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Animesh Animesh (“Durable Products with Multi-
ple Used Goods Markets: Product Upgrade and Retail
Pricing Implications”) is an assistant professor at the
Desautels Faculty of Management, McGill University.
He holds a Ph.D. in information systems from the
Robert H. Smith School of Business, University of
Maryland, and a master’s degree from Carnegie Mel-
lon University. His research explores the impact of
Internet and advanced communication and coordina-
tion technologies on consumers, firms, markets, and
other stakeholders.
Xinlei (Jack) Chen (“Examining Demand Elastic-

ities in Hanemann’s Framework: A Theoretical and
Empirical Analysis”) is currently an assistant pro-
fessor in marketing at the University of British
Columbia. He received his Ph.D. in marketing in
2005 from the University of Minnesota and B.Eng.
in 1994 from Tsinghua University. His research inter-
ests include distribution channels, structural model-
ing of consumer choice and firm strategies (pricing,
advertising, and promotion), new empirical industry
organization, and the entertainment industry (movies,
video games). In his spare time, he enjoys sports,
reading, and playing with his daughter.
Kathleen Cleeren (“Intra- and Interformat Compe-

tition Among Discounters and Supermarkets”) is an
assistant professor of marketing at Maastricht Univer-
sity, The Netherlands. She received her Ph.D. from the
Catholic University of Leuven, Belgium. Her research
focuses primarily on competition and the impact of
product-harm crises. She received financial support
from the European Union in the framework of the
Marie Curie Individual Fellowship.
Tony Haitao Cui (“The Length of Product Line in

Distribution Channels”) is an assistant professor of
marketing at the Carlson School of Management, Uni-
versity of Minnesota, where he teaches Ph.D., MBA,
and undergraduate courses. He obtained a B.Eng. in
fluid machinery and fluid engineering, a B.Eng. in
industrial engineering, and an IMBA in international
business, all from Tsinghua University, and he holds
an M.S. in operations and information management
and a Ph.D. in managerial science and applied eco-
nomics from The Wharton School of the University
of Pennsylvania. His research focuses on competi-
tive strategies, pricing, channels of distribution, and
behavioral/experimental economics, and his work
has appeared in Marketing Science and Management
Science.

Marnik G. Dekimpe (“Intra- and Interformat Com-
petition Among Discounters and Supermarkets) is a
research professor at Tilburg University (The Nether-
lands) and a professor of marketing at the Catholic
University Leuven (Belgium). He holds a Ph.D. in
marketing from the University of California, Los
Angeles. He has won best-paper awards for Mar-
keting Science (1995, 2001), the Journal of Marketing
Research (1999), the International Journal of Research in
Marketing (1997, 2001, 2002), and Technological Fore-
casting and Social Change (2000). He is an academic
trustee with both the Marketing Science Institute and
AiMark. He serves as editor of the International Jour-
nal of Research in Marketing and serves on the editorial
boards of Marketing Science, the Journal of Marketing,
the Journal of Marketing Research, Marketing Letters, the
Review of Marketing Science, and the Journal of Interac-
tive Marketing.
Benedict G. C. Dellaert (“Tunnel Vision: Local

Behavioral Influences on Consumer Decisions in
Product Search”) is a professor of marketing in the
Department of Business Economics of the Erasmus
School of Economics at Erasmus University Rotter-
dam, The Netherlands. He holds a Ph.D. from the
Eindhoven University of Technology and was previ-
ously affiliated with the University of Sydney, Tilburg
University, and Maastricht University. His research
interests are consumer decision making and (online)
customer–producer interaction, and he studies these
phenomena in the domains of health, finance, retail-
ing, and travel. His work has appeared in journals in
marketing as well as in the various other substantive
domains in which he conducts his research.
Ravi Dhar (“Modeling the Underreporting Bias in

Panel Survey Data”) is the George Rogers Clark Pro-
fessor of Management and Marketing, the Director
of the Center for Customer Insights, and professor
of psychology in the Department of Psychology, all
at Yale University. His research awards include the
William F. O’Dell Award and the AMA Doctoral Dis-
sertation Award (honorable mention), and he was a
finalist for the Paul Green Award. He has published
more than 50 papers, proceedings, and book chap-
ters, and he serves on the editorial boards of leading
marketing journals, such as the Journal of Consumer
Research (associate editor), the Journal of Marketing
(area editor), the Journal of Marketing Research (area
editor), and Marketing Science (area editor), among
other journals.
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Bas Donkers (“Tunnel Vision: Local Behav-
ioral Influences on Consumer Decisions in Product
Search”) is an associate professor of marketing in the
Department of Business Economics of the Erasmus
School of Economics at Erasmus University Rotter-
dam, The Netherlands. In his research, he focuses
on the intersection between consumer behavior and
econometric modeling, matching model specification
to consumer decision processes. His research has
appeared in journals in marketing and various other
disciplines.
Denzil G. Fiebig (“The Generalized Multinomial

Logit Model: Accounting for Scale and Coefficient
Heterogeneity”) is a professor of economics in the
Australian School of Business at the University of
New South Wales. He received his Ph.D. in economics
from the University of Southern California and is a
fellow of the Academy of Social Sciences in Australia.
His current research interests are in microeconomet-
rics with an emphasis on modelling choice behavior
in various areas of health economics utilizing both
stated and revealed preference data. His research has
appeared in journals such as the Journal of Economet-
rics, Journal of Business and Economic Statistics, Review
of Economics and Statistics, International Journal of Fore-
casting, Journal of Forecasting, Journal of Health Eco-
nomics, Health Economics, and Marketing Letters.
Natasha Zhang Foutz (“Research Note—Prerelease

Demand Forecasting for Motion Pictures Using Func-
tional Shape Analysis of Virtual Stock Markets”) is
an assistant professor of commerce at the McIntire
School of Commerce, University of Virginia. She holds
a Ph.D. in marketing from Cornell University. She
teaches and researches in the area of media and enter-
tainment marketing. Her research has been published
in the Journal of Marketing Research and other refereed
journals and conference proceedings. She has taught
marketing management, choice models, and enter-
tainment marketing at the undergraduate, MBA, and
Ph.D. levels. She is also a recipient of several teaching
awards.
Katrijn Gielens (“Intra- and Interformat Com-

petition Among Discounters and Supermarkets”) is
an associate professor at the Kenan-Flagler Business
School at the University of North Carolina at Chapel
Hill. She received her Ph.D. in marketing from the
Catholic University Leuven. Her work has been pub-
lished in the International Journal of Research in Mar-
keting, Journal of Consumer Research, Journal of Market-
ing, and Journal of Marketing Research. Her primary
research interest is in the area of retailing and product
innovations.
Jacob Goldenberg (“Database Submission—The

Evolving Social Network of Marketing Scholars”) is
a professor of marketing at the School of Business
Administration at the Hebrew University of Jerusalem

and a visiting professor at the Columbia Business
School. He received his Ph.D. from the Hebrew Uni-
versity of Jerusalem in a joint program of the School
of Business Administration and Racach Institute of
Physics. His research focuses on creativity, new prod-
uct development, diffusion of innovation, complexity
in market dynamics, and social networks effects. He
has published in papers in the Journal of Marketing,
the Journal of Marketing Research, Management Science,
Marketing Science, Nature Physics, and Science. In addi-
tion, he is an author of two books by the Cambridge
University Press.
Liang Guo (“Information Acquisition and Sharing

in a Vertical Relationship”) is an assistant professor
of marketing at the Hong Kong University of Sci-
ence and Technology, China. He holds a Ph.D. in
business administration (marketing) from the Univer-
sity of California, Berkeley, and he holds a B.A. in
economics from Beijing University, China. His recent
research projects investigate preference uncertainty,
stockpiling, channel interaction, information acquisi-
tion and sharing, social communication, and volun-
tary quality disclosure. His research work has been
accepted for publication at the Journal of Economics and
Management Strategy, Management Science, and Market-
ing Science.
Haresh Gurnani (“Durable Products with Multi-

ple Used Goods Markets: Product Upgrade and Retail
Pricing Implications”) is a department chair and pro-
fessor of management at the University of Miami,
where he also holds the Leslie O. Barnes Profes-
sorship in Logistics. Prior to joining the University
of Miami, he was an assistant professor of infor-
mation and systems management at the School of
Business and Management at the Hong Kong Uni-
versity of Science and Technology. He received a
bachelor’s degree in mechanical engineering from the
Indian Institute of Technology, New Delhi, and an
M.S. in operations research and a Ph.D. in operations
management from Carnegie Mellon University. His
primary research interests are in supply chain inven-
tory management; bargaining and game theory appli-
cations in supply chains; and interface issues with
marketing, economics, and information systems. He
has received several awards, including the William
W. Cooper Award for the Best Doctoral Dissertation
in the area of Business and Economics, the William
Larimer Fellowship, a Richard Cyert Fellowship nom-
ination, the University of Miami Excellence in Teach-
ing nomination, and the Franklin Prize for Teaching
Excellence. He is a senior editor for Production and
Operations Management and the Journal of Flexible Ser-
vices and Manufacturing and area/associate editor for
IIE Transactions. His articles have been published in
numerous technical journals. He has interacted exten-
sively with corporations such as IBM, AT&T, General
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Motors, and Texas Instruments, along with various
Asian companies. He is a member of INFORMS, the
Production and Operations Management Society, and
the Manufacturing & Service Operations Management
Society.
Gerald Häubl (“Tunnel Vision: Local Behav-

ioral Influences on Consumer Decisions in Product
Search”) is the Canada Research Chair in Behavioral
Science and an associate professor of marketing at
the University of Alberta’s School of Business. He
is the founding director of the Institute for Online
Consumer Studies (http://iocs.org). He received M.S.
and Ph.D. degrees in business administration and
marketing from the Vienna University of Economics
and Business Administration (Wirtschaftsuniversität
Wien) in his native Austria. His primary research
interests are consumer decision making, human-
information interaction, decision assistance for con-
sumers, and the construction of preference and value.
His work has been published in Marketing Science,
the Journal of Experimental Psychology, the Journal of
Consumer Research, the Journal of Consumer Psychology,
the Sloan Management Review, the International Jour-
nal of Research in Marketing, the International Marketing
Review, the Journal of Interactive Marketing, Marketing
Letters, the Communications of the Association for Com-
puting Machinery, and other journals. Among his var-
ious recreational interests, he especially enjoys hiking
up mountains with his family, his collaborators, and
whoever else he can talk into joining him.
Ganesh Iyer (“Information Acquisition and Sharing

in a Vertical Relationship”) is the Edgar F. Kaiser Pro-
fessor of Business Administration at the Haas School
of Business, University of California, Berkeley. He
received his Ph.D. in management from the Univer-
sity of Toronto. His research interests include coordi-
nation in distribution channels, competitive strategy,
Internet strategy, customer information markets, and
the effects of bounded rationality on competitive mar-
kets. He is an area editor for Marketing Science and
an associate editor for Quantitative Marketing and Eco-
nomics. His research has appeared in a number of jour-
nals, including Marketing Science, Management Science,
and the Journal of Marketing Research.
Wolfgang Jank (“Research Note—Prerelease

Demand Forecasting for Motion Pictures Using Func-
tional Shape Analysis of Virtual Stock Markets”) is an
associate professor in the Department of Decisions,
Operations and Information Technologies at the
Smith School of Business, University of Maryland,
and Director, Center for Complexity in Business. He
is interested in using ideas from statistics and data
mining to crunch complex data problems, and he has
published over 50 refereed articles and book chapters
in the areas of statistics, data mining, information
systems, and marketing. He teaches courses at the

undergraduate, graduate, and executive levels in the
areas of data mining and quantitative marketing. He
has received numerous awards, including the top
15% teaching award for teaching MBA core classes.
Michael P. Keane (“The Generalized Multinomial

Logit Model: Accounting for Scale and Coefficient
Heterogeneity”) is an Australian Research Council
(ARC) Federation fellow at the University of Tech-
nology Sydney, where he serves as a distinguished
university professor in both economics and mar-
keting. He is also a research fellow of the W. P.
Carey School of Business at Arizona State Univer-
sity. His past appointments include professor of eco-
nomics at Yale, New York University, and the Uni-
versity of Minnesota. He received his Ph.D. from
Brown in 1990 and his B.S. from the Massachusetts
Institute of Technology in 1983. He has published
over 70 refereed articles in top journals in both
economics and marketing, in such diverse areas
as labor economics, econometrics, industrial organi-
zation, macroeconomics/finance, public economics,
international trade, health economics, experimental
economics, political economy, and consumer choice
behavior. He is perhaps best known for work in the
late 1980s that developed a practical method to esti-
mate multinomial probit models with many alterna-
tives (the so-called “GHK” algorithm), for pioneering
work (with Ken Wolpin) on methods for solving com-
plex dynamic programming problems, and for appli-
cations of these new methods to study human capi-
tal investment over the life cycle, dynamic models of
consumer demand, and welfare policy.
Dmitri Kuksov (“When More Alternatives Lead to

Less Choice”) is an associate professor at Olin Busi-
ness School of the Washington University in St. Louis
and has a Ph.D. in marketing from the Haas School
of Business of the University of California, Berke-
ley. His research interests include studying competi-
tive strategy, consumer and firm behavior in markets
with incomplete information, consumer communica-
tion and networks, branding and product line strat-
egy, and customer satisfaction. His work has appeared
in the Journal of Marketing Research, Marketing Science,
Management Science, the Journal of Economic Theory,
and several mathematics journals. He received the
2005 Frank M. Bass Dissertation Award, and two of
his papers were finalists for the 2007 John D. C. Little
Award. He currently serves on the editorial boards of
Marketing Science and Review of Marketing Science.
Barak Libai (“Database Submission—The Evolving

Social Network of Marketing Scholars”) is an asso-
ciate professor of marketing at the Recanati Graduate
School of Business Administration, Faculty of Man-
agement, Tel Aviv University. He had previously been
on the faculty of Technion–Israel Institute of Tech-
nology and was a visiting associate professor at the
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MIT Sloan School of Management. His research cen-
ters around customer social influence and, in par-
ticular, on understanding social interaction dynamics
on the growth of markets for new products and on
the value of customers, products, and firms. He actu-
ally believes that 20 years from now, everyone will
use agent-based models. His research has been pub-
lished in Marketing Science, the Journal of Marketing,
the Journal of Marketing Research, the International Jour-
nal of Research in Marketing, and the Journal of Service
Research, among others.
Yunchuan Liu (“The Length of Product Line in Dis-

tribution Channels”) is an assistant professor of busi-
ness administration at College of Business, University
of Illinois at Urbana-Champaign. He received a Ph.D.
in marketing from Columbia University. His research
interests include pricing strategy, retailing, and distri-
bution channel management. His work has been pre-
viously published in Marketing Science and Manage-
ment Science.
Jordan Louviere (“The Generalized Multinomial

Logit Model: Accounting for Scale and Coefficient
Heterogeneity”) is a professor of marketing and
Executive Director, Centre for the Study of Choice
(CenSoC) in the Faculty of Business at University of
Technology Sydney. He focuses on experimental anal-
ysis of choice behavior, preference elicitation meth-
ods, and measurement models. His current interests
include conceptual frameworks for measuring and
modeling brand equity, best-worst choice and mea-
surement models, factors that influence differences in
unobserved variability (error variances), and changes
in preferences in experimental panels over time.
Nitin Mehta (“Examining Demand Elasticities in

Hanemann’s Framework: A Theoretical and Empiri-
cal Analysis”) is an associate professor of marketing
at the Rotman School of Management, University of
Toronto. He received his Ph.D. from Carnegie Mellon
University. His research interests focus on economet-
ric modeling of consumer’s search behavior; econo-
metric modeling of behavioral phenomena (memory,
confirmatory bias) on brand choices; and econometric
modeling of consumer’s brand choice, purchase inci-
dence, and quantity decisions for single and multiple
product categories.
Eitan Muller (“Database Submission—The Evolv-

ing Social Network of Marketing Scholars”) is a pro-
fessor of marketing at the Stern School of Business,
New York University, and is the Nathan Galston
Professor of Hi-Tech Marketing at the Leon Reca-
nati Graduate School of Business Administration, Tel
Aviv University. His work deals mainly with man-
agerial issues of new product introduction, including
answers to question such as the following: “Will net-
work externalities accelerate or decelerate the growth
of a new product?” “How ubiquitous is the chasm

phenomenon and what can firms do in order to cross
it successfully?” “Under what condition does it pay
for an airline to increase ticket price over time as the
flight date approaches rather than give last-minute
deals?” “How can one measure the monetary effects
of a word-of-mouth program in a social network?”
He has published over 60 papers in numerous mar-
keting and economics journals in marketing and eco-
nomics. He is a member of the editorial review boards
of the Journal of Marketing and the Journal of Marketing
Research, and he is an area editor for Marketing Science
and the International Journal of Research in Marketing.
Om Narasimhan (“Examining Demand Elasticities

in Hanemann’s Framework: A Theoretical and Empir-
ical Analysis”) is an associate professor of marketing
at the Carlson School of Management, University of
Minnesota. His research interests include innovation
in high-technology markets, empirical industrial orga-
nization issues in channels, and structural models of
advertising.
Saibal Ray (“Durable Products with Multiple Used

Goods Markets: Product Upgrade and Retail Pricing
Implications”) is an associate professor in the oper-
ations management area of the Desautels Faculty of
Management at McGill University. He holds a Ph.D.
in applied operations research from the Department
of Management Sciences at the University of Water-
loo. His main research interest can be broadly catego-
rized as supply chain management with an emphasis
on supply chain risk management, time-based compe-
tition, dynamic pricing, and product acquisition strat-
egy. His research has been accepted or published in
such reputable journals as Management Science, Oper-
ations Research, Manufacturing and Service Operations
Management, Production and Operations Management,
IIE Transactions, and the European Journal of Operational
Research. In addition, he has holds or has held a num-
ber of grants from the government of Canada (NSERC
and SSHRC) and the government of Québec (FQRSC
and FRSQ).
Stefan Stremersch (“Database Submission—The

Evolving Social Network of Marketing Scholars”)
holds a chair in marketing and is the Desiderius Eras-
mus Distinguished Chair of Economics at the Eras-
mus School of Economics, Erasmus University Rot-
terdam (The Netherlands) and a visiting professor
of marketing at the IESE Business School, Universi-
dad de Navarra (Spain). His current research interests
are in innovation acceptance/diffusion, marketing of
technology and science, and international marketing.
His work has appeared in journals such as the Inter-
national Journal of Research in Marketing, the Journal of
Marketing, the Journal of Marketing Research, Marketing
Science, and Management Science, and has been cov-
ered by both national and international press (e.g. The
Economist). He has won several awards, such as the
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Harold H. Maynard Best Paper Award of the Journal
of Marketing (2002), the J. C. Ruigrok Prize (2005) for
the most productive young researcher in the social
sciences in The Netherlands (only once in four years
awarded to an economist), and the AMA Early Career
Award in Marketing Strategy (2008). He also received
the 2004 Research Prize at Erasmus University Rotter-
dam for outstanding research performance, selected
among all Erasmus faculty across all disciplines and
schools. He is also active in service to the academic
marketing community; he is an editorial board mem-
ber for several journals and serves as editor of the
International Journal of Research in Marketing, together
with Don Lehmann.
Frank Verboven (“Intra- and Interformat Competi-

tion Among Discounters and Supermarkets”) has been
a professor of economics at the Catholic University
Leuven since 2000. His main research area is empiri-
cal industrial organization with applications to com-
petition policy and marketing. He has developed and
estimated structural models of demand and entry to
understand firms’ pricing and distribution strategies.
J. Miguel Villas-Boas (“When More Alternatives

Lead to Less Choice”) is the J. Gary Shansby Professor
of Marketing Strategy at the Haas School of Business,
University of California, Berkeley. He holds a Ph.D. in
applied economics from the Massachusetts Institute
of Technology. His research interests include com-
petitive strategy, design of marketing organizations,
customer relationship management, customer recog-
nition, product line design, and industrial organiza-
tion. His research has appeared in several journals,
including Marketing Science, Management Science, the
Journal of Economic Theory, the RAND Journal of Eco-
nomics, the Journal of Marketing Research, and the Jour-
nal of Economics and Management Strategy. He received
the 2009 ISMS Long Term Impact Award, and three of
his papers have been finalists for the John D. C. Little
Best Paper Award. He is an area editor for Marketing
Science, an associate editor forManagement Science and
Quantitative Marketing and Economics, and an editorial
board member for the Journal of Marketing Research
and the International Journal of Research in Marketing.
Nada Wasi (“The Generalized Multinomial Logit

Model: Accounting for Scale and Coefficient Hetero-
geneity”) is a research fellow at the School of Finance

and Economics and Centre for the Study of Choice,
University of Technology Sydney. She received her
B.A. in economics from Thammasat University, Thai-
land, and her Ph.D. in economics from University of
California, San Diego. She is also a visiting profes-
sor at the University of Chicago–University of the
Thai Chamber of Commerce Research Center, Thai-
land. Her research focuses on discrete-choice mod-
els (consumer choice behaviors in particular), applied
microeconomics, and environmental economics.
Sha Yang (“Modeling the Underreporting Bias in

Panel Survey Data”) is an associate professor of mar-
keting at New York University’s Leonard N. Stern
School of Business. Her primary research focuses
on understanding household purchase behavior and
market competition in the analysis of scanner panel
data, store-level data, and survey data. Her recent
research interests focus on interdependent consumer
decision making, social network effect, search engine
advertising, and survey response style. Her research
has been published in leading marketing journals,
including Marketing Science, Management Science, the
Journal of Marketing Research, the Journal of Marketing,
and Quantitative Marketing and Economics.
Shuya Yin (“Durable Products with Multiple Used

Goods Markets: Product Upgrade and Retail Pricing
Implications”) is an assistant professor at the Paul
Merage School of Business at the University of Cali-
fornia, Irvine. She holds a Ph.D. in management sci-
ence with a minor in transportation and logistics from
the Sauder School of Business at the University of
British Columbia. Her recent research addresses vari-
ous problems in decentralized retail supply chains by
using noncooperative and cooperative game theory.
Her research has been published in academic journals
such as Management Science, Operations Research, and
Naval Research Logistics.
Yi Zhao (“Modeling the Underreporting Bias in

Panel Survey Data”) is a fellow at the Center for
Excellence in Brand and Customer Management,
J. Mack Robinson College of Business at the Georgia
State University. His research interests include empir-
ical modeling of consumer choice behavior, dynamic
models, and empirical modeling of competitive strate-
gies. He has published papers in the Journal of Mar-
keting Research and Marketing Science.
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