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Asim Ansari (“A Hierarchical Bayesian Methodology for Treat-
ing Heterogeneity in Structural Equation Models”) is an associate
professor of Marketing at the Columbia Business School, Columbia
University. He received his Ph.D. from New York University. His
current research focuses on Bayesian modeling for customer rela-
tionship management, cross-selling, mass customization, and per-
sonalization over the Internet. He is also interested in the analytical
modeling of optimal product positioning and pricing decisions. He
has written articles for the Journal of Marketing Research, Mar-
keting Science, the Journal of Consumer Research, Psychometrika,
Marketing Letters, and other journals.

Preyas S. Desai (“Multiple Messages to Retain Retailers: Sig-
naling New Product Demand”) is Associate Professor of Marketing
at Fuqua School of Business, Duke University. He received his
Ph.D. from Carnegie Mellon University. His research interests in-
clude marketing channels, signaling issues, and marketing of du-
rable products. His recent papers on these topics have appeared in
Marketing Science and Management Science.

Mrinal Ghosh (“Experimental Evidence for Agency Models of
Salesforce Compensation”) is an Assistant Professor in the Mar-
keting Department at the University of Michigan Business School.
He received his Ph.D. from the University of Minnesota. He
teaches Marketing Management and Industrial Marketing in the
undergraduate and M.B.A. programs at the University of Michigan.
His current research efforts center on business-to-business market-
ing, including component branding, and brand equity effects on
interfirm ties.

Sharan Jagpal (“A Hierarchical Bayesian Methodology for
Treating Heterogeneity in Structural Equation Models”) is Profes-
sor of Marketing at the Faculty of Management, Rutgers Univer-
sity. He received a B.Sc. (Economics Honors) from the London
School of Economics and a Ph.D. 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, products bun-
dling, sales force compensation, psychometrics, advertising, and
channels of distribution. His papers appeared in such journals as
the International Economic Review, Marketing Science, the Jour-
nal of Marketing Research, the Journal of Business, and the Jour-
nal of Classification. He is also the author of a recent book, Mar-
keting Strategy and Uncertainty, published by Oxford University
Press.

Kamel Jedidi (“A Hierarchical Bayesian Methodology for
Treating Heterogeneity in Structural Equation Models”) is Profes-
sor of Marketing at the Graduate School of Business at Columbia
University. He holds a bachelor’s degree in Economics from the
Faculté des Sciences Economiques de Tunis, Tunisia, and Masters
and Ph.D. degrees in Marketing from the Wharton School, Uni-
versity of Pennsylvania. His most recent publications appeared in
the Journal of Marketing Research, Marketing Science, the Inter-
national Journal of Research in Marketing, Psychometrika, and the
Journal of Classification. His substantive research interests include
product design and positioning, diffusion of innovations, market
segmentation, and the long-term impact of advertising and pro-
motions. His methodological interests lie in multidimenisional
scaling, classification, structural equation modeling, and Bayesian
and finite-mixture models. He was awarded the 1998 IJRM Best
Article Award and the Marketing Science Institute 2000 Best Paper
Award.

George John (“Experimental Evidence for Agency Models of
Salesforce Compensation”) received his Ph.D. from Northwestern
University in 1981 and worked at the University of Wisconsin until

1987. He is currently a Research Professor at the Carlson School
of Management at the University of Minnesota. His research inter-
ests center around interfirm relations and high-tech marketing. At
home, he is currently investigating price-quality relationships
among baseball bats for his 10-year-old son and seeking good skate
sharpeners for his 13-year-old daughter.

Chakravarthi Narasimhan (“Market Entry Strategy Under
Firm Heterogeneity and Asymmetric Payoffs”) is the Philip L.
Siteman Professor of Marketing in the Olin School of Business at
Washington University. His current research interests are in supply-
chain strategies, especially under uncertainty; competitive strate-
gies in information-intensive environments (e-strategies); model-
ing customer profitability; and choice modeling. He is on the
editorial board of Marketing Science and is an associate editor of
Management Science.

Rik Pieters (“Eye Fixations on Advertisements and Memory for
Brands: A Model and Findings”) holds a Ph.D. from the University
of Leiden (1989). He has been visiting professor at the Pennsyl-
vania State University (1990) and the University of Florida (1999).
From 1991 to 1993 he held the GVR-Chair of Marketing Com-
munication at Nijenrode University. Since 1993 he has been Pro-
fessor of Marketing at Tilburg University and since 2000 Head of
the Department of Marketing at this university. Substantively, he
is interested in communication effectiveness and diffusion and in
environmental policy. His theoretical interests are in consumers’
attention and memory, inference making, emotional processes, and
attitude-behavior consistency. His methodological interests are in
categorical data analysis, in particular in log-linear and multipli-
cative models. His work has appeared in the Journal of Consumer
Research, the Journal of Marketing Research, the International
Journal of Research in Marketing, Organizational Behavior and
Human Decision Making Processes, Kyklos, and the Journal of
Economic Psychology. He edited a special issue of the Interna-
tional Journal of Research in Marketing, with Peter Everett, on
Consumers and the Environment, and believes that the eye is the
mirror of the soul.

Christophe Van den Bulte (“New Product Diffusion Acceler-
ation: Measurement and Analysis”) is Assistant Professor of Mar-
keting at the Wharton School, University of Pennsylvania. His re-
search focuses on social networks, new product diffusion, and
business marketing and has appeared in Marketing Science, Man-
agement Science, and the Journal of Marketing.

Michel Wedel (“Eye Fixations on Advertisements and Memory
for Brands: A Model and Findings”) has M.Sc. degrees in Bio-
mathematics from the University of Leiden (1981), and in statistics
from the Netherlands Statistical Society (1986), and a Ph.D. in
Marketing from Wageningen University (1990). From 1982 to
1991 he was head of a statistics and computing group at the TNO
Nutrition Research Institute in Zeist (Netherlands). In 1991 he be-
came professor of Marketing Research at the Department of Mar-
keting and Marketing Research, Faculty of Economics, University
of Groningen. He is currently chairman of that department. His
research interests include (marketing) research methodology and
the application of statistical and econometric methods to marketing
problems. His work deals with mixture models, choice models,
multidimensional scaling models, hazard models, data fusion, tai-
lored interviewing, market segmentation, pricing, advertising, and
the analysis of eye movements. His papers have appeared in nu-
merous journals and he serves on the editorial boards of the Inter-
national Journal for Research in Marketing, the Journal of Mar-
keting Research, and Marketing Science. He has edited special
issues of the Journal of Econometrics, and the International Jour-
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nal for Research in Marketing. He has published monographs
“Market Segmentation: Conceptual and Methodological Founda-
tions” (1999), with Wagner A. Kamakura and “Building Models
for Marketing Decisions” (2000), with Peter Leeflang, Dick Wit-
tink, and Philippe Naert.

Z. John Zhang (“Market Entry Strategy Under Firm Hetero-
geneity and Asymmetric Payoffs”) is an Associate Professor of
Marketing at Columbia Business School. He has published nu-
merous articles in Marketing Science, Management Science, the
Journal of Economics and Management Strategy, and the Journal

of Industrial Economics on target pricing and other pricing strate-
gies, market entry, and retail management.

Hao Zhao (“Raising Awareness and Signaling Quality to Un-
informed Consumers: A Price-Advertising Model”) is an Assistant
Professor of Marketing at the Graduate School of Management,
Rutgers University. He received his Ph.D. from the University of
Rochester and his M.A.Sc. from the University of Toronto. His
research interests include applications of game theory in marketing,
advertising policies, and new product strategies. His research has
appeared or is forthcoming in Operations Research and Marketing
Letters.
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