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Ron N. Borkovsky (“Measuring and Understanding
Brand Value in a Dynamic Model of Brand Manage-
ment”) is an assistant professor of marketing at the
Rotman School of Management, University of Toronto.
He received a Ph.D. in managerial economics and strat-
egy from the Kellogg School of Management, North-
western University. His research focuses on dynamic
models of industry equilibrium and their applications
in marketing and industrial organization.
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ing, economics, statistics and education, Vice-Dean and
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by consumers in online markets. His work has gener-
ated new insights on consumer search on the Inter-
net, product customization in online platforms, and
search engine optimization, among others. His work
has appeared in the American Economic Review, Jour-
nal of Economics & Management Strategy, and Information
Economics and Policy.
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is the Frances and Pei-Yuan Chia Professor of Market-
ing at the Wharton School of the University of Penn-
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behavioral data to understand and forecast customer
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packaged goods, interactive media, financial services,
and pharmaceuticals. Managerial applications focus on
topics such as customer relationship management, life-
time value of the customer, and sales forecasting for
new products. Much of his research highlights the con-
sistent (but often surprising) behavioral patterns that
exist across these industries and other seemingly dif-
ferent domains.

Richard Friberg (“The Effect of Retail Distribution
on Sales of Alcoholic Beverages”) is the Jacob Wallen-
berg Professor of Economics at the Stockholm School
of Economics. His research interests straddle the fields
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can Economic Review and Journal of Finance. His most
recent book, Managing Risk and Uncertainty: A Strategic
Approach, was published in 2015.
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Rotman School of Management, University of Toronto.
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a recent study, he examines limited consumer search
for mortgages, arguing that every year U.S. consumers
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leave billions of dollars on the table by not shopping
enough for this important purchase.
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received the 2014 Dick Wittink Best Paper Award from
the Quantitative Marketing and Economics journal.

Eric M. Schwartz (“Customer Acquisition via Dis-
play Advertising Using Multi-Armed Bandit Experi-
ments”) is an assistant professor of marketing at the
Stephen M. Ross School of Business at the University
of Michigan. His expertise focuses on predicting cus-
tomer behavior, understanding its drivers, and examin-
ing how firms actively manage their customer relation-
ships through interactive marketing. His research in
customer analytics stretches managerial applications,
including online advertising, email marketing, digital
media consumption, and word-of-mouth. The quanti-
tative methods he uses are primarily statistical machine
learning, Bayesian statistics, dynamic programming,
and adaptive field experiments.



