Dr. Ivan Langhans and Prof. Dr. Martina Vandebroek)
of the American Society for Quality. He also received
the 2005 Young Statistician Award of the European
Network for Business and Industrial Statistics. His
articles have appeared in Journal of Quality Technology,
Applied Statistics, Computational Biology and Chemistry,
Technometrics, Journal of Statistical Planning and Infer-
ence, and Journal of Marketing Research, among others.
Ikuo Ishibashi (“The Existence of Low-End Firms

May Help High-End Firms”) holds B.A., M.A., and
Ph.D. degrees in economics from the University of
Tokyo. He has served on the faculty of Aoyama
Gakuin University in Tokyo since 2003 and is cur-
rently an associate professor there. His research
focuses on the study of industrial organization and
business economics.
Gareth M. James (“Functional Regression: A New

Model for Predicting Market Penetration of New
Products”) is an associate professor of statistics in
the Information and Operations Management Depart-
ment at the Marshall School of Business, University
of Southern California. His areas of statistical special-
ization include functional data analysis, classification
problems, and variable selection methods. His main
application areas are in marketing and bioinformatics.
He has published over 20 papers on these subjects in
leading scholarly journals, such as Journal of the Amer-
ican Statistical Association, Journal of the Royal Statistical
Society Series B, and Biometrika. He has also won sev-
eral research and teaching awards and is an associate
editor for Journal of the American Statistical Association.
Maarten C. W. Janssen (“Going Where the Ad

Leads You: On High Advertised Prices and Search-
ing Where to Buy”) is a professor of microeconomics
at the University of Vienna. He is also a professor

and a research fellow at the Tinbergen Insitute, Eras-
mus University Rotterdam. Before moving to Vienna,
he was the Academic Director of Tinbergen Institute
and had visiting positions at Louvain-la-Neuve in Bel-
gium, Sorbonne in Paris, Higher School of Economics
in Moscow, and Duke University. He has published
numerous articles in journals such as Review of Eco-
nomic Studies, International Economic Review, European
Economic Review, Journal of Economic Theory, Games
and Economic Behavior, and Journal of Industrial Eco-
nomics. His research focuses on industrial organiza-
tion, though he is currently interested in researching
incomplete information in markets (especially con-
sumer search) and auctions. Apart from his academic
research, he has been engaged in an increasing num-
ber of anti-trust cases over the last years, in The
Netherlands, Belgium, and the United Kingdom.
Yogesh V. Joshi (“A Theory of Combative Adver-

tising”) is an assistant professor of marketing at the
Robert H. Smith School of Business, University of
Maryland. He received his Ph.D. in marketing from
The Wharton School of the University of Pennsyl-
vania. He holds bachelor’s and master’s degrees in
mechanical engineering from Massachusetts Institute
of Technology, and the Indian Institute of Technology
Bombay, respectively. His research focuses on com-
petitive marketing strategies, market entry, optimal
product portfolios, brand extensions, as well as prod-
uct innovation and diffusion, and it has appeared in
Marketing Science.
Qiang Lu (“Measuring Brand Value in an Equi-

librium Framework”) is a lecturer in marketing at
the University of Sydney, Australia. He holds a B.S.
in economics from Nankai University, an M.A. in
economics from York University, and a Ph.D. in mar-
keting from the University of Toronto. His research
interests include Bayesian learning, consumer choice
modeling, branding, pricing, and promotions. His
work has been previously published in Marketing Sci-
ence and Statistical Science.
Xueming Luo (“Quantifying the Long-Term Impact

of Negative Word of Mouth on Cash Flows and
Stock Prices”) is a Eunice & James L. West Distin-
guished Professor and Associate Professor of Market-
ing in the College of Business Administration, Uni-
versity of Texas at Arlington. His research focuses
on econometric modeling, strategic marketing, and
international marketing and business. His work has
appeared in journals such asMarketing Science, Journal
of Marketing, Journal of Marketing Research, Journal of
the Academy of Marketing Science, Journal of International
Business Studies, and International Journal of Research in
Marketing.
Noriaki Matsushima (“The Existence of Low-End

Firms May Help High-End Firms”) received his
D.Eng. degree from Tokyo Institute of Technology in
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2001. He served on the faculty of Shinshu University
in Nagano from 2001 to 2005 and has served on the
faculty of Kobe University as an associate professor
since 2005. His research focuses on the study of indus-
trial organization and business economics.
Debanjan Mitra (“Findings—Innovations’ Origins:

When, By Whom, and How Are Radical Innovations
Developed?”) earned his Ph.D. from New York Uni-
versity and is currently an Assistant Professor of Mar-
keting at Warrington College of Business Administra-
tion of the University of Florida. His research focuses
on the long-term effects of quality and innovation,
and how these effects differ across organizations and
markets. His research has been published inMarketing
Science, Management Science, and Journal of Marketing
Research, and it has been recognized with the Market-
ing Science Institute’s Buzzell Award and as Finalists
of INFORMS’ John D.C. Little and Frank Bass awards.
Sridhar Moorthy (“Measuring Brand Value in

an Equilibrium Framework”) is the Manny Rotman
Professor of Marketing at Rotman School of Man-
agement, University of Toronto. He received his
Ph.D. from Stanford University, and has taught pre-
viously at the University of Rochester, Yale Univer-
sity, INSEAD, University of California, Los Angeles,
The Wharton School of the University of Pennsylva-
nia, and the Indian School of Business. His current
research focuses on branding, advertising, and retail-
ing issues. His previous work, which has been pub-
lished in journals such as Marketing Science, Journal
of Consumer Research, and RAND Journal of Economics,
has examined the relationship between advertising
and product quality, product differentiation in a com-
petitive environment, and price-matching guarantees
in retailing. He is the Vice President of Education
for the INFORMS Society of Marketing Science, an
area editor of Marketing Science, an associate editor of
Quantitative Marketing and Economics, and serves on
the editorial board of Journal of Marketing Research. He
is a coauthor (with Philip Kotler and Gary Lilien) of
the book Marketing Models.
Marielle C. Non (“Going Where the Ad Leads You:

On High Advertised Prices and Searching Where to
Buy”) is a post-doctorate researcher at the Univer-
sity of Groningen, The Netherlands. She holds a Ph.D.
degree from the Tinbergen Institute, Erasmus Univer-
sity Rotterdam. Until now, her research has focused
on consumer and firm behavior in situations of costly
information acquisition.
Elie Ofek (“Content vs. Advertising: The Impact

of Competition on Media Firm Strategy”) is an asso-
ciate professor in the marketing unit at the Har-
vard Business School. He holds a B.Sc. in electrical
engineering from Technion-Israel Institute of Technol-
ogy, and M.A. and Ph.D. degrees in economics and
business, respectively, from Stanford University. His

research focuses on new product strategies in fast-
changing, technology-driven business environments.
He explores relationships between R&D and market-
ing decisions, and is particularly interested in how
firms integrate marketing input when formulating
innovation strategy. He also examines the implica-
tions of information technology and new media on
product/content offerings. His work has appeared in
Marketing Science and Management Science.
Jagmohan S. Raju (“A Theory of Combative Adver-

tising”) is the Joseph J. Aresty Professor of Marketing
at The Wharton School of the University of Pennsyl-
vania. He received his Ph.D. from Stanford Univer-
sity, and has taught courses at the Anderson School,
University of California, Los Angeles. His previous
research has focused on pricing, short-term price dis-
counts, store brands, sales force compensation, distri-
bution channels, strategic alliances, corporate image
advertising, mergers, and assessing the strategic value
of new information. His papers have received awards
such as the John D.C. Little Award and the Frank Bass
Award. He has served, or is serving, as one of the the-
sis advisors for Abhik Roy, Sanjay Dhar, Rajeev Tyagi,
Wilfred Amaldoss, Serdar Sayman, Yusong Wang,
Ye Hu, Tony Cui, Andres Musalem, S. Sajeesh, and
Upender Subramanian. He is currently the marketing
departmental editor of Management Science, and was
formerly the President of INFORMS Society of Mar-
keting Science.
Roland T. Rust (“My Mobile Music: An Adaptive

Personalization System for Digital Audio Players”)
holds the David Bruce Smith Chair in Marketing at
the Robert H. Smith School of Business, University of
Maryland, where he is also Chair of the Marketing
Department and the Executive Director of the Cen-
ter for Excellence in Service. He has won several aca-
demic awards, including Gilbert A. Churchill Award
for Lifetime Achievement in Marketing Research and
the Career Contributions to the Services Discipline
Award from the American Marketing Association, the
Outstanding Contributions to Research in Advertis-
ing Award from the American Academy of Adver-
tising, the Elsevier Distinguished Marketing Scholar
Award from the Society of Marketing Advances, and
the Henry Latané Distinguished Doctoral Alumnus
Award from the University of North Carolina at
Chapel Hill. He is also a Fellow of the American Sta-
tistical Association and has won numerous best article
and book awards. He is the founder and Chair of the
American Marketing Association’s annual Frontiers in
Service Conference, and was founding editor of Jour-
nal of Service Research. He is currently Editor of the
Journal of Marketing. A national class distance runner
in his collegiate days, he has been inducted into the
DePauw University Athletic Hall of Fame.
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Miklos Sarvary (“Content vs. Advertising: The
Impact of Competition on Media Firm Strategy”) is a
professor of marketing at INSEAD in France. Previ-
ously, he was a faculty member at Harvard Business
School and at the Graduate School of Business, Stan-
ford University. He studied physics at Eötvös Loránd
University in Hungary, earned an M.S. in statistics
from École Nationale Supérieure des Mines de Paris,
and holds a Ph.D. in management from INSEAD. His
current research focuses on competition in media mar-
kets with special emphasis on new media (e.g., online
advertising). His previous research has addressed the
marketing of information products and the global dif-
fusion of telecommunications products. His work has
been published in Marketing Science, Management Sci-
ence, Journal of Marketing Research, California Manage-
ment Review, Marketing Letters, and Technological Fore-
casting and Social Change.He is area editor ofMarketing
Science, an associate editor of Quantitative Marketing
and Economics, and serves on the editorial boards of
International Journal of Research in Marketing, Review of
Marketing Science, and Journal of Interactive Marketing.
Rachel Shacham (“Findings—Innovations’ Origins:

When, By Whom, and How Are Radical Innovations
Developed?”) is a doctoral candidate at the Stern
School of Business, New York University. She joined
the program after graduating from Harvard Univer-
sity with a B.A. in applied mathematics and from
New York University with an M.A. in economics. Her
interests include the development of empirical models
for addressing partially observed dynamic processes,
particularly in novel environments. She presented her
work and was invited to present at the marketing
conference in Israel. She was New York University’s
AMA-Sheth Doctoral Consortium Fellow in 2007.
Ashish Sood (“Functional Regression: A New

Model for Predicting Market Penetration of New
Products”) is an assistant professor of marketing at
Goizueta School of Business, Emory University. He
has a Ph.D. in marketing from Marshall School of
Business, University of Southern California, a bache-
lor’s degree in electrical engineering from Delhi Col-
lege of Engineering, Delhi University, and an MBA
in marketing with a specialization in management
of technology from Nanyang Technological Univer-
sity, Singapore. He has worked in the industry for
12 years managing sales and distribution of indus-
trial products, product and supplier quality, and new
product development with Crompton Greaves Ltd. in
India, and Philips Electronics in Singapore. His pri-
mary research interests are in the areas of innova-
tion, technology management, and financial analysis.
His research has been published in Journal of Market-
ing, Marketing Science, Journal of Computational Statis-
tics, and Data Analysis, and has been featured in many

popular press publications. He is an expert in qual-
ity management and total quality management, and
has conducted assessments of organizations for the
Singapore Quality Award. He was the Lead Asses-
sor for international standards ISO 9001 and ISO
14001, and consulted with firms in India and Sin-
gapore on quality and environmental management.
He serves as a reviewer for several top journals and
presents his research regularly at academic confer-
ences worldwide.
Ramanathan Subramaniam (“Research Note—

Quantity Discounts in Differentiated Consumer Prod-
uct Markets”) is an assistant professor of market-
ing at the School of Business, University of Kansas.
He received his Ph.D. in marketing from the Joseph
M. Katz Graduate School of Business, University of
Pittsburgh. Prior to receiving his Ph.D., he earned
his B.Tech. from the Institute of Technology, Banaras
Hindu University in India and his MBA from Xavier
Labor Relations Institute in India, and his M.S. from
the Tepper School of Business, Carnegie Mellon Uni-
versity. His primary research interests include pricing
strategy and auction theory.
Gerard J. Tellis (“Functional Regression: A New

Model for Predicting Market Penetration of New
Products”) is Director of the Center for Global Innova-
tion, Neely Chair of American Enterprise, and Profes-
sor of Marketing at the Marshall School of Business,
University of Southern California. He specializes in
innovation, global market entry, new product growth,
advertising, and pricing, and has published over 80
papers in leading scholarly journals and books on
these topics. He has won 15 awards, including four of
the most prestigious awards in the field of marketing:
the Frank M. Bass, William F. O’Dell, Harold D. May-
nard (twice), and Vijay Mahajan Award for lifetime
contributions to marketing strategy. He is a trustee of
the Marketing Science Institute, and a Senior Research
Associate and former Visiting Chair of Innovation,
Marketing, and Strategy at the Judge Business School,
University of Cambridge. He has also been a Visit-
ing Fellow of Sidney Sussex College, Cambridge Uni-
versity, and a Distinguished Visitor, Erasmus Univer-
sity Rotterdam. He is on the executive boards of the
INFORMS Society for Marketing Science, European
Marketing Academy, the North American Society for
Marketing Education in India, and the Product Devel-
opment and Management Association. He is an asso-
ciate editor of Journal of Marketing Research and a guest
area editor for Marketing Science. For several years, he
has served on the editorial review boards of Journal of
Marketing Research, Journal of Marketing, andMarketing
Science.
Martina Vandebroek (“Efficient Conjoint Choice

Designs in the Presence of Respondent Heterogene-
ity”) is Professor of Statistics at the Faculty of Busi-
ness and Economics and at the Leuven Statistics
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Research Centre of the Katholieke Universiteit Leuven
in Belgium. Having acquired expertise in the opti-
mal design of industrial experiments, she is currently
looking into the optimal design of conjoint and dis-
crete choice experiments. She is the recipient of the
2006 Lloyd S. Nelson Award (together with Prof.
Dr. Peter Goos and Dr. Ivan Langhans). Her arti-
cles have appeared in leading journals as Journal of
Quality Technology, Technometrics, Journal of Marketing
Research, Computational Statistics & Data Analysis, Jour-
nal of International Money and Finance, Chemometrics,
and Intelligent Laboratory Systems.
Michel Wedel (“My Mobile Music: An Adaptive

Personalization System for Digital Audio Players”)
is the PepsiCo Professor of Consumer Science at the
Robert H. Smith School of Business, University of
Maryland, and honorary Professor of Marketing at the
University of Groningen, The Netherlands. His main
research interests are in the application of statistical
and econometric methods to marketing problems, in
particular to the analysis of eye-tracking data. He has
over 150 publications in Journal of the American Sta-
tistical Association, Journal of Econometrics, Journal of
Classification, Journal of Business and Economic Statis-
tics, Journal of Consumer Research, Journal of Marketing
Research, Journal of Marketing, Marketing Science, Psy-
chometrika, and Quantitative Marketing and Economics,
among others. He is area editor for Journal of Market-
ing Research and Marketing Science, and serves on the
editorial boards of Journal of Marketing, Journal of Clas-
sification, and Quantitative Marketing and Economics. He
has received the O’Dell Best Paper Award from Journal
of Marketing Research and the Hendrik Muller Award
from The Netherlands Royal Academy of the Sciences
for outstanding lifetime contributions to the social sci-
ences. He has been ranked the most productive aca-
demic in business and economics in The Netherlands
and has published several monographs on market seg-
mentation and visual marketing, among others.
Jie Yu (“Efficient Conjoint Choice Designs in the

Presence of Respondent Heterogeneity”) is a pre-

doctoral researcher at the Faculty of Business and
Economics of the Katholieke Universiteit Leuven in
Belgium. She received a bachelor’s degree in mechan-
ical engineering from the Shenyang Institute of Aero-
nautic Engineering in China, followed by a mas-
ter’s degree in industrial management and an M.S.
in statistics from the Katholieke Universiteit Leuven.
In her research, she focuses on the design of conjoint
choice experiments.
Z. John Zhang (“A Theory of Combative Advertis-

ing”) is a professor of marketing and Murrel J. Ades
Professor at The Wharton School of the University of
Pennsylvania. He earned a bachelor’s degree in engi-
neering automation and philosophy of science from
Huazhong University of Science and Technology in
China. He holds a Ph.D. in history and sociology
of science from the University of Pennsylvania and
a Ph.D. in economics from the University of Michi-
gan. Prior to joining Wharton in 2002, he taught pric-
ing and marketing management at the Olin School
of Business, Washington University in St. Louis for
three years and at Columbia Business School for five
years. His research focuses primarily on competitive
pricing strategies, the design of pricing structures,
and channel management. He has published numer-
ous articles in top marketing and management jour-
nals on various pricing issues such as measuring con-
sumer reservation prices, price-matching guarantees,
targeted pricing, access service pricing, the choice of
price promotion vehicles, channel pricing, price wars,
and the pricing implications of advertising. He has
also developed an interest in the movie and telecom
industries. He currently serves as associate editor for
Quantitative Economics and Marketing. He is also an
area editor for Marketing Science, and is on the edi-
torial board for Journal of Marketing, and Journal of
Interactive Marketing. In 2001, he won the John D.C.
Little Best Paper Award and the Frank Bass Best Dis-
sertation Award, along with his coauthors, for contri-
butions to the understanding of targeted pricing with
imperfect targetability.

D
ow

nl
oa

de
d 

fr
om

 in
fo

rm
s.

or
g 

by
 [

21
6.

73
.2

17
.6

] 
on

 1
4 

Ju
ly

 2
02

6,
 a

t 0
8:

44
 . 

Fo
r 

pe
rs

on
al

 u
se

 o
nl

y,
 a

ll 
ri

gh
ts

 r
es

er
ve

d.
 


