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Greg M. Allenby (“A Nonparametric Approach to Identifying
Latent Relationships in Hierarchical Models”) holds the Helen C.
Kurtz Chair in Marketing at Ohio State University, where he spe-
cializes in the study of economic and statistical issues in marketing.
His research deals with developing new insights about consumer
behavior from customer data routinely collected by most organi-
zations. These insights are used to develop and improve product
development, pricing, promotion, market segmentation and target
marketing activities. He is an Area Editor for Marketing Science,
and is on the editorial board of the Journal of Marketing Research.
He is also an associated editor of the Journal of Business and Eco-
nomic Statistics. His research has been published in Marketing Sci-
ence, the Journal of Marketing Research, the Journal of the Amer-
ican Statistical Association, the Journal of Econometrics, the
Journal of Business and Economic Statistics, and other leading
journals.

Wilfred Amaldoss (“Collaborating to Compete”) is Assistant
Professor of Marketing at the Krannert Graduate School of Man-
agement of Purdue University. He holds an M.B.A. from the Indian
Institute of Management (Ahmedabad), and an M.A. (Applied Eco-
nomics) and a Ph.D. from the Wharton School of the University of
Pennsylvania. Prior to his doctoral study, he was Client Services
Director at Lintas Worldwide (India). His research interests include
strategic alliances, new product development, and advertising. His
research uses experimental game theory to gain insights on the
strategic behavior of firms and consumers, with publication forth-
coming in the Journal of Economic Behavior and Organization.

David R. Bell (“Looking for Loss Aversion in Scanner Panel
Data: The Confounding Effect of Price Response Heterogeneity”)
is Associate Professor of Marketing at the Wharton School, Uni-
versity of Pennsylvania. He holds a Ph.D. degree in Business from
the Graduate School of Business at Stanford University and an
M.S. in Statistics also from Stanford University. Previously, he
received a BCom and an MCom from the University of Auckland,
New Zealand. Current research focuses on price variation and con-
sumption, consumer learning, and multicategory purchasing be-
havior. His research has appeared in Marketing Science, Manage-
ment Science, the Journal of Marketing Research, and the Journal
of Consumer Research.

Dipankar Chakravarti (“Price and Margin Negotiations in
Marketing Channels: An Experimental Study of Sequential Bar-
gaining Under One-Sided Uncertainty and Opportunity Cost of De-
lay”) is Professor of Marketing and The Ortloff Professor of Busi-
ness at the University of Colorado at Boulder. He holds a B.Sc.
with Honours in Physics from the University of Calcutta, India,
and M.S. and Ph.D. degrees in Industrial Administration from
Carnegie-Mellon University. He has served on the marketing fac-
ulties at the University of Florida, Duke University, and the Uni-
versity of Arizona and previously was a marketing executive with
DCM, India. Dipankar’s papers have appeared in the Journal of
Consumer Psychology, Journal of Consumer Research, Journal of
Marketing Research, Journal of Marketing, Marketing Science and
Management Science, and in the Annual Review of Psychology. He
serves on the editorial boards of JCP, JMR and Psychology and
Marketing and has recently completed terms as Editor of JCP and
the Director (Academic) of the Association for Consumer Re-
search. He holds an honorary appointment as a Distinguished In-
stitute Professor at the Indian Institute of Management, Calcutta.

Pradeep Chintagunta (“A Manufacturer-Retailer Channel In-
teractions and Implications for Channel Power: An Empirical In-
vestigation of Pricing in a Local Market”) is the Robert Law Pro-
fessor of Marketing at University of Chicago’s Graduate School of
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Business. He is interested in studying empirical models of com-
petition, and household purchase behavior.

Vrinda Kadiyali (“A Manufacturer-Retailer Channel Interac-
tions and Implications for Channel Power: An Empirical Investi-
gation of Pricing in a Local Market”) is an Assistant Professor of
Marketing and Economics at Cornell’s Johnson School of Man-
agement. Her research is on empirical models of competition and
predominantly uses the “new empirical industrial organization”
framework. She has published in the Journal of Econometrics,
Management Science, and the Rand Journal of Economics, among
other places.

Robert Kohn (“A Nonparametric Approach to Identifying La-
tent Relationships in Hierarchical Models”) is the Professor of
Management at the Australian Graduate School of Management,
University of New South Wales. He develops Bayesian method-
ology for the estimation of time series models and for the flexible
estimation of regression models for both discrete and continuous
data. He is an associate editor of the Australian and New Zealand
Journal of Statistics and for the Journal of the American Statistical
Association. He has published in Biometrika, Econometrica, the
Journal of Econometrics, the Journal of the American Statistical
Association, and the Annals of Statistics.

James M. Lattin (“Looking for Loss Aversion in Scanner Panel
Data: The Confounding Effect of Price Response Heterogeneity™)
is Associate Professor of Marketing and Management Science at
the Graduate School of Business, Stanford University, Director of
the Marketing Management Program, and GSB Trust Faculty Fel-
low for 1998-1999. In his research, he has worked with a variety
of scanner panel data sets and the market basket database created
at Stanford with the help of Information Resources, Inc. He is now
working to develop a database of financial service transactions with
the help of the Stanford Federal Credit Union.

Robert J. Meyer (“Collaborating to Compete”) is the Gayfryd
Steinberg Professor of Marketing and Vice Dean and Director of
Doctoral Programs at the Wharton School of Business, University
of Pennsylvania. He received his Ph.D. in Transport Geography
from the University of Iowa in 1980, and previously served on the
faculties of the Graduate School of Industrial Administration at
Carnegie-Mellon University and the Anderson Graduate School of
Management at the University of California, Los Angeles. He has
also held positions as a visiting scholar at the University of Tokyo
and the University of Sydney. His research broadly centers on the
study of consumer decision making, and his work has appeared in
a wide variety of journals in both marketing and transport, includ-
ing the Journal of Consumer Research, The Journal of Marketing
Research, Management Science, and Marketing Science. He is cur-
rently coeditor of Marketing Letters.

Jagmohan S. Raju (“Collaborating to Compete”) is Professor
of Marketing at The Wharton School, University of Pennsylvania.
His research interests include pricing, retailing, sales force com-
pensation, and private labels. More recently, he is working on re-
search projects that examine issues such as strategic alliances, value
of market information, and competitive structure in high-
technology markets.

Amnon Rapoport (“Collaborating to Compete” and “Price and
Margin Negotiations in Marketing Channels: An Experimental
Study of Sequential Bargaining Under One-Sided Uncertainty and
Opportunity Cost of Delay”) is Karl Eller Professor of Management
and Policy at the Eller School of Business, University of Arizona.
He received his B.A. from the Hebrew University of Jerusalem and
his Ph.D. from the University of North Carolina, Chapel Hill. He
has held research and teaching positions at the Hebrew University
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of Jerusalem, Haifa University, and the University of North Caro-
lina, Chapel Hill. His research interests include experimental eco-
nomics, cognitive and social psychology, political science, man-
agement, and marketing, with work on individual and interactive
decision making. Writings include books and articles on individual
decision making and behavioral game theory. His recent research
has appeared in Management Science, the Journal of Economic
Behavior and Organization, Games and Economic Behavior, Psy-
chological Review, the International Journal of Game Theory, the
Journal of Mathematical Psychology, and Organizational Behavior
and Human Decision Processes.

Thomas S. Shively (“A Nonparametric Approach to Identifying
Latent Relationships in Hierarchical Models”) is Professor of Sta-
tistics at the University of Texas at Austin, where he specializes in
the development of statistical methods and their applications. Most
recently, he has been involved in the development of nonparametric
regression methods and their applications in marketing and envi-
ronmental science. He is an associate editor for The American Stat-
istician. His research has been published in the Journal of Mar-
keting Research, Journal of the American Statistical Association,
Journal of Econometrics, Applied Statistics, Journal of Time Series
Analysis and Atmospheric Environment, and other leading journals.
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Joydeep Srivastava (“Price and Margin Negotiations in Mar-
keting Channels: An Experimental Study of Sequential Bargaining
Under One-Sided Uncertainty and Opportunity Cost of Delay”) is
Assistant Professor of Marketing at the Haas School of Business,
University of California, Berkeley. He obtained his B.Sc. (Honors)
from Presidency College, University of Calcutta, India and his
Ph.D. from the University of Arizona. His research interests include
consumer and managerial decision making from a psychological as
well as economics perspective, bargaining, behavioral game theory
and experimental economics. His recent research has appeared or
is forthcoming in Organizational Behavior and Human Decision
Processes, Marketing Letters, the Journal of Consumer Psychol-
0gy, and the Journal of Marketing Research.

Naufel Vilcassim (“A Manufacturer-Retailer Channel Interac-
tions and Implications for Channel Power: An Empirical Investi-
gation of Pricing in a Local Market”) is Professor of Marketing at
University of Southern California’s Marshall School of Business.
He specializes in the areas of pricing and price promotions, ana-
lyzing competitive models of market interaction, modeling con-
sumer choice and panel data analysis, and new product design and
forecasting. His recent research has been published in journals such
as Marketing Science, the Journal of Marketing Research, Man-
agement Science, and the Journal of Econometrics, among others.
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