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Andrew T. Ching (“The Effects of Publicity on
Demand: The Case of Anti-Cholesterol Drugs”) is an
associate professor at the Rotman School of Manage-
ment and department of economics, University of
Toronto. His research focuses on developing new empir-
ical models and estimation methods to understand the
forward-looking behavior of consumers and firms, and
how they interact in a dynamic game environment;
he has applied these new techniques to study new
technology adoption decisions by consumers, demand
for new and used digital products, how marketing
mix and word-of-mouth affects consumer choice and
firms” decisions. He has received the Young Economist
Award from the European Economic Association in
2003, Honorable Mention of the Dick Wittink Prize
Award in 2011, and a major grant from the Social
Science and Humanities Research Council. He has
published research articles in Econometrica, Management
Science, Marketing Science, Quantitative Marketing and
Economics, Journal of Banking and Finance, International
Economic Review, Journal of Applied Econometrics, and
International Journal of Industrial Organization. He is
currently serving as an associate editor at Management
Science, and on the editorial review board at Market-
ing Science; he has also previously served as a guest
associate editor at Journal of Marketing Research.

Pradeep K. Chintagunta (“Impact of Competition
on Product Decisions: Movie Choices of Exhibitors”)
is the Joseph T. and Bernice S. Lewis Distinguished
Service Professor of Marketing at the Booth School
of Business, University of Chicago. He is interested
in empirically studying consumer, agent, and firm
behavior. He is currently the coordinating editor at
Quantitative Marketing and Economics.

Robert Clark (“The Effects of Publicity on Demand:
The Case of Anti-Cholesterol Drugs”) holds a Ph.D. in
economics from the University of Western Ontario and
is a full professor at HEC Montréal’s department of
applied economics. His research interests are in indus-
trial organization, microeconomics, and marketing. His
research has been published in leading journals such
as the American Economic Review, American Economic
Journal: Microeconomics, the Journal of International Eco-
nomics, the Journal of Industrial Economics, Quantitative
Marketing and Economics, and the Journal of Law and
Economics.

Preyas S. Desai (“The Strategic Role of Exchange
Promotions”) is the Spencer R. Hassell Professor of
Business Administration at the Fuqua School of Busi-
ness, Duke University. He received his Ph.D. from
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Carnegie Mellon University. His research covers a wide
range of topics in marketing strategy, distribution chan-
nels, and marketing of durable products. His articles
on these topics have appeared in top tier academic
journals such as Marketing Science, Management Science,
Journal of Marketing, Journal of Marketing Research, and
Quantitative Marketing and Economics.

Stephen L. France (“An Analysis and Visualization
Methodology for Identifying and Testing Market Struc-
ture”) is currently an assistant professor of business
quantitative analysis at Mississippi State University. He
received a BSc in computer science from the Univer-
sity of Durham, an MSc in statistics and management
science from the University of the West of England,
and a Ph.D. in quantitative marketing and supply
chain management from Rutgers University. He has
published in the areas of multidimensional scaling,
dimensionality reduction, information visualization,
cluster analysis, and cultural consensus analysis. He is
a member of INFORMS, the Classification Society, and
the Psychometric Society.

Sanjoy Ghose (“An Analysis and Visualization
Methodology for Identifying and Testing Market Struc-
ture”) is a professor of marketing and the Asso-
ciate Dean of Research and Doctoral Program at the
Sheldon B. Lubar School of Business, University of
Wisconsin—-Milwaukee. He has a Ph.D. in marketing
from Carnegie Mellon University. He also has an M.S.
from Carnegie Mellon University, and an MBA from
Washington State University. His BTech (Honors) in
electrical engineering is from the Indian Institute of
Technology at Kharagpur. He has previously published
his research in journals such as the Journal of Mar-
keting Research, Journal of Marketing, European Journal
of Operational Research, and Production and Operations
Management Journal.

Ignatius Horstmann (“The Effects of Publicity on
Demand: The Case of Anti-Cholesterol Drugs”) is a
professor of business economics at the Rotman School
of Management, University of Toronto and Co-Director
of the Rotman Institute for International Business. He
has a B.A. in english from St. Joseph’s University and
a Ph.D. in economics from Boston College. He spent
21 years in the economics department at the University
of Western Ontario before moving to Rotman. He
has numerous published articles on issues ranging
from the development of multinational enterprises to
international trade policy to advertising/marketing to
negotiations and bargaining. In addition to his current
research focus on advertising and promotional activity,
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his research focuses on firm organization, outsourcing,
and intermediation in international trade.

Bing Jing (“Lowering Customer Evaluation Costs,
Product Differentiation, and Price Competition”) is an
associate professor of marketing at the Cheung Kong
Graduate School of Business. He received a Ph.D. in
business administration from University of Rochester.
Previously, he was an assistant professor at the Stern
School of Business at New York University.

Yogesh V. Joshi (“Turf Wars: Product Line Strategies
in Competitive Markets”) is an associate professor at
the Robert H. Smith School of Business at the Univer-
sity of Maryland, College Park. He works in the areas
of marketing and innovation. His research focuses on
strategic marketing decisions, product differentiation,
brand strategy, social influence, the diffusion of innova-
tions, and new product development. He teaches/has
taught courses on customer centric innovation in the
undergraduate program, new product development
in the MBA program, innovation analytics in the M.S.
in marketing analytics program, and mathematical
models in marketing in the Ph.D. program.

Romana Khan (“Will a Fat Tax Work?”) is a visiting
associate professor of marketing at Ozyegin University.
She earned her Ph.D. in marketing from the Kellogg
School of Management at Northwestern University.
Her research interests include public policy, pricing and
price discrimination, and customization of marketing
interventions. Her research has appeared in journals
such as Marketing Science, Journal of Marketing Research,
Psychological Science, and Journal of Regional Science.

Michael Lewis (“The Unintended Consequences of
Countermarketing Strategies: How Particular Antismok-
ing Measures May Shift Consumers to More Dangerous
Cigarettes”) is an associate professor of marketing at
the Goizueta Business School at Emory University.
He earned a Ph.D. in marketing from Northwestern
University, an MBA from the University of Chicago,
and M.S. and B.S. degrees in industrial engineering
from the University of Illinois. His research focuses
on consumer loyalty programs, methods for customer
valuation, and dynamic pricing.

Hyunwoo Lim (“The Effects of Publicity on Demand:
The Case of Anti-Cholesterol Drugs”) is an assistant
professor at the School of Business, Ajou University.
He holds a Ph.D. in management from the University
of Toronto and an MBA and a B.S. in computer engi-
neering from Seoul National University. His research
interests include content analysis, structural model-
ing, and pharmaceutical marketing. In 2010 he was
the finalist (runner-up) for the MSI Alden G. Clayton
Dissertation Proposal Competition.

Mitchell J. Lovett (“The Role of Paid, Earned, and
Owned Media in Building Entertainment Brands:
Reminding, Informing, and Enhancing Enjoyment”) is
an associate professor in the Simon Business School at

the University of Rochester. He earned a B.A. from
Ohio Wesleyan University, an MBA from Boise State
University, and a Ph.D. from Duke University. His
research uses quantitative models to study marketing
phenomena including political marketing, advertising,
consumer learning, word-of-mouth, and private brands.
His research has been published in Marketing Science,
the Journal of Marketing Research, the Quarterly Journal
of Political Science, and Marketing Letters.

Kanishka Misra (“Will a Fat Tax Work?”) is an
assistant professor of marketing at the Ross School of
Business, University of Michigan. He holds a Bachelor’s
degree in mathematics from the University of Cam-
bridge and a Ph.D. in marketing from Northwestern
University. His current research projects focus on issues
related to pricing and public policy. His work has been
published in Marketing Science, Journal of Econometrics,
American Economic Journal: Macroeconomics, Psychological
Science, and Economic Letters.

A. Yesim Orhun (“Impact of Competition on Product
Decisions: Movie Choices of Exhibitors”) is an assistant
professor of marketing at the Ross School of Business,
University of Michigan. She earned a Ph.D. in mar-
keting from University of California at Berkeley. Her
empirical work focuses on strategic interactions in the
domain of quality, product assortment, and location
choice.

Devavrat Purohit (“The Strategic Role of Exchange
Promotions”) is the Ford Motor Company Professor
of Business Administration at the Fuqua School of
Business, Duke University. He received his Ph.D. from
the Graduate School of Industrial Administration at
Carnegie Mellon University. His research interests are
primarily in the marketing of technology products
and durable goods. His research appears in journals
such as Management Science, Marketing Science, Journal
of Consumer Research, and Journal of Marketing Research.

David J. Reibstein (“Turf Wars: Product Line Strate-
gies in Competitive Markets”) is the William Stewart
Woodside Professor at the Wharton School, University
of Pennsylvania. His research focuses on competitive
marketing strategies, marketing metrics, and product
line decisions, among other issues. His marketing met-
rics work has focused on linking marketing metrics
to financial consequences resulting in his most recent
book, entitled Marketing Metrics: The Definitive Guide
to Measuring Marketing Performance, 2nd ed. He is the
Immediate Past Chairman of the Board of Directors
of the American Marketing Association. A former
Executive Director of the Marketing Science Institute,
he consults extensively with companies worldwide,
including GE, Pfizer, Johnson & Johnson, Rohm and
Haas, and others.

Vishal Singh (“The Unintended Consequences of
Countermarketing Strategies: How Particular Antismok-
ing Measures May Shift Consumers to More Dangerous
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Cigarettes”; “Will a Fat Tax Work?”) is an associate
professor of marketing at the Stern School of Business
at New York University. He earned a Ph.D. in market-
ing from Northwestern University’s Kellogg School of
Management. His general research interests lie in the
domain of data driven business strategies, with a focus
on retail competition, competitive pricing, database
marketing, customer management, and empirical indus-
trial organization. His more recent work focuses on
leveraging large databases to generate psychological
insights and guide policies in public health.

Richard Staelin (“The Role of Paid, Earned, and
Owned Media in Building Entertainment Brands:
Reminding, Informing, and Enhancing Enjoyment”)
is the Edward and Rose Donnell Professor of Busi-
ness Administration at the Fuqua School of Business,
Duke University. He graduated from the University of
Michigan and taught at Carnegie Mellon University
(13 years), the University of Chicago (one semester)
and the Australian Graduate School of Management
(one year) prior to his arrival at Duke in 1982; since
then he has been Deputy Dean (twice), Associate Dean
of Executive Education, Executive Director for the Tera-
data Center for CRM, and the initial Managing Director
of GEMBA at Duke; he also was deeply involved in
setting up the Duke Goethe, Duke Seoul University,
and Nazarbayev University alliances; he has taught
in the full-time Daytime MBA, the MMS, and the
DKU programs and every Executive MBA program
ever offered by Duke; he is currently teaching the
core marketing course in the DKU program. He has
published over 80 papers in academic journals and
has received best paper awards at Journal of Marketing
Research, Journal of Marketing, and Marketing Science and
the Outstanding Educator award and the Converse
Award from the AMA; he also served on the edito-
rial boards of Marketing Science, Journal of Marketing
Research, Journal of Marketing, International Journal of
Research in Marketing, and Journal of Consumer Research
and was the editor-in-chief of Marketing Science and
the consulting editor for the Journal of Marketing’s
special issue on customer relationship management.
He has served on over 40 Ph.D. committees and is
Chairman of the Board of Directors for a small biotech
firm (BioElectronics) and heads the Advisory Board for
another start up, Bivarus. He was elected an inaugural
Fellow in ISMS and AMA and is a Fellow in INFORMS;
he was president of ISMS, the INFORMS Society of
Marketing Science.

Sriram Venkataraman (“Impact of Competition on
Product Decisions: Movie Choices of Exhibitors”) is an
assistant professor of marketing at the Kenan-Flagler

Business School, University of North Carolina—Chapel
Hill. His research investigates econometric models of
consumer demand and competitive interactions and
big-data analytics.

Yanwen Wang (“The Unintended Consequences of
Countermarketing Strategies: How Particular Antismok-
ing Measures May Shift Consumers to More Dangerous
Cigarettes”) is an assistant professor of marketing at the
Leeds School of Business at the University of Colorado,
Boulder. She earned a Ph.D. from the Goizueta School
of Business at Emory University. She also holds an
MPhil from the University of New South Wales and
a Bachelor of Management from Fudan University.
Her research interests include counter-marketing and
relationship management. She applies a variety of
methods based on the nature of the problems such as
dynamic programming, state space models, and field
experiments.

Hema Yoganarasimhan (“Estimation of Beauty Con-
test Auctions”) is an assistant professor at the Foster
School of Business at the University of Washington.
She works on models of social influence and network
effects, fashion, and auctions. Her work has received
many awards including the MSI Clayton Doctoral
Dissertation Award, Frank M. Bass Outstanding Disser-
tation Award, and John D. C. Little Best Paper Award,
and she was recently nominated as an MSI young
scholar.

Z. John Zhang (“Turf Wars: Product Line Strate-
gies in Competitive Markets”) is the Murrel J. Ades
Professor and Director of the Penn China Center at
the Wharton School, University of Pennsylvania. His
research focuses on targeted pricing and other pricing
strategies, competitive strategies, market entry, and
channel and retail management. Recent work probed
the complex, unintended pitfalls of targeted pricing—
the process of targeting a competitor’s customers with
lower prices—in the fast-moving Internet age. His
research suggested that while this approach is not for
every business, it can be an effective tool under the
right circumstances. He also provided guidelines to
help companies understand when targeted pricing
might play an effective role in their marketing strategy.

Bo Zhou (“The Strategic Role of Exchange Promo-
tions”) is an assistant professor of marketing at the
Robert H. Smith School of Business at the University
of Maryland, College Park. He received his Ph.D. in
marketing from Duke University and an M.A. in eco-
nomics from the University of Southern California.
His research interests include competitive marketing
strategies, marketing of technology, emerging markets,
and behavioral economics. His research appears in
Journal of Marketing Research and Marketing Science.



