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Tat Chan (“A Salesforce-Driven Model of Consumer
Choice”) is professor of marketing at the Olin School
of Business, Washington University in St. Louis. He
received his PhD in economics from Yale University.
His research interests are in empirical modeling con-
sumer choice and firm competition using economet-
ric methodologies. He has conducted various research
projects in the domain of economics and marketing.

Cheng Chou (“Linear Estimation of Aggregate
Dynamic Discrete Demand for Durable Goods: Over-
coming the Curse of Dimensionality”) is an assistant
professor of economics at the University of Leicester
School of Business. His research interests include
applied econometrics and quantitative marketing.
In particular, he is interested in estimating consumer
preference using big data and economics theory
when consumers face intertemporal consumption
trade-offs and uncertainties of market and in de-
signing new products or service based on estimated
preference.

Tinglong Dai (“Salesforce Contracting Under Un-
certain Demand and Supply: Double Moral Hazard
and Optimality of Smooth Contracts”) is an associate
professor at Johns Hopkins Carey Business School.
His research, spanning healthcare, marketing, and
artificial intelligence, has appeared in top journals
such as Management Science, Manufacturing & Service
Operations Management, Marketing Science, and Oper-
ations Research, and has won awards such as the Johns
Hopkins Discovery Award, INFORMS Public Sector
OR Best Paper Award, and POMS Best Healthcare Pa-
per Award. He received a PhD (2013) from Carnegie
Mellon University.

Tim Derdenger (“Linear Estimation of Aggregate
Dynamic Discrete Demand for Durable Goods: Over-
coming the Curse of Dimensionality”) is an associ-
ate professor of marketing and strategy at Carnegie
Mellon’s Tepper School of Business and was the Frank
and Helen Risch Faculty Development Professor
in Business for academic years 2014–2016. Professor
Derdenger also coordinates the technology leader-
ship track for Tepper MBA students whose interests
lead them to employment in technologyfirms. Prior to
Carnegie Mellon, Tim earned his PhD in economics
from the University of Southern California and a BBA
from George Washington University. His research
interests are divided into two areas: the study of

technology and sports markets. He has publications
in Journal of Marketing Research, Marketing Science,
Management Science, Quantitative Marketing and Eco-
nomics, Marketing Letters, and Customer Needs and
Solutions. He is also an associate editor forManagement
Science (marketing) and a member of the editorial
board for Marketing Science. Finally, he is an avid
golfer (+1 handicap) and a former four-year collegiate
golf scholarship recipient.
Brett Hollenbeck (“Advertising Strategy in the

Presence of Reviews: An Empirical Analysis”) is an
assistant professor of marketing at the UCLA Anderson
School of Management. He earned a PhD in economics
from the University of Texas at Austin in 2014.
Sanjay Jain (“Time Inconsistency and Product De-

sign: A Strategic Analysis of Feature Creep”) is a pro-
fessor and O. P. Jindal Distinguished Chair of Mar-
keting at the Naveen Jindal School of Management,
University of Texas at Dallas. His research has been
published in the Journal of Marketing Research, Mar-
keting Science, and Management Science. He is an as-
sociate editor for the International Journal of Research
in Marketing, Management Science, and Marketing Sci-
ence. He also serves on the editorial board of the
Journal of Marketing Research.
Kinshuk Jerath (“Salesforce Contracting Under

Uncertain Demand and Supply: Double Moral Haz-
ard and Optimality of Smooth Contracts”) is an as-
sociate professor of marketing at Columbia Business
School. His research focuses on technology-enabled
marketing, including online advertising, online and
off-line retailing, salesforce management, and cus-
tomer management. His research has appeared in top
journals such as Marketing Science, Journal of Market-
ing Research, and Management Science. He received a
BTech from the Indian Institute of Technology Bombay
and a PhD from the Wharton School, University of
Pennsylvania.
Dmitri Kuksov (“Opinion Leaders and Product

Variety”) is a professor at the Naveen Jindal School
of Management, University of Texas at Dallas. He is
interested in competitive strategy, markets with imper-
fect information and search, communication, branding,
product line design, and customer satisfaction. He is a
department editor ofManagement Science, an associate
editor of Marketing Science, and a senior editor of Pro-
duction and Operations Management.
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Vineet Kumar (“Linear Estimation of Aggregate
Dynamic Discrete Demand for Durable Goods: Over-
coming the Curse of Dimensionality”) is an assistant
professor of marketing at the Yale School of Manage-
ment. He holds a PhD from Carnegie Mellon Univer-
sity (Tepper School of Business) and an undergradu-
ate degree in engineering from the Indian Institute of
Technology, Madras. His research interests lie in tech-
nology and digital and technology strategy from a
substantive viewpoint and in structural models in
terms of methodology. He is especially interested in
settings with intertemporal trade-offs and dynamics
in consumer and firm decision making. His research
has focused on estimating consumer valuation for
freemium products and services, pricing under tech-
nology transformation, bundling in hardware and soft-
ware markets, network models and in new methods for
obtaining consumer preferences in challenging settings,
including highly dynamic environments and with big
data. His research is published or will appear in Market-
ingScience,Management Science,QuantitativeMarketing
and Economics, and Marketing Letters among others.

Chenxi Liao (“Opinion Leaders and Product Va-
riety”) is an assistant professor of marketing at the
Chinese University of Hong Kong. She holds a PhD in
marketing from the University of Texas at Dallas and
a BS in mathematics and applied mathematics from
the University of Science and Technology of China.
She is interested in pricing, product line design, com-
petitive strategy, consumer uncertainty, channel coor-
dination, and digital marketing.

Hongju Liu (“Creation and Consumption of Mo-
bile Word of Mouth: How Are Mobile Reviews Dif-
ferent?”) is Professor of Marketing at the Guanghua
School of Management, Peking University. He received
his PhD and MBA from the Booth School of Business,
University of Chicago. Hongju’s research focuses on
the areas of dynamic structural models and tech-
nology markets. He has published in leading aca-
demic journals such as the Journal of Marketing Re-
search, Management Science, Marketing Science, and MIS
Quarterly.

Nicholas H. Lurie (“Creation and Consumption of
Mobile Word of Mouth: How Are Mobile Reviews
Different?”) is Associate Professor of Marketing and
the Voya Financial Professor at the University of Con-
necticut. He has published in the Journal of Consumer
Research, the Journal of Marketing Research, Marketing
Science, the Journal of Marketing, and Organizational
Behavior and Human Decision Processes. He received his
PhD from theHaas School at theUniversity of California
at Berkeley, his MBA from the Kellogg School at North-
western University, and his AB from Vassar College.

Sridhar Moorthy (“Advertising Strategy in the
Presence of Reviews: An Empirical Analysis”) holds
the Manny Rotman Chair at Rotman School of

Management, University of Toronto. He received his
PhD from Stanford University and has taught pre-
viously at Rochester, Yale, INSEAD, UCLA, Wharton,
and ISB.His research focuses on branding, advertising,
and retailing issues, from both empirical and theo-
retical perspectives. He is an associate editor of
Management Science, a member of the editorial board of
the Journal ofMarketing Research, and a past area editor
of Marketing Science.
Unnati Narang (“Mobile App Introduction and

Online and Offline Purchases and Product Returns”)
is a PhD student in marketing at the Mays Business
School, Texas A&M University. Her research models
the causal impact of marketing strategies relating to
mobile and platform technologies on consumer and
firm decisions. Her research interests include mobile
marketing, retailing, digital marketing, and educa-
tion. She is the winner of the 2018 Shankar-Spiegel
Best Dissertation Proposal Award.
Davide Proserpio (“Advertising Strategy in the

Presence of Reviews: An Empirical Analysis”) is an
assistant professor of marketing at University of South-
ern California Marshall School of Business. He re-
ceived his PhD in computer science from Boston
University in 2016.
Sam Ransbotham (“Creation and Consumption of

Mobile Word of Mouth: How Are Mobile Reviews
Different?”) is an Associate Professor of Information
Systems at the Carroll School of Business at Boston Col-
lege. In 2014, he was awarded an NSF Career Award for
his analytics-based research in information security. He
received his BChE, MBA, and PhD from the Georgia
Institute of Technology. His research interests include IT
security, social media, and the strategic use of IT.
Venkatesh Shankar (“Mobile App Introduction and

Online and Offline Purchases and Product Returns”)
is the Coleman Chair Professor of Marketing and
Director of Research, Center for Retailing Studies,
Mays Business School, Texas A&M University. His
areas of specialization include digital business, arti-
ficial intelligence, marketing strategy, innovation, re-
tailing, international marketing, and pricing. He is a
three-timewinner of theKroweAward for outstanding
teaching.
Raphael Thomadsen (“A Salesforce-Driven Model

of Consumer Choice”) is associate professor of mar-
keting at the Olin School of Business, Washington
University in St. Louis. He received his PhD in eco-
nomics from Stanford University. He worked at
Columbia University and UCLA before joining Wash-
ington University. His research interests are in micro-
economics/industrial organization, pricing, product
offerings and in-store marketing.
Yanwen Wang (“Mobile Hailing Technology and

Taxi Driving Behaviors”) is an assistant professor
of marketing and behavioural science at the Sauder
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School of Business at the University of British Columbia.
She earned a PhD in marketing from Emory University
in 2014. She focuses on the regulatory implications
of marketing actions in a variety of contexts including
antismoking campaigns, political advertising, mobile
hailing technology, and financial decision making.
Her work has appeared in Marketing Science. She was
nominated as a 2019 MSI young scholar.

Chunhua Wu (“Mobile Hailing Technology and
Taxi Driving Behaviors”) is an assistant professor
of marketing and behavioural science at the Sauder
School of Business at the University of British Colum-
bia. He received his doctoral degree from Olin Busi-
ness School, Washington University in St. Louis in
2012. His recent research focuses on online advertising
networks, e-commerce markets, online and offline price
competition, and the impact of mobile apps. His re-
search has appeared in Marketing Science.

Bicheng Yang (“A Salesforce-Driven Model of Con-
sumer Choice”) is assistant professor of marketing

and behavioral science at the Sauder School of Busi-
ness, University of British Columbia. She received
her PhD in marketing from the Olin Business School,
Washington University in St. Louis. Bicheng’s research
focuses on the impact of incentives on employee per-
formance and consumer behavior, and the design of
incentive mechanisms to improve firm performance
and social welfare.
Ting Zhu (“Mobile Hailing Technology and Taxi

Driving Behaviors”) is an associate professor of mar-
keting at the Krannert School of Management at
Purdue University. She earned her PhD in marketing
from Carnegie Mellon University in 2006. Her re-
search interests focus on entry models, consumer
choices, retail competition, pricing, game theory, and
empirical IO. She has received numerous awards and
grants. Her work has appeared in Marketing Science,
the Journal of Marketing Research, Quantitative Mar-
keting and Economics, and the RAND Journal of
Economics.
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