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Focus on Authors

Makoto Abe (“‘Counting Your Customers’ One by
One: A Hierarchical Bayes Extension to the Pareto/
NBD Model”) is a professor of marketing at the Grad-
uate School of Economics at the University of Tokyo,
Japan. He received his Ph.D. from MIT. His research
interest is in database marketing and CRM. His papers
have appeared in journals such as Marketing Science,
the Journal of Marketing Research, Marketing Letters, the
Journal of Business and Economic Statistics, European
Journal of Operational Research, Computational Statistics,
the Journal of Retailing, the Journal of Advertising, the
Journal of Business Research, and others. He is a coau-
thor of several books, including Introduction to Market-
ing Science, Science of Marketing: Analysis of POS Data,
Pricing Science, and Science of Web Marketing. Unfortu-
nately, most readers will not be able to comprehend
the books because they are written in Japanese. After
leaving the United States, Makoto found that it was
illegal to brew one’s own beer at home, so he now
enjoys riding motorcycles as his hobby. Although the
Big 4 of motorcycles (Honda, Yamaha, Suzuki, and
Kawasaki) happens to be Japanese, he was shocked to
find that Harley-Davidson has by far the highest mar-
ket share (over 30%) for large motorcycles (over 750cc)
in Japan. This fact illustrates the marketing excellence
of the U.S. company. The situation is in sharp contrast
to the Japanese passenger car market, whereby the Big
3, as a total, has a share of less than 1%, which is less
than one-tenth of that of German manufacturers. By
the way, all of Makoto’s five bikes are Japanese, and
his Kawsaki has a redline (rev limit) of 19,000 rpm.

Wilfred Amaldoss (“Direct-to-Consumer Advertis-
ing of Prescription Drugs: A Strategic Analysis”) is
an associate professor of marketing at the Fuqua
School of Business of Duke University. He holds
an M.B.A. from the Indian Institute of Management
(Ahmedabad), and an M.A. (Applied Economics) and
a Ph.D. from The Wharton School of the University
of Pennsylvania. His research interests include behav-
ioral game theory, experimental economics, advertis-
ing, pricing, new product development, and social
effects in consumption. His recent publications have
appeared in Marketing Science, Management Science, the
Journal of Marketing Research, the Journal of Economic
Behavior and Organization, and the Journal of Mathemat-
ical Psychology. His work has received the John D. C.
Little award and the Frank Bass award. He serves on
the editorial boards of the Journal of Marketing Research
and Marketing Science.
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Eric T. Anderson (“The Option Value of Returns:
Theory and Empirical Evidence”) is the Hartmarx
Research Associate Professor of Marketing at North-
western University, Kellogg School of Management.
He holds a Ph.D. in management science from MIT
Sloan School of Management and previously held
appointments at the University of Chicago Graduate
School of Business and the W. E. Simon Graduate
School of Business at the University of Rochester. His
research interests include pricing strategy, promotion
strategy, retailing, 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. He is an area editor for Opera-
tions Research and on the editorial board of Marketing
Science and Quantitative Marketing and Economics.

Dan Ariely (“Research Note—The Researcher as a
Consumer of Scientific Publications: How Do Name-
Ordering Conventions Affect Inferences About Con-
tribution Credits?”) earned a bachelor’s degree in
psychology from Tel Aviv University, his master’s and
doctorate degrees in cognitive psychology from the
University of North Carolina, and a doctorate in busi-
ness administration from Duke University, where he
is the James B. Duke Professor of Behavioral Eco-
nomics. He is also the author of Predictably Irrational:
The Hidden Forces That Shape Our Decisions. He is cur-
rently working on a new book titled Dining Without
Crumbs: The Art of Eating Over the Sink.

Eric T. Bradlow (“Research Note—The Traveling
Salesman Goes Shopping: The Systematic Deviations
of Grocery Paths from TSP Optimality”) is currently
The K.P. Chao Professor, Professor of Marketing,
Statistics, and Co-Director of the Wharton Interactive
Media Initiative at The Wharton School of the Univer-
sity of Pennsylvania. He earned a B.S. in economics
from The Wharton School of the University of Penn-
sylvania, 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
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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.

David V. Budescu (“Research Note—The Researcher
as a Consumer of Scientific Publications: How Do
Name-Ordering Conventions Affect Inferences About
Contribution Credits?”) is professor of quantitative
psychology at the University of Illinois. His research
is in the areas of human judgment, individual and
group decision making under uncertainty and with
incomplete and vague information, and statistics for
the behavioral and social sciences.

Hai Che (“Price Competition in Markets with Con-
sumer Variety Seeking”) is an assistant professor of
marketing at the Marshall School of Business, Univer-
sity of Southern California. He received his M.A. in
economics at the University of Toronto and his Ph.D.
in Business at Washington University in St. Louis. His
primary research topics of interests include structural
models of consumer behavior and firm strategies (pric-
ing, advertising, and sales promotion), as well as mod-
eling the psychology of consumer and firm behavior.
His research spans the areas of grocery retailing, phar-
maceutical, and insurance markets, as well as political
advertising campaigns. His research has appeared in
the Journal of Marketing Research and Marketing Letters.
He is a variety seeker in music and restaurants.

Rachel R. Chen (“Research Note—Should Captive
Sardines Be Compensated? Serving Customers in a
Confined Zone”) is an assistant professor at the Grad-
uate School of Management, University of Califor-
nia, Davis. She received her Ph.D. from the Johnson
Graduate School of Management, Cornell University.
Her research addresses economic issues in managing
supply chains and distribution channels, including
procurement, contract design, and the marketing-
operations interface. She also analyzes decision mak-
ing under uncertainty in service operations. Her pre-
vious research has appeared in Management Science
and IIE Transactions.

Anne T. Coughlan (“Research Note—Price-
Matching Guarantees, Retail Competition, and
Product-Line Assortment”) is a professor of marketing
at the Kellogg School of Management at Northwestern
University. She did her doctoral work in economics at
Stanford. She is a past secretary-treasurer and a past
president of the INFORMS College on Marketing,
serves as an area editor of Marketing Science, and
has served and continues to serve on the boards of
several other journals in marketing. Her research
interests are in distribution channel management,
pricing, sales-force compensation and management,

and the intersections among these areas. When not
engaged in academic pursuits, she putters happily
in her greenhouse, where cacti, succulents, and more
standard Midwestern plants live, propagate, and
flower peaceably side by side.

Peter S. Fader (“Research Note—The Traveling
Salesman Goes Shopping: The Systematic Deviations
of Grocery Paths from TSP Optimality”) is the Frances
and Pei-Yuan Chia Professor of Marketing at The
Wharton School of the University of Pennsylvania.
This study was inspired by his former career as a
newspaper delivery boy (his first and only “real”
job). He was not particularly adept at following the
shortest point-to-point path between houses, and he
needed a justification for doing so. Knowing that peo-
ple shop in a similar manner gives him great com-
fort and suitably lowers his expectations that his own
newspaper will show up on time (if at all).

Dinesh Kumar Gauri (“Benchmarking Performance
in Retail Chains: An Integrated Approach”) is an assis-
tant professor of marketing in the Whitman School of
Management at Syracuse University. He received his
Ph.D. from the State University of New York (SUNY)
at Buffalo. He also holds master’s degrees in economics
from SUNY Buffalo and in mathematics and computer
applications from the Indian Institute of Technology
Delhi, India. His research interests include consumers’
price search, retail promotion effectiveness, retail store
performance, and e-store loyalty issues. His disserta-
tionresearch received the best doctoral dissertation pro-
posalaward from Fordham University Pricing Center in
2006 and an honorable mention award for the Levy and
Weitz doctoral dissertation proposal competition, spon-
sored by the American Marketing Association Retail-
ing SIG and the Miller Center for Retailing Education
and Research at the University of Florida in 2005. His
research has been published in the Journal of Marketing
Research, Marketing Science, and Communications of ACM.

Eitan Gerstner (“Research Note—Should Captive
Sardines Be Compensated? Serving Customers in a
Confined Zone”) is the Storaid Professor of Marketing
and Retail in the Business School at Loughborough
University. His articles on pricing, service marketing,
and channels of distribution appeared in various mar-
keting and economics journals, including the Journal
of Marketing Research, Marketing Science, the Journal of
Service Research, the Journal of Business, American Eco-
nomic Review, and the Quarterly Journal of Economics.
His most recent research focused on pricing under
uncertain demand, customer acquisition, and refer-
rals, as well as service and satisfaction guarantees.

Liang Guo (“The Benefits of Downstream Informa-
tion Acqusition”; “Voluntary Quality Disclosure and
Market Interaction”) is an assistant professor of mar-
keting at Hong Kong University of Science and Tech-
nology, China. He holds a Ph.D. in business adminis-
tration (marketing) from the University of California,
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Berkeley, and a B.A. in economics from Beijing Uni-
versity, China. His recent research projects investigate
preference uncertainty, stockpiling, channel interac-
tion, voluntary quality disclosure, and social commu-
nication. His work has appeared in the Journal of Eco-
nomics and Management Strategy and in previous issues
of Marketing Science.

Karsten Hansen (“The Option Value of Returns:
Theory and Empirical Evidence”) is an associate pro-
fessor of marketing at the Kellogg School of Man-
agement, Northwestern University. His research cen-
ters on retail competition, consumer behavior, and
database marketing, and he has published articles
in journals such as Marketing Science, Journal of Mar-
keting Research, Management Science, and Journal of
Econometrics.

Chuan He (“Direct-to-Consumer Advertising of
Prescription Drugs: A Strategic Analysis”) is an assis-
tant professor of marketing at the Leeds School of
Business of University of Colorado at Boulder. His
fields of specialization and research include advertis-
ing, search, pricing strategies, and channel contracts.
He holds a Ph.D. in marketing from Washington Uni-
versity in St. Louis and an M.A. in economics from
the University of Toronto.

Oyvind Horverak (“Research = Note—Wine
Journalism—Marketing or Consumers’ Guide?”)
is economist and senior researcher at The Norwe-
gian Institute for Alcohol and Drug Research. His
research interests include political economy, con-
sumer research, and alcohol and drug research. His
current research focuses on the concept social costs
of alcohol consumption. He has published articles in
Addiction, Contemporary Drug Problems, Nordic Studies
on Alcohol and Drugs, International Journal of Research
in Marketing, and History of Political Economy.

Sam K. Hui (“Research Note—The Traveling Sales-
man Goes Shopping: The Systematic Deviations of
Grocery Paths from TSP Optimality”) joined New
York University Stern School of Business as an assis-
tant professor of marketing in July 2008. His research
interests focus on the interaction between market-
ing and statistics, the entertainment industry, Inter-
net retailing, and Bayesian models. In a recent
paper, he examines shoppers’ paths in supermar-
kets by tracking their movements using RFID (radio-
frequency identification) tags. He is the recipient of the
2008 John Howard Dissertation Award; the 2007 AMA
EXPLOR Award, recognizing the most innovative use
of technology in advancing marketing research; and
the 2007 Levy and Weitz Retailing Dissertation Pro-
posal Award. He received his B.S. in mathematical
and computational science, his M.S. in statistics from
Stanford University, and his Ph.D. in marketing from
The Wharton School of the University of Pennsylvania.

Yong J. Hyun (“Financing as a Marketing Strat-
egy”) is professor of marketing at the Graduate School
of Management, Korea Advanced Institute of Science
and Technology (KAIST). He received a Ph.D. in mar-
keting from the University of Wisconsin-Madison.
His research focuses mainly on promotion and con-
sumer information processing. Channel coordination
is another area he has been interested in. His papers
appear in the Journal of Consumer Research and the
Journal of International Business Studies.

Yogesh V. Joshi (“Research Note—How Much
Should You Invest in Each Customer Relationship? A
Competitive Strategic Approach”) is an assistant pro-
fessor of marketing at the Robert H. Smith School
of Business, University of Maryland, College Park.
He received his Ph.D. in marketing from The Whar-
ton School of the University of Pennsylvania. He
also holds a master’s degree from the Massachusetts
Institute of Technology and an undergraduate degree
from the Indian Institute of Technology Bombay, both
in mechanical engineering. His research focuses on
competitive marketing strategies, market entry, opti-
mal product portfolios, brand extensions, and product
innovation and diffusion, and his work has appeared
in Marketing Science.

Boris Maciejovsky  (“Research ~ Note—The
Researcher as a Consumer of Scientific Publica-
tions: How Do Name-Ordering Conventions Affect
Inferences About Contribution Credits?”) earned
undergraduate degrees in psychology and interna-
tional business administration as well as a doctoral
degree in psychology from the University of Vienna.
He is currently an LSE Fellow at the department
of management at the London School of Economics
and a Ph.D. candidate in management science at the
Massachusetts Institute of Technology. His research
interests include consumer behavior, judgment and
decision making, and experimental economics.

Puneet Manchanda (“Heterogeneous Learning and
the Targeting of Marketing Communication for New
Products”) is an associate professor of marketing at
the Ross School of Business at the University of Michi-
gan. His main research interest is in building empir-
ical models to solve strategic marketing problems
such as resource allocation, launch planning, word-of-
mouth marketing, and CRM. His most recent work
has focused on marketing strategy problems in the
pharmaceutical, high-technology, gaming, and insur-
ance industries. His papers have appeared in Market-
ing Science, the Journal of Marketing Research, Quanti-
tative Marketing and Economics, and Marketing Letters.
He is on the editorial boards 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.
His research and commentary on current topics has
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been published in business media outlets such the New
York Times, Sloan Management Review, Investors Business
Daily, Forbes.com, and CIO Magazine. His recent inter-
ests are in developing strategy for privately held com-
panies, both in early stages (venture capital) and later
stages (private equity).

Andrés Musalem (“Research Note—How Much
Should You Invest in Each Customer Relationship?
A Competitive Strategic Approach”) is an assistant
professor of marketing at the Fuqua School of Busi-
ness of Duke University. He received a Ph.D. in mar-
keting and an A.M. in statistics from The Wharton
School of the University of Pennsylvania, and holds
a B.Sc. in industrial engineering and an M.B.A. from
the University of Chile. He joined the Fuqua faculty in
2006. His research interests are focused on the devel-
opment of Bayesian and econometric methods for the
estimation of structural models of consumer and firm
behavior from aggregate or limited data. He is also
interested in the application of game theory to under-
stand the consequences of competition on firms’ deci-
sions and profitability. Some areas of application of his
research include retailing, sales promotion, category
management, pricing, customer relationship manage-
ment, and consumer response to out-of-stocks. His
research has been accepted in the Journal of Marketing
Research and the Journal of Applied Econometrics.

Sridhar Narayanan (“Heterogeneous Learning and
the Targeting of Marketing Communication for New
Products”) is an assistant professor of marketing at the
Graduate School of Business, Stanford University. He
is interested in empirical research in marketing. His
recent research deals with consumer and firm deci-
sions made in the context of consumer uncertainty
about products, and the impact of alternative policies
on firm profits and consumer surplus. His research
has explored consumer learning about new products
by developing structural models of learning and con-
ducting empirical analysis of behavioral data using
these models. He has studied physician learning about
new prescription drugs, and explored how the role
of marketing communication changes over the prod-
uct life cycles of these drugs as physicians learn more
about them. In other research, he has explored issues
like learning and the value of information in the case
of telecommunication markets, where consumers sign
up for tariff plans while they are still uncertain about
their future usage. His research has been published at
the Journal of Marketing Research, Quantitative Market-
ing and Economics, and the Journal of Marketing.

Janos Gabor Pauler (“Benchmarking Performance
in Retail Chains: An Integrated Approach”) is an asso-
ciate professor of computer applications in the Pol-
lack Mihaly Faculty of Engineering at the University
of Pécs, Hungary. He received his Ph.D. and M.S.

in economics at the Faculty of Business and Eco-
nomics, University of Pécs. His research interests are
data mining, database marketing, and artificial intel-
ligence. His research has been published in the Euro-
pean Journal of Operations Research.

P. B. Seetharaman (“Price Competition in Markets
with Consumer Variety Seeking”) is professor of mar-
keting at the Jesse H. Jones Graduate School of Man-
agement, Rice University. He holds a B.Tech. and
M.S. in chemical engineering from the Indian Institute
of Technology, Madras, and the University of Utah,
respectively, and an M.S. and Ph.D. in marketing from
Cornell University. He served on the faculty at the
John M. Olin School of Business, Washington Univer-
sity in St. Louis, for six years and has been at Rice
University for four years. The published article in this
issue caps his previous econometric research on quan-
tifying the effects of variety seeking in demand by pos-
ing and answering the following question: “So what
are the pricing implications of variety-seeking effects
in demand?” using a game-theoretic framework. In his
personal life, his gender-diverse portfolio of progeny
(Aditi and Satvik) provide him and Gayathri greater
utility than an inertial portfolio. Viva variety seeking!

S. Hun Seog (“Financing as a Marketing Strategy”)
is professor of finance and insurance at Graduate
School of Finance of the Korea Advanced Institute of
Science and Technology (KAIST). He received a Ph.D.
in insurance and risk management from The Wharton
School of the University of Pennsylvania. His current
research is focused on the economics of information
and insurance and corporate finance. He is also inter-
ested in the application of economics and finance to
diverse marketing and business issues. He has pub-
lished papers in the Journal of Risk and Insurance, the
Geneva Papers on Risk and Insurance Theory, and the
European Journal of Operational Research, among others.
He is the author of a book, Strategic Corporate Finance
for CEO:s.

Greg Shaffer (“Research Note—Price-Matching
Guarantees, Retail Competition, and Product-Line
Assortment”) is a professor of marketing and a pro-
fessor of economics and management strategy at
the Simon School of Business at the University of
Rochester. He received his B.A. in economics and
mathematics from Swarthmore College and his M.A.
and Ph.D. in economics from Princeton University. His
current research interests include promotions, chan-
nels of distribution, competitive strategy, and antitrust
policy. He is an area editor of Marketing Science, a
coeditor of the Journal of Economics and Management
Strategy, and an associate editor of the Journal of Eco-
nomics and Business. In addition to Marketing Science,
he has published articles in the American Economic
Review, the RAND Journal of Economics, Management
Science, the Journal of Industrial Economics, the Journal
of Economics and Management Strategy, the International
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Journal of Industrial Organization, the Journal of Law
and Economics, and the Journal of Law, Economics, and
Organization.

Duncan Simester (“The Option Value of Returns:
Theory and Empirical Evidence”) is a professor at
MIT’s Sloan School of Management, where he holds
the NTU Chair in Management Science. This paper
is one of a series of studies that uses field data from
retail settings. These include several studies that focus
on evaluating the long-run effect of marketing deci-
sions, together with a stream of work investigating
the role of price cues. He edits the marketing science
section of Operations Research, is on the editorial board
of JMR, and serves as an area editor for Marketing Sci-
ence and Management Science.

Ashish Sood (“Do Innovations Really Pay Off?
Total Stock Market Returns to Innovation”) is assis-
tant professor of marketing at Goizueta School of
Business, Emory University. He has a Ph.D. in mar-
keting from Marshall School of Business, University
of Southern California, a bachelor’s degree in elec-
trical engineering from Delhi College of Engineering,
Delhi University, and an M.B.A. in marketing with
a specialization in management of technology from
Nanyang Technological University, Singapore. He has
worked in the industry for 12 years managing sales
and distribution of industrial products, product and
supplier quality, and new product development with
Crompton Greaves Ltd. in India, and Philips Elec-
tronics in Singapore. His primary research interests
are in the areas of innovation, technology manage-
ment, and financial analysis. His research has been
published in the Journal of Marketing, Marketing Sci-
ence, Journal of Computational Statistics & Data Analysis,
and has been featured in many popular press publi-
cations. He is also an expert in quality management
and TQM, and has conducted assessments of organi-
zations for the Singapore Quality Award. He was the
Lead Assessor for international standards ISO 9001
and ISO 14001 and consulted with firms in India and
Singapore on quality management and environmental
management. He serves as a reviewer for several top
journals and presents his research regularly at aca-
demic conferences worldwide.

Gerard ]. Tellis (“Do Innovations Really Pay Off?
Total Stock Market Returns to Innovation”) is Direc-
tor of the Center for Global Innovation, Neely Chair
of American Enterprise, and Professor of Marketing at
the Marshall School of Business, University of South-
ern California, Los Angeles. He specializes in innova-
tion, global market entry, new product growth, adver-
tising, and pricing. He has published over 80 papers in
leading scholarly journals and books on these topics.
His articles and books have won 15 awards, including
four of the most prestigious awards in the field of Mar-
keting: the Frank M. Bass, William F. O’Dell, Harold D.

Maynard (twice), and the Vijay Mahajan Awards 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 Inno-
vation, Marketing, and Strategy at the Judge Business
School, Cambridge University. He has also been a Vis-
iting Fellow of Sidney Sussex College, Cambridge Uni-
versity, and a Distinguished Visitor, Erasmus Univer-
sity, Rotterdam. He is on the executive boards of ISMS,
EMAC, NASMEI, and PDMA. Previously, he worked
as a Sales Development Manager for Johnson & John-
son. He is an associate editor of the Journal of Marketing
Research, a guest area editor for Marketing Science, and
has been on the editorial review boards of the Journal of
Marketing Research, Journal of Marketing, and Marketing
Science for several years.

Minakshi Trivedi (“Benchmarking Performance in
Retail Chains: An Integrated Approach”) is an asso-
ciate professor at the State University of New York
at Buffalo. She holds a Ph.D. in management science
with a concentration in marketing from the Univer-
sity of Texas at Dallas. She is also the Co-Director
of CRM (Center for Relationship Marketing) housed
in the Marketing Department at SUNY Buffalo. Her
research interests lie in the application of quantitative
modeling to study retailing issues such as retail for-
mat, pricing, and promotions; consumer issues such
as stochastic behavior and promotional response; and
game-theoretic issues in channels. hasher work has
been published in, among other journals, Management
Science, Marketing Science, Journal of the Academy of Mar-
keting Science, and the Journal of Business and Economic
Statistics.

Yinghui (Catherine) Yang (“Research Note—
Should Captive Sardines Be Compensated? Serving
Customers in a Confined Zone”) is an assistant pro-
fessor of the Graduate School of Management at Uni-
versity of California, Davis. She received her Ph.D.
in operations and information management from The
Wharton School of the University of Pennsylvania.
Her current research focuses on service marketing and
learning customer behavior from clickstream data.
Her research has been published in Marketing Science
and IEEE Transactions on Knowledge and Data Engineer-
ing, among others. She also published a book titled
The Online Customer: New Data Mining and Marketing
Approaches.

Ying Zhao (“Voluntary Quality Disclosure and
Market Interaction”) is an assistant professor of mar-
keting at the Hong Kong University of Science and
Technology, China. She received her Ph.D. from the
University of California, Berkeley. Her research inter-
ests include empirical modeling of competitive strate-
gies, pricing, consumer choice models, and consumer
decision making. Her papers have appeared in the
Journal of Marketing Research, Management Science, the
Journal of Business, and Marketing Letters.
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