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Marketing Science greatly benefited from the admirable and fastidious efforts of more than 
300 different individuals who provided manuscript reviews last year. Beyond those indivi
duals already recognized on the editorial board, the editor-in-chief and senior editors of 
Marketing Science are indebted to the many guest associate editors and ad hoc reviewers 
who provided expert counsel and guidance. The following list acknowledges the contribu
tion of guest associate editors and ad hoc reviewers who served from January 1, 2022, to 
December 31, 2022. Finally, our sincere appreciation to the authors, whose outstanding 
submissions and careful revisions make the journal the go-to resource for leading-edge 
knowledge in quantitative marketing.
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