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Paulo Albuquerque (“Estimating Demand Hetero-
geneity Using Aggregated Data: An Application to
the Frozen Pizza Category”) is an assistant professor
of marketing at the William E. Simon Graduate School
of Business Administration, University of Rochester.
He received his doctoral degree from the Univer-
sity of California, Los Angeles. His research interests
include the study of the introduction and subsequent
spatial and temporal diffusion of new brands in both
consumer and durable goods, and the analysis of dif-
ferences in purchase behaviors of consumers across
geographic markets.
Subramanian Balachander (“Limited Edition Prod-

ucts: When and When Not to Offer Them”) is an asso-
ciate professor of management at the Krannert School
of Management, Purdue University. He has a Ph.D. in
industrial administration from Carnegie Mellon Uni-
versity. His research interests focus on competitive
marketing strategy, pricing, and market signaling. His
work has been published in the Journal of Marketing,
Management Science, Marketing Science, Journal of Con-
sumer Research, Review of Marketing Science, and Mar-
keting Letters.
André Bonfrer (“Real-Time Evaluation of E-Mail

Campaign Performance”) is an assistant professor at
the Lee Kong Chian School of Business, Singapore
Management University, and a visiting assistant pro-
fessor of marketing at The Wharton School of the Uni-
versity of Pennsylvania. He holds a Ph.D. in business
and an MBA from the Graduate School of Business,
University of Chicago. His current research focuses
on empirical modeling in retailing, competition, and
customer valuation.
Eric T. Bradlow (“Path Data in Marketing: An Inte-

grative Framework and Prospectus for Model Build-
ing”) is currently the K.P. Chao Professor, Professor of
Marketing, Statistics, and Education, and Co-Director
of the Wharton Interactive Media Initiative at The
Wharton School of the University of Pennsylvania.
He earned a B.S. in economics from The Wharton
School, and an A.M. in mathematical statistics and
a Ph.D. in mathematical statistics from Harvard Uni-
versity. He joined the Wharton faculty in 1996. He
currently serves as editor-in-chief of Marketing Science.
He was recently named one of eight University of
Pennsylvania Fellows, and is a Fellow of the Amer-
ican Educational Research Association, Fellow of the
American Statistical Association, Fellow of the Whar-
ton Risk Center, and Senior Fellow of the Leonard

Davis Institute for Health Economics. His academic
research interests include Bayesian modeling, statisti-
cal computing, and developing new methodology for
unique data structures with application to business
problems, education and psychometrics, and health
outcomes. His greatest and most rewarding interests
are his wife Laura and three sons Ethan, Zachary, and
Benjamin.
Michael Braun (“Website Morphing”) is the

Homer A. Burnell Career Development Professor and
an assistant professor of marketing at the Sloan School
of Management, Massachusetts Institute of Technol-
ogy. His research focuses on the development of prob-
ability models to tackle business problems as diverse
as customizing websites, forecasting customer reten-
tion, predicting insurance claims behavior, and mod-
eling interdependency among customer preferences.
In particular, he is interested in developing models
of network interactions and discrete choice behav-
ior than can be estimated efficiently on massively
large data sets. Before entering academia, he worked
on the development and deployment of broadband
Internet products for such companies as Comcast,
Marcus Cable, and Charter Communications. From
1999 to 2002, he was Vice President for Global Affili-
ate Operations of Chello Broadband, the Amsterdam-
based Internet arm of United Pan-Europe Commu-
nications, the largest cable operator in Europe. An
avid sports fan, he has worked as a production assis-
tant at ESPN, and was a researcher for NBC at the
1992 Summer Olympics in Barcelona. He holds an
A.B. in economics from Princeton University, an MBA
from Fuqua School of Business, Duke University, and
a Ph.D. from The Wharton School of the University
of Pennsylvania. He is a member of INFORMS, the
American Statistical Association, and the American
Marketing Association.
Bart J. Bronnenberg (“Estimating Demand Hetero-

geneity Using Aggregated Data: An Application to
the Frozen Pizza Category”) is a professor of market-
ing and CentER research fellow at Tilburg University.
He holds Ph.D. and M.Sc. degrees in management
from INSEAD, France, and an M.Sc. in industrial
engineering From Twente University, The Nether-
lands. He is currently interested in marketing strategy
and multimarket competition in consumer goods and
medical industries. He continues to work on empir-
ical analysis of new product growth and consumer
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choice behavior. His articles have appeared in Mar-
keting Science, Journal of Marketing Research, Marketing
Letters, Journal of the Academy of Marketing Science, and
other journals. He was named the recipient of the
2003 Paul Green Award, the 2003 International Journal
of Research in Marketing Best Paper Award, the 2004
John D.C. Little Best Paper Award, and the 2008 Paul
Green Award.
Xavier Drèze (“Real-Time Evaluation of E-Mail

Campaign Performance”) teaches marketing manage-
ment and marketing strategy at The Wharton School
of the University of Pennsylvania. He received his
Ph.D. and MBA from the University of Chicago and
his M.S. from the Université Catholique de Lou-
vain, Belgium. He currently investigates the valuation
of marketing databases, frequent-shopper program
design, movie sales, and other issues related to the
retailing and Internet marketing fields. His ground-
breaking research on pay-for-performance trade pro-
motions, coauthored with David Bell, provides a
rationale for dramatic, industry-wide changes in the
way retailers and manufacturers structure trade pro-
motions, long a contentious and costly issue for both
sides. Other recent research sheds light on consumers’
knowledge of prices and their ability to form refer-
ence prices, store loyalty issues, Internet auctions, and
movie sequel evaluations, among other issues. His
research has been published in top-tier academic jour-
nals including Journal of Marketing Research, Marketing
Science, and Journal of Marketing. He earned the presti-
gious Alpha Kappa Psi Best Paper Award for a paper
published in the Journal of Marketing in 1994 and the
Best Paper Award for a paper published in the Journal
of Retailing in 1994.
Anthony J. Dukes (“Strategic Assortment Reduc-

tion by a Dominant Retailer”) is an assistant profes-
sor at the Marshall School of Business, University of
Southern California. His research focuses on distri-
bution channels, retailing, antitrust, and commercial
media competition. His work has appeared in journals
such as the Journal of Marketing Research,Marketing Sci-
ence, and Journal of Economics and Management Strategy.
Peter S. Fader (“Path Data in Marketing: An Inte-

grative Framework and Prospectus for Model Build-
ing”) is the Frances and Pei-Yuan Chia Professor of
Marketing at The Wharton School of the University of
Pennsylvania. As his paper in the current issue of this
journal suggests, a path is often as interesting as the
outcome(s) it leads to. His path began as the adopted
son of Sherpa family in Nepal. At a young age, he felt
he did not have the strength or stamina to take on the
family vocation, so he turned to marketing instead.
He often wonders what life would have been like if
he had stayed in the Himalayas instead of settling in
Philadelphia, but he has no regrets about his choice
of career path.

Andrew Gelman (“Commentary—Discussion of
the Article ‘Website Morphing’”) is a professor of
statistics and political science and director of the
Applied Statistics Center at Columbia University. He
has received the Outstanding Statistical Application
Award from the American Statistical Association,
the award for best article published in the Ameri-
can Political Science Review, and the Council of Pres-
idents of Statistical Societies Award for outstanding
contributions by a person under the age of 40. He
has coauthored several books, including Bayesian Data
Analysis, Teaching Statistics: A Bag of Tricks, Data Anal-
ysis Using Regression and Multilevel/Hierarchical Models,
and, most recently, Red State, Blue State, Rich State,
Poor State: Why Americans Vote the Way They Do.
Tansev Geylani (“Strategic Assortment Reduction

by a Dominant Retailer”) is an assistant professor
of marketing at the Katz Graduate School of Busi-
ness, University of Pittsburgh. His research, address-
ing issues in distribution channels, retailing, indus-
trial organization, antitrust, and brand alliances, has
appeared in Marketing Science.
Scott M. Gilpatric (“Slippage in Rebate Programs

and Present-Biased Preferences”) is an assistant pro-
fessor of economics at the University of Tennessee.
He specializes in microeconomic theory and indus-
trial organization. His research has employed present-
biased preferences to model shirking by workers, and
explores why people stay too long in bad jobs and
other bad relationships. Another focus of his research
is the internal organization of firms and incentives
facing managers. One aspect of this is the incen-
tives for managers to comply with environmental and
other regulations. This work extends to studying both
risk-taking and cheating (such as fraud) by managers
as they compete for advancement within a firm. He
has also examined the performance of charter schools
and the response of public schools to competition
from charter schools. Before joining the University of
Tennessee faculty, he taught at Texas A&M Univer-
sity, where he earned his Ph.D., and at the University
of Texas at Austin.
John Gittins (“Commentary—Discussion on ‘Web-

site Morphing’ by Hauser, Urban, Liberali, and
Braun”) began working in operational research within
the steel industry. He returned to academia to com-
plete a doctorate degree in stochastic optimization
models for allocating resources in pharmaceutical
research. This has been his main research interest ever
since, leading to a body of powerful and generally
applicable theories associated with the Gittins index,
and more recently to software for helping research
planners to find more profitable allocation strategies.
He has been honored by the Royal Statistical Soci-
ety and twice by Oxford University, where he taught
mathematics at Keble College for many years and was
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head of the Department of Statistics until his retire-
ment in 2005.
Jacob Goldenberg (“Zooming In: Self-Emergence

of Movements in New Product Growth”) is an asso-
ciate professor of marketing at the School of Business
Administration, Hebrew University of Jerusalem. His
research focuses on creativity, new product develop-
ment, diffusion of innovation, and complexity in mar-
ket dynamics.
Dominique M. Hanssens (“Movie Advertising and

the Stock Market Valuation of Studios: A Case of
‘Great Expectations?’”) is the Bud Knapp Professor
of Marketing at the Anderson Graduate School of
Management, University of California, Los Angeles
(UCLA). He joined the UCLA Anderson faculty in
1977 and has served as the school’s faculty chair, asso-
ciate dean, and marketing area chair. He received a
B.S. in econometrics from the University of Antwerp,
Belgium, in 1974, and he earned M.S. and Ph.D.
degrees in marketing from the Krannert Graduate
School of Management, Purdue University, in 1976
and 1977, respectively. From 2005 to 2007 he served
as Executive Director of the Marketing Science Insti-
tute. His research focuses on strategic marketing prob-
lems, in particular marketing productivity, to which
he applies his expertise in data-analytic methods such
as econometrics and time-series analysis. He serves or
has served as an area editor for Marketing Science and
as an associate editor for Management Science and Jour-
nal of Marketing Research. His papers have appeared
in leading academic and professional journals in mar-
keting, economics, and statistics. Four of these arti-
cles have won best paper awards in Marketing Science
(1995, 2001, 2002) and the Journal of Marketing Research
(1999, 2007), and three were award finalists. The sec-
ond edition of his book with Leonard Parsons and
Randall Schultz, entitled Market Response Models, was
published by Kluwer Academic Publishers in 2001
and translated in Chinese by Shanghai People’s Pub-
lishing House in 2003. He won distinguished teach-
ing awards from within the UCLA MBA and exec-
utive MBA programs, and is a frequent contributor
to the school’s executive education offerings. In 2003
he was awarded the UCLA Anderson School’s Nei-
dorf ‘Decade’ teaching award, and in 2007 he was
the recipient of the Churchill Lifetime Achievement
Award from the American Marketing Association.
John R. Hauser (“Website Morphing”) is the Kirin

Professor of Marketing and Head of the Manage-
ment Science Area at the Sloan School of Manage-
ment, Massachusetts Institute of Technology, where
he teaches new product development, marketing
management, competitive marketing strategy, and
research methodology. He is the coauthor of two
textbooks, Design and Marketing of New Products and
Essentials of New Product Management, and a former

editor of Marketing Science. He has published over
70 scientific papers. Among 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 coau-
thors he was fortunate to win the MSI award for the
most significant contribution to practice, the Ameri-
can Marketing Associations’s Explor award for con-
tributions to online marketing research, and four
INFORMS Society for Marketing Science John D.C.
Little Best Paper Awards. He and his coauthors have
also been finalists for the Little, Green, O’Dell, and
Journal of Product Innovation Management Awards. He
also received an award from the MIT Sloan School
for outstanding teaching 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 con-
sulted for a variety of corporations on product devel-
opment, sales forecasting, marketing research, voice
of the customer, defensive strategy, and R&D manage-
ment. He is a founder and principal at Applied Mar-
keting Science, Inc., a trustee of the Marketing Science
Institute, on the advisory board of Affinnova, Inc., a
fellow of INFORMS, and he serves on many editorial
boards.
Sam K. Hui (“Path Data in Marketing: An Integra-

tive Framework and Prospectus for Model Building”)
is a doctoral student of marketing at The Wharton
School of the University of Pennsylvania. His main
research interests are models for shopping paths, the
entertainment industry, and Bayesian models.
Amit M. Joshi (“Movie Advertising and the Stock

Market Valuation of Studios: A Case of ‘Great Expec-
tations?’”) is an assistant professor of marketing at
the College of Business Administration, University of
Central Florida. He holds an MBA from Indian Insti-
tute of Management, Calcutta, and a Ph.D. in mar-
keting from the Anderson Graduate School of Man-
agement, University of California, Los Angeles. His
research interests include studying the impact of mar-
keting activities on financial aspects of the firm as
well as studying various aspects of the motion picture
industry.
Dominique Olié Lauga (“Market Research and

Innovation Strategy in a Duopoly”) is an assistant
professor of management and strategy at the Rady
School of Management, University of California, San
Diego. She graduated from Ecole Polytechnique in
France and earned a Ph.D. in economics from the
Massachusetts Institute of Technology. Her research
interests include new product development, advertis-
ing, corruption, and behavioral economics.
Guilherme Liberali (“Website Morphing”) is a vis-

iting scholar at the Marketing Department of the
Sloan School of Management, Massachusetts Institute
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of Technology, and an assistant professor of market-
ing at UNISINOS, Brazil. He holds a doctorate in mar-
keting and a B.Sc. in computer science. He was a vis-
iting scholar at the University of Iowa in 2004–2005,
and he has won the Brazilian Government’s CAPES
2007 Best Dissertation Award in Management. His
research interests include the deployment of multi-
armed bandits to solve marketing problems, and the
development of new methods and tools to improve
marketing and decision making. He is also exploring,
both empirically and analytically, firms’ responses to
consumer dynamics.
Oded Lowengart (“Zooming In: Self-Emergence of

Movements in New Product Growth”) is a senior
lecturer in the Department of Business Administra-
tion, Guilford Glazer School of Business and Manage-
ment at Ben-Gurion University, Israel. He received his
Ph.D. from the University of Wisconsin–Milwaukee.
His research focuses on areas of product innova-
tion and positioning, pricing effects on consumer
choice, consumer heterogeneity, the effects of infor-
mation about health hazards on consumer pur-
chase behavior, and market share forecasting and
diagnostics.
Elie Ofek (“Market Research and Innovation Strat-

egy in a Duopoly”) is an associate professor in the
marketing unit at the Harvard Business School. 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. He
received an M.A. in economics and a Ph.D. in busi-
ness from Stanford University and also holds a B.Sc.
in electrical engineering from Technion Israel Institute
of Technology.
Daniel Shapira (“Zooming In: Self-Emergence of

Movements in New Product Growth”) is a lecturer
in the Department of Business Administration, Guil-
ford Glazer School of Business and Management at
Ben-Gurion University, Israel. He received his Ph.D.
from the Racach Institute of Physics, Hebrew Univer-
sity of Jerusalem. His research concentrates on the
complexity of market dynamics, diffusion of innova-
tion, and emergence of collective behavior in social
systems.
Kannan Srinivasan (“Strategic Assortment Reduc-

tion by a Dominant Retailer”) is H.J. Heinz II Pro-
fessor of Management, Marketing, and Information
Systems at the Tepper School of Business, Carnegie
Mellon University. He is an associate editor of Man-
agement Science and an area editor for Marketing Sci-
ence and Quantitative Marketing and Economics.

Axel Stock (“Limited Edition Products: When and
When Not to Offer Them”) is an assistant professor
of marketing at the College of Business Administra-
tion, University of Central Florida. He holds an M.S.
in economics and a Ph.D. in management with spe-
cialization in marketing from Purdue University. His
research focuses on product line management, pric-
ing, and competitive strategy. He is particularly inter-
ested in studying the effectiveness of product scarcity
strategies. His research has appeared in Management
Science.
Ramanathan Subramaniam (“Optimal Bundling

Strategies in Multiobject Auctions of Complements or
Substitutes”) is an assistant professor of marketing
at the Business School of the University of Kansas.
He received his Ph.D. in marketing from the Katz
Graduate School of Business, University of Pittsburgh.
Prior to earning his Ph.D., he received a B.Tech. from
the Institute of Technology, Banaras Hindu Univer-
sity in Varanasi, India; an MBA from Xavier Labor
Relations Institute in Jamshedpur, India; and an M.S.
from the Tepper School of Business, Carnegie Mel-
lon University. His primary research interests focus
on pricing strategy and auction theory, and his work
has appeared in Marketing Science.
Glen L. Urban (“Website Morphing”) is a lead-

ing educator and researcher specializing in market-
ing and new product development. He has been a
member of the Sloan School of Management, Mas-
sachusetts Institute of Technology faculty since 1966,
where he was Deputy Dean at the school from 1987
to 1991 and Dean from 1993 to 1998. Urban has coau-
thored seven books and numerous papers, some of
which have won prestigious awards, including two
O’Dell Awards. He has also received the Paul D.
Converse Award and Charles Parlin Awards. Over
the last 10 years MIT has sponsored his research
projects, focused on trust-based marketing systems
and tools for customer advocacy, at companies such
as Intel, GM, BT, and Suruga Bank. His most recent
research is on website design and morphing digital
ads to improve their effectiveness on the web. He
has founded five companies and is now chairman of
Experion Systems, a firm specializing in advice soft-
ware for financial and health decisions.
Hal Varian (“Commentary—Discussion of ‘Website

Morphing’”) is the Chief Economist at Google. He
started in May 2002 as a consultant and has been
involved in many aspects of the company, including
auction design, econometric, finance, corporate strat-
egy, and public policy. He holds academic appoint-
ments at the University of California, Berkeley in the
business, economics, and information management
departments. He received his S.B. degree from the
Massachusetts Institute of Technology in 1969 and
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his M.A. and Ph.D. from the University of Califor-
nia, Berkeley in 1973. He has also published numer-
ous papers in economic theory, econometrics, indus-
trial organization, public finance, and the economics
of information technology.
R. Venkatesh (“Optimal Bundling Strategies in

Multiobject Auctions of Complements or Substitutes”)
is an associate professor of marketing at the Katz
School of Business, University of Pittsburgh. He
has a Ph.D. in marketing from the University of
Texas at Austin, an MBA from the Indian Institute
of Management, Ahmedabad, and a B.Eng. degree
from the University of Madras. His research interests
include pricing, product bundling, cobranding, and
sales-force management. His articles on these topics
have appeared in the Journal of Business, Journal of
Marketing, Journal of Marketing Research, Management
Science, and Marketing Science.

Kenneth C. Wilbur (“Click Fraud”) is an assis-
tant professor of marketing at the Marshall School
of Business, University of Southern California. He
holds M.A. and Ph.D. degrees in economics from
the University of Virginia. His research uses ana-
lytical and empirical models to address questions
related to advertisement avoidance, advertising effec-
tiveness, media business models, and new media
technologies.
Yi Zhu (“Click Fraud”) is a doctoral student of

economics at the University of Southern California.
He has conducted research on online auctions and
search advertising. He worked as a consultant at the
Shanghai Investment Consulting Corporation before
earning an M.A. in economics from the University of
British Columbia. His primary research interests focus
on the application of industrial organization models
in marketing, auctions, and advertising.
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