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Wayne S. DeSarbo (“Finite-Mixture Structural Equation
Models for Response-Based Segmentation and Unobserved
Heterogeneity’’) is the Mary Jean and Frank P. Smeal Distin-
guiched Professor of Marketing at the Smeal College of Busi-
ness, Pennsylvania State University. He has held similar
chaired professorships at The Wharton School and the Uni-
versity of Michigan. He has M.A. degrees in Sociology, Ad-
ministrative Science/O.R., and Marketing from Yale Univer-
sity and the University of Pennsylvania. Wayne obtained his
Ph.D. in Marketing and Statistics from the University of Penn-
sylvania and completed post doctorate work in Operations
Research and Econometrics there. He has published over 100
articles in such journals as Marketing Science, Management Sci-
ence, Journal of Marketing Research, Journal of Marketing, Journal
of Consumer Research, Psychometrika, Journal of Mathematical Psy-
chology, Journal of Classification, and Decision Sciences.

His methodological interests lie in multidimensional scal-
ing, classification, and multivariate statistics, especially as they
pertain to substantive marketing problems in positioning,
market structure, consumer choice, market segmentation and
competitive strategy. He was awarded the 1988 Raymond B.
Cattell Award for his outstanding research contributions in
mathematical psychology and nominated as President of the
Psychometric Society. In addition, Wayne was awarded the
University of Michigan Senior Research award for his research
performance at the School of Business. He was one of a few
prominent Marketing scholars to be selected by the Royal
Swedish Academy to serve on the Nobel Prize Nomination
Committee. He was the Chair of the Statistics in Marketing
Section of the American Statistical Society. Wayne is a member
of AMA, INFORMS, Psychometric Society, ASA, RSS, Classi-
fication Society, ACR, DSI, and APA. He serves on the review
boards of Marketing Science, Journal of Marketing Research, and
Journal of Consumer Research. Wayne has been a consultant for
such diverse firms as AMERITECH, AT&T, Ad Audit, Pfizer
Drug, SENMED, Pacific Bell, Ethicon, General Motors, Hughes
Aircraft, GTE, Motorola, Marketing Metrics, Blue Cross, and
Merck Pharmaceuticals. He is President of ANALYTIKA Mar-
keting Sciences, Inc.

Sharan Jagpal (“‘Finite-Mixture Structural Equation Models
for Response-Based Segmentation and Unobserved Hetero-
geneity’’) is Professor of Marketing at the Faculty of Manage-
ment, Rutgers University. He received the B.Sc. (Economics
Honors) degree from the London School of Economics and the
Ph.D. degree from Columbia University. His research focuses
on the theory of the firm under uncertainty and includes such
areas as the Marketing-Finance interface, the theory of the
multiproduct firm, mergers and acquisitions, product bun-
dling, salesforce compensation, psychometrics, advertising,
and channels of distributions. His papers appeared in such
journals as International Economic Review, Marketing Science,
Journal of Marketing Research, Journal of Business, and Journal of
Classification.

Kamel Jedidi (“Finite-Mixture Structural Equation Models
for Response-Based Segmentation and Unobserved Hetero-
geneity”’) is Associate Professor of Marketing at the Graduate
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School of Business, Columbia University. He holds B.S. (Busi-
ness Economics) from The University of Tunis, M.A. (Statis-
tics) and Ph.D. (Marketing) both from The Wharton School,
University of Pennsylvania. His research has appeared in sev-
eral journals, including Marketing Science, Journal of Marketing
Research, Journal of Marketing, Journal of Consumer Research, Psy-
chometrika, Journal of Classification, and Journal of Optimal Con-
trol Applications and Methods. He is interested in developing
quantitative models for consumer perception, preference, and
choice. He utilizes these models to examine managerial issues
related to market segmentation, product design and position-
ing, and new product sales forecasting. In addition, he is cur-
rently exploring the long-term effectiveness of advertising and
promotions on brand performance, category sales, and market
structure.

Rajiv Lal (“Supermarket Competition: The Case of Every
Day Low Pricing”’) is Professor of Marketing and Management
Science at the Graduate School of Business, Stanford Univer-
sity, Stanford, California 94305. He holds a bachelors degree
in Mechanical Engineering from the Indian Institute of Tech-
nology, Kanpur, India, and Masters and Ph.D. in Industrial
Administration from Carnegie Mellon University. His most
recent publications appear in Journal of Marketing Research,
Management Science, Marketing Science, and The Rand Journal of
Economics. Dr. Lal’s current research interests include compen-
sation and delegation issues in salesforce management, coor-
dination, incentives, and structural issues in retail channels of
distribution and issues involved with trade deals and retail
price promotions. He is a member of AMA and INFORMS.

Paul R. Messinger (“A Model of Retail Formats Based on
Consumers’ Economizing on Shopping Time"’), Assistant Pro-
fessor of Marketing at the University of Alberta, holds a Ph.D.
in Economics from the University of California at Berkeley and
an M.B.A. from Harvard University. He is currently serving
as the Newsletter Editor of the INFORMS Marketing College.
The paper herein is part of a line of inquiry into evolving chan-
nel relations, new retail formats, retail power, and strategic
partnerships. Paul is also the seminal contributor, with wife
Mary Kirkpatrick, to a wonderful new daughter, Shoshana
Abigail, born January 25, 1997.

Chakravarthi Narasimhan (“A Model of Retail Formats
Based on Consumers’ Economizing on Shopping Time”) is the
Philip L. Siteman Professor of Marketing in the Olin School at
Washington University. His current research interests are in
channel management and coordination, marketing in infor-
mation intensive environments and in the area of private la-
bels. He is on the editorial boards of Marketing Science and
Management Science. His recent articles have appeared in Jour-
nal of Marketing and Marketing Science. When he is not doing
research or teaching he is busy serving on some committee or
the other providing public good.

V. “Paddy” Padmanabhan (““Manufacturer’s Returns Poli-
cies and Retail Competition’) is Associate Professor of
Marketing at the Graduate School of Business, Stanford

MARKETING SCIENCE/Vol. 16, No. 1, 1997
PpP- 95-96

Copyright © 2001 All Rights Reserved



Downloaded from informs.org by [216.73.217.74] on 15 July 2026, at 03:05 . For personal use only, al rights reserved.

FOCUS ON AUTHORS

University. This paper is part of a research stream exploring
the role of performance guarantees in different marketing con-
texts (e.g., durable goods, packaged goods, and perishables).
Papers in this line of inquiry have appeared in Marketing Sci-
ence, Journal of Economics and Management Strategy, International
Journal of Industrial Organization, and Sloan Management Review.

Philip M. Parker (“Marketing Information: A Competitive
Analysis”), is Associate Professor of Marketing at INSEAD
and has a Ph.D. (Business Economics) from The Wharton
School. His recent sabbatical took him to UCLA, MIT, and
Stanford University. He has papers published in Journal of
Marketing, Journal of Marketing Research, International Journal of
Research in Marketing, Marketing Letters, Journal of International
Business Studies, and The RAND Journal of Economics, among
others. His research focuses on collusion, diffusion, confusion
(“sweet lemons”), and physioeconomic explanations of most
things international.

Ivan Png (“Manufacturer’s Returns Policies and Retail
Competition”) is Professor of Information Systems at the Na-
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tional University of Singapore (http://www.iscs.nus.sg/
~ipng). He was previously a Professor at UCLA’s Anderson
School. Many years ago, Singapore professorships came with
a free car. Although that perk has been long discontinued,
Ivan’s friends are still asking to see the shiny new BMW. (Be-
ing a conservative family man, he drives a Volvo station
wagon.) Presently, he teaches business telecommunications
and IT marketing.

Ram Rao (““Supermarket Competition: The Case of Every
Day Low Pricing”) is with The University of Texas at Dallas.

Mikles Sarvary (“Marketing Information: A Competitive
Analysis”) is Assistant Professor of Marketing at the Graduate
School of Business, Stanford University. He holds a Ph.D. in
Management from INSEAD, Fontainebleau, France. His re-
search interests are (1) information marketing, e.g., what is
specific about marketing when the product sold is informa-
tion, and (2) international marketing, e.g., what explains
global differences in consumption patterns and what are the
implications of these differences for marketers.
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