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Department of Economics, Bar-Ilan University, Israel.
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of Fox News: Noncompliance with Social Distancing
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marketing at the Wharton School, University of Penn-
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erence measurement, and data-driven design. He
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sity and his BA in mathematics from the University of
Pennsylvania.
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Business Customers: Strategic Considerations in
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ing strategic marketing issues in B2B marketing,
including technology intensive markets. Shantanu is
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in Retail Entrepreneurship”) earned his PhD in eco-
nomics from the University of California, Los Angeles
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Avery Haviv (“Consumer Search, Price Promotions,
and Counter-Cyclic Pricing”) is an associate professor
of marketing at the Simon Business School. To study
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video game industry. His work has been published in
Marketing Science, Management Science, Journal of Mar-
keting, and Operations Research.
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in Retail Entrepreneurship”) earned his PhD in eco-
nomics from the University of Texas at Austin in 2014.
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Anderson School of Management.

Sylvia Hristakeva (“Determinants of Channel Prof-
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University of California, Los Angeles. Her research
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firms are unobserved, with policy and managerial
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Sreya Kolay (“Optimal Bundling of Events”) is an
assistant professor at the School of Business, SUNY
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College, Calcutta, a MS in quantitative economics from
the Indian Statistical Institute, and her PhD in economics
from theUniversity of Rochester.
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Sampling: A Unified Distribution-Free Approach to
Handling Endogenously Selected Samples”) is a fac-
ulty at the Sauder School of Business, University of
British Columbia (UBC). She is also a research associ-
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tion from different sources.

Botao Yang (“Platform Service Offering to Business
Customers: Strategic Considerations in Engendering
Seller Use of Marketing Tools”) is an associate profes-
sor of marketing at California State University at Long
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marketing and e-commerce. He received his PhD in
marketing from the University of Toronto.

Sha Yang (“Platform Service Offering to Business
Customers: Strategic Considerations in Engendering
Seller Use of Marketing Tools”) is the Ernest Hahn
Professor of Marketing at the Marshall School of Busi-
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Home-Orders and Cost-of-Living on Stimulus Response:
Evidence from the CARES Act”) is a research scientist at
Facebook. She’s interested in social network advertising,
consumer behavior under uncertainty, information
search, and decision making. Her PhD works focus on
understanding how people search and use the informa-
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ing within the Networks and Behavior team on gaining a
better understanding of social network and user interac-
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tions for better Facebook products. She received her PhD
in marketing as well as her MS in marketing from New
YorkUniversity, and she interned atMicrosoft Research.

Focus on Authors
432 Marketing Science, 2022, vol. 41, no. 2, pp. 430–432, © 2022 INFORMS

D
ow

nl
oa

de
d 

fr
om

 in
fo

rm
s.

or
g 

by
 [

21
6.

73
.2

16
.1

1]
 o

n 
04

 J
un

e 
20

26
, a

t 2
3:

44
 . 

Fo
r 

pe
rs

on
al

 u
se

 o
nl

y,
 a

ll 
ri

gh
ts

 r
es

er
ve

d.
 


