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as the Journal of Marketing Research, Management Sci-
ence, Marketing Science, and Quantitative Marketing and
Economics. He received the Frank M. Bass Dissertation
Paper Award for best marketing paper derived from
a Ph.D. thesis published in an INFORMS-sponsored
journal and the 2001 John D. C. Little Award for the
best marketing paper published in Marketing Science
or Management Science for his research on targeted
marketing.

Dilip Chhajed (“Can Commonality Relieve Can-
nibalization in Product Line Design?”) is a profes-
sor and associate head in the Department of Busi-
ness Administration at the University of Illinois at
Urbana–Champaign. He is also the executive director
of the masters programs. He got his Ph.D. from Pur-
due University. His research interests are in supply
chain management and product and process design
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in marketing from Columbia University. His research
interests lie in how consumers contribute to and use
social media and online social networks, and how
marketers can encourage and benefit from consumers’
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