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Manoj K. Agarwal (“Investigating Consumer Pur-
chase Behavior in Related Technology Product Cate-
gories”) is a professor of marketing in the School of
Management, Binghamton University, State Univer-
sity of New York (SUNY). He holds an MBA from
IIM Ahmedabad and a Ph.D. from SUNY Buffalo.
His current research areas include marketing finance
interface, branding, and corporate social responsibil-
ity. He is a recipient of the 2005 Robert D. Buzzell
Best Paper Award from the Marketing Science Insti-
tute for his work on the impact of branding strategy
on firm value. His research has been previously pub-
lished in the Journal of Marketing, the Journal of Con-
sumer Research, the Journal of Marketing Research, and
the International Journal of Research in Marketing.

Eric T. Anderson (“Channel Pass-Through of Trade
Promotions”) is the Hartmarx Research Associate
Professor of Marketing at the Kellogg School of Man-
agement, Northwestern University. 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 Busi-
ness and the W. E. Simon Graduate School of Business
at the University of Rochester. His research interests
include pricing strategy, promotion strategy, retail-
ing, and channel management. He has conducted
field experiments with numerous retailers to inves-
tigate customer price perceptions, segmented pricing
strategies, long-run effects of promotions, and cross-
channel effects of marketing communication. His arti-
cles have appeared in journals such as the Journal
of Marketing Research, Marketing Science, Management
Science, the Journal of Economic Theory, Quantitative
Marketing and Economics, Harvard Business Review, and
Sloan Management Review.

Meghan R. Busse (“‘The Best Price You'll Ever
Get”: The 2005 Employee Discount Pricing Promotions
in the U.S. Automobile Industry”) is an associate pro-
fessor at Northwestern’s Kellogg School of Manage-
ment and a faculty research fellow at the National
Bureau of Economic Research. She studies pricing and
price discrimination in a variety of industries. Her
recent work has focused on the automobile industry,
investigating both promotional strategies and envi-
ronmental issues associated with cars and car pur-
chasing behavior.

Pradeep K. Chintagunta (“Tipping and Concen-
tration in Markets with Indirect Network Effects”;
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“Investigating Consumer Purchase Behavior in
Related Technology Product Categories”) is the
Robert Law Professor of Marketing at the Booth
School of Business, University of Chicago. He is pri-
marily interested in empirical research involving the
technology, pharmaceutical, and entertainment indus-
tries, although he continues to work with data from
CPG markets.

Peter J. Danaher (“Optimal Internet Media Selec-
tion”) is the Coles Myer Chair of Marketing and
Retailing at the Melbourne Business School. He was
previously at the University of Auckland and has
had visiting positions at London Business School, The
Wharton School, and MIT. He serves on the edito-
rial boards for the Journal of Marketing, the Journal
of Marketing Research, Marketing Science, and the Jour-
nal of Service Research. He is also an area editor for
the International Journal of Research in Marketing. His
primary research interests are media exposure distri-
butions, advertising effectiveness, television audience
measurement and behavior, Internet usage behavior,
customer satisfaction measurement, forecasting, and
sample surveys.

Jean-Pierre H. Dubé (“Tipping and Concentration
in Markets with Indirect Network Effects”) is the
Sigmund E. Edelstone Professor of Marketing and
Robert King Steel Faculty Fellow at the University
of Chicago Booth School of Business. He holds a
B.Sc. in quantitative economics from the University
of Toronto. His current areas of research include the
competitive dynamics associated with pricing and
advertising, the impact of consumer switching costs
on pricing, price discrimination, industrial market
structure for branded goods, and Internet market-
ing. He is an area editor for the Journal of Market-
ing Research, Management Science, Marketing Science,
and Quantitative Marketing and Economics. He has also
published several articles in the Journal of Marketing
Research, the Journal of Political Economy, Management
Science, Marketing Science, Marketing Letters, and Quan-
titative Marketing and Economics.

Jehoshua Eliashberg (“A Viral Branching Model
for Predicting the Spread of Electronic Word of
Mouth”) is the Sebastian S. Kresge Professor of Mar-
keting and a professor of operations and information
management at The Wharton School of the University
of Pennsylvania. He often visits the Rotterdam School
of Management, where he conducts research with var-
ious colleagues. His research has addressed various
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issues including new product development, adoption,
and market analysis; marketing/manufacturing/Ré&D
interface; and negotiations and competitive strategies.
He has a particular interest in the media and enter-
tainment, pharmaceutical, and high-tech industries.
He published articles appeared in journals such as
Decision Support Systems, the Journal of Marketing, the
Journal of Marketing Research, Management Science, Mar-
keting Science, and Manufacturing and Service Operations
Management. His work in the entertainment indus-
try has been the subject of articles appearing in Busi-
nessWeek, the Christian Science Monitor, Financial Times,
Forbes, Fortune, Los Angeles Times, the New York Times,
Variety, the Wall Street Journal, the Washington Post, the
New York Times, and Newsweek. He has coedited the
following books: Handbooks in Operations Research and
Management Science: Marketing (with Gary L. Lilien)
and Managing Business Interfaces: Marketing, Engineer-
ing, and Manufacturing Perspectives (with Amiya K.
Chakravarty). He has also held various editorial posi-
tions in leading professional journals including the
marketing departmental editor of Management Science,
an editorial board member for Marketing Science, the
European Journal of Operational Research, Marketing Let-
ters, and senior editor for Manufacturing and Service
Operations Management.

Karsten Hansen (“Channel Pass-Through of Trade
Promotions”) is an associate professor of marketing
at the Rady School of Management, University of
California, San Diego. His research interests fall in
the areas of database marketing, empirical models of
household behavior, field experiments, and economet-
rics. Recent publications include papers in Marketing
Science, the Journal of Marketing Research, the Journal of
Econometrics, and International Economic Review.

Wesley R. Hartmann (“Retail Competition and the
Dynamics of Demand for Tied Goods”) is an asso-
ciate professor of marketing at the Stanford Graduate
School of Business. He holds a Ph.D. in economics
from the University of California, Los Angeles. He
is interested in applying and developing econometric
techniques to analyze questions relevant to market-
ing and economics. His current research focuses on
dynamic choice contexts, pricing, social interactions,
and targeted marketing.

Giinter J. Hitsch (“Tipping and Concentration in
Markets with Indirect Network Effects”) is an asso-
ciate professor of marketing at the Booth School of
Business, University of Chicago. He holds a B.A. from
the University of Vienna and a Ph.D. in economics
from Yale University. Much of his research is con-
cerned with dynamic decision problems and dynamic
competition in marketing and industrial organization.
His recent and ongoing work addresses the adop-
tion of durable goods by consumers, optimal product
launches, advertising scheduling over time, dynamic

pricing and price competition under brand loyalty
and switching costs, and pricing in markets with
indirect network effects. He is the winner of the
2007 Frank M. Bass Dissertation Paper Award for his
dissertation paper “An Empirical Model of Optimal
Dynamic Product Launch and Exit Under Demand
Uncertainty” (Marketing Science 25(1), 2006). He has
also published several articles in the Journal of Market-
ing Research, Marketing Science, Marketing Letters, and
Quantitative Marketing and Economics.

Zsolt Katona (“The Race for Sponsored Links: Bid-
ding Patterns for Search Advertising”) is an assis-
tant professor of marketing at the Haas School of
Business, University of California, Berkeley. He has a
Ph.D. in management from INSEAD, and he previ-
ously earned a Ph.D. in computer science from Eotvos
University, Budapest. His current research focuses
on understanding the interaction between websites’
online advertising strategies. He also studies the role
that link structure of social networks plays in word-
of-mouth effects and community formation. Previ-
ously, he had analyzed characteristics of different
random networks and published his work in such
journals as the Journal of Applied Probability, Statis-
tics and Probability Letters, and Random Structures and
Algorithms.

Laoucine Kerbache (“Optimal Internet Media
Selection”) is an associate professor of supply chain
and operations management at HEC School of Man-
agement, Paris, France. He holds a Ph.D. in indus-
trial engineering and operations research from the
University of Massachusetts, Amherst. His current
research covers topics such as configuration, plan-
ning, and optimization of supply chain operations
in manufacturing and services. He has recently been
appointed Associate Dean and Director of the HEC
Ph.D. Program.

Lakshman  Krishnamurthi (“Channel Pass-
Through of Trade Promotions”) is the Montgomery
Ward Professor of Marketing at the Kellogg School of
Management at Northwestern University. He holds
a Ph.D. in marketing from Stanford University. His
research interests include pricing strategy, pharma-
ceutical marketing, and competitive strategy. His
articles have appeared in journals such as the Journal
of Marketing Research, Marketing Science, the Journal
of Consumer Research, and the International Journal of
Research in Marketing.

Janghyuk Lee (“Optimal Internet Media Selection”)
is an assistant professor of marketing at Korea Uni-
versity Business School (KUBS). He holds a B.A.
from Seoul National University in international eco-
nomics, and a M.S. and Ph.D. from ESSEC. Before
joining KUBS, he was a faculty member at the Uni-
versity of Reading (UK) and HEC School of Manage-
ment (France). His current research covers topics such
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as social network analysis, customer equity manage-
ment, and Internet advertising, and he has previously
published in Marketing Science.

Kanishka Misra (“Channel Pass-Through of Trade
Promotions”) is a Ph.D. candidate at the Kellogg
School of Management, Northwestern University. In
June 2009 he joined the London School of Business as
an assistant professor of marketing. His research inter-
ests include retailing, channel pricing, retail assort-
ments, loyalty cards, and market structure.

Harikesh S. Nair (“Retail Competition and the
Dynamics of Demand for Tied Goods”) is an assistant
professor of marketing at Stanford Graduate School
of Business. He received his Ph.D. in marketing from
the Graduate School of Business at the University of
Chicago. Prior to that, he received his M.S. in trans-
portation engineering from the University of Texas
at Austin, and his B.Tech in engineering from the
Indian Institute of Technology (IIT) at Madras, India.
His research is in the area of network effects, diffu-
sion of technologies, and empirical industrial orga-
nization, especially as applied to the marketing of
high-technology and entertainment goods. Broadly
speaking, he is interested in empirical applications of
statistics and economic models to analyzing market-
ing problems.

Vincent Nijs (“Channel Pass-Through of Trade
Promotions”) is an assistant professor of marketing
at the Kellogg School of Management, Northwestern
University. He holds a master’s degree in market-
ing research from the University of Groningen and
a Ph.D. in marketing from the University of Leuven.
He won the John D. C. Little Award and Frank M.
Bass Award for the article “The Category Demand
Effects of Price Promotions.” His papers have been
published in Marketing Science, the Journal of Market-
ing, and Marketing Letters, among others. His current
research focuses on manufacturer—retailer interaction
and the timing and impact of competitive actions and
reactions.

Miklos Sarvary (“The Race for Sponsored Links:
Bidding Patterns for Search Advertising”) is a pro-
fessor of marketing at INSEAD. He was previously a
faculty member at the Harvard Business School and
the Graduate School of Business at Stanford Univer-
sity. He has a Ph.D. in management from INSEAD.
His current research focuses on social networks and
new media (metaverses) and how these technologies
transform marketing. His recent papers study media
competition, online advertising, the structure of the
Internet, and techniques related to “community man-
agement.” Prior to this, he worked on information
marketing, the worldwide pricing of cellular tele-
phone services, and the global diffusion of telecom-
munications products. His work has been published
in journals such as Marketing Science, the Journal of

Marketing Research, Management Science, Quantitative
Marketing and Economics, and the International Journal
of Research in Marketing. He is an associate editor of
Marketing Science and Quantitative Marketing and Eco-
nomics and a member of the editorial boards of the
International Journal of Research in Marketing and the
Journal of Interactive Marketing.

Duncan I. Simester (“‘The Best Price You'll Ever
Get”: The 2005 Employee Discount Pricing Promotions
in the U.S. Automobile Industry”) is a professor at
the MIT 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 experi-
ments or natural experiments. These include several
studies that focus on evaluating the long-run effect of
marketing decisions, together with a stream of work
investigating the role of price cues. He edits the mar-
keting science section of Operations Research and is an
area editor or associate editor at the Journal of Market
Research, Marketing Science, Management Science, and
Quantitative Marketing and Economics.

S. Sriram (“Investigating Consumer Purchase
Behavior in Related Technology Product Categories”)
is an assistant professor of marketing at the Ross
School of Business, University of Michigan. He holds
a B.Tech from the Indian Institute of Technology
and a Ph.D. in marketing from Purdue University.
His research focuses on using econometric models
to understand various marketing phenomena. Sub-
stantively, his primary interests are in the areas of
brand equity, long-term implications of marketing
actions, consumer adoption of technology products,
retail proliferation and cannibalization issues, and
competitive interactions between firms. His research
has been previously published in several market-
ing journals, including Marketing Science, Management
Science, the Journal of Marketing, and the Journal of
Consumer Research.

Gerrit van Bruggen (“A Viral Branching Model for
Predicting the Spread of Electronic Word of Mouth”)
is a professor of marketing at Rotterdam School
of Management, Erasmus University. Most of his
research addresses the impact of information tech-
nology and information systems on marketing and
decision making. His research has been published in
journals such as Marketing Science, the Journal of Mar-
keting, the Journal of Marketing Research, Management
Science, MIS Quarterly, Information Systems Research,
and Interfaces.

Ralf van der Lans (“A Viral Branching Model for
Predicting the Spread of Electronic Word of Mouth”)
is an assistant professor of marketing at Rotter-
dam School of Management, Erasmus University. He
earned his Ph.D. in marketing from the University of
Tilburg. His main research interests are in developing
statistical and econometrical tools to solve relevant
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marketing problems. His previous research has been
published in Marketing Science and the Journal of the
American Statistical Association.

Berend Wierenga (“A Viral Branching Model for
Predicting the Spread of Electronic Word of Mouth”)
is a professor of marketing at the Rotterdam School
of Management, Erasmus University. He graduated
from the Wageningen University, and he is the Found-
ing Editor of the International Journal of Research in
Marketing. Over time, his research has covered var-
ious domains of marketing, including brand choice
processes, consumer decision models, and market-
ing models. The main focus of his recent work is
marketing decision making and marketing manage-
ment support systems. He is the (co)author of Market-
ing Management Support Systems: Principles, Tools and
Implementation (Kluwer 2000) and the editor of the
Handbook of Marketing Decision Models (Springer 2008).
His journal publications include articles in Communi-
cations of the ACM, Decision Support Systems, European
Journal of Operational Research, the Journal of Manage-
ment Studies, the Journal of Product Innovation Man-
agement, Interfaces, International Journal of Research in
Marketing, the Journal of Marketing, the Journal of Mar-

keting Research, Management Information Systems Quar-
terly, Management Science, and Marketing Science.

Florian Zettelmeyer (“‘The Best Price You'll Ever
Get”: The 2005 Employee Discount Pricing Promotions
in the U.S. Automobile Industry”) is a professor at
Northwestern’s Kellogg School of Management where
he holds the J. L. Kellogg Chair in Marketing. He is
also a research associate at the National Bureau of
Economic Research. This paper is one of a series of
studies that analyzes how information asymmetries
between firms and consumers affect how well con-
sumers do in markets. His recent work has focused on
the automobile industry, investigating both informa-
tional and environmental issues associated with cars
and car purchasing behavior. He is an area editor or
associate editor at Management Science and Quantita-
tive Marketing and Economics.

Juanjuan Zhang (“The Sound of Silence: Observa-
tional Learning in the U.S. Kidney Market”) is an
assistant professor of marketing at the MIT Sloan
School of Management. Her current research centers
on understanding the role of product popularity as
a quality signal and marketing tool. She received her
Ph.D. from the University of California, Berkeley.



