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Andrew Ainslie (“Investigating New Product Diffusion
Across Products and Countries”’) received his Ph.D. in Mar-
keting from the University of Chicago in 1998 and is an
assistant professor at UCLA. He has previously published
in Marketing Science and the Journal of Marketing Research. His
interests include Bayesian modeling, using variance decom-
position models to combine multiple datasets, choice mod-
eling, direct marketing, and flying sailplanes.

Greg M. Allenby (“Modeling Variation in Brand Prefer-
ence: The Roles of Objective Environment and Motivating
Conditions”) is the Kurtz Chair in Marketing at The Ohio
State University. He specializes in the study of economic
and statistical issues in marketing, focusing on Bayesian
methods. Professor Allenby is an Area Editor for Marketing
Science and is on the editorial board of the Journal of Mar-
keting Research. He is also an associate editor of the Journal
of Business and Economic Statistics. His research has been pub-
lished in Marketing Science, the Journal of Marketing Research,
the Journal of the American Statistical Association, the Journal
of Econometrics, the Journal of Business and Economic Statistics,
and other leading journals.

Amar Cheema (“The Effect of Credit on Spending Deci-
sions: The Role of the Credit Limit and Credibility”) is a
doctoral candidate at the Graduate School of Business, Uni-
versity of Colorado at Boulder. He holds an M.B.A. in Man-
agement from the Indian Institute of Management Calcutta
and a B.E. in Electronics and Communication Engineering
from Delhi University. His research interests include study-
ing consumer behavior in auctions, consumer decision mak-
ing, and mental accounting.

Sanjay K. Dhar (“Asymmetric Store Positioning and Pro-
motional Advertising Strategies: Theory and Evidence”) is a
Professor of Marketing at the Graduate School of Business
at the University of Chicago. His research interests are in
the area of private labels, category management, grocery
products retailing, and consumer and retail sales promo-
tions. He has published extensively on these topics in lead-
ing marketing journals, such as the Journal of Marketing, Mar-
keting Science, Management Science, and the Journal of Retailing.
His interests include spending time with his family, tropical
fish, basketball, and reading.

Shantanu Dutta (“Asymmetric Store Positioning and Pro-
motional Advertising Strategies: Theory and Evidence”) is
an Associate Professor and David and Jeanne Tappan Fellow
of Business-to-Business Marketing at the Marshall School of
Business, University of Southern California. His research fo-
cuses on pricing, distribution channels, and key drivers of
success for firms in high-technology markets. He has pub-
lished on these topics in marketing and economics journals
such as the Journal of Marketing; the Journal of Marketing Re-
search; Marketing Science; Management Science; the Journal of
Law and Economics; the Journal of Law, Economics and Organi-
zation; the Journal of Money, Credit and Banking; the Journal of
Economic Dynamics and Control; and the Quarterly Journal of
Economics. He has been a finalist for the Little Award and
the O’Dell Award for long-term impact. He has also been
invited to present his work on pricing at the National Bureau
of Economics Research in Cambridge, MA.

Geraldine Fennell (“Modeling Variation in Brand Pref-
erence: The Roles of Objective Environment and Motivating
Conditions”) is a consultant in marketing and consumer
psychology in Bridgeport, CT. Her scholarly interests in-
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clude developing behavioral models to guide marketing
tasks, including a general model of action, motivation, and
marketing persuasion. She received her Ph.D. in experimen-
tal cognition from the City University of New York and her
Masters degree in economics from the National University
of Ireland. Her research has been published in Adwvances in
Nonprofit Marketing, Current Issues and Research in Advertising,
the Journal of Advertising Research, the Journal of Business and
Psychology, the Journal of Marketing, Marketing Letters, Mar-
keting Science, other journals, and edited volumes.

Kitty Koelemeijer (“Consistent Assortment Provision
and Service Provision in a Retail Environment”) is a Re-
search Fellow at the Center for Supply Chain Management,
Nyenrode University, The Netherlands. She received her
Ph.D. from Wageningen University, The Netherlands. Her
research interests include consumer choice behavior, in par-
ticular with respect to retail assortments, retailing strategies,
and channel strategies.

Trichy Krishnan (“Consistent Assortment Provision and
Service Provision in a Retail Environment”) is an Assistant
Professor with the Jesse H. Jones Graduate School of Man-
agement at Rice University. His research interests include
new product sales growth, pricing, retailing strategies, and
competition. His papers have appeared in Marketing Science,
the Journal of Marketing Research, and Management Science.

Surendra Rajiv (“Asymmetric Store Positioning and Pro-
motional Advertising Strategies: Theory and Evidence”) is
an Associate Professor of Marketing at the University of Chi-
cago’s Graduate School of Business and is visiting the Walter
A. Haas School of Business, University of California at
Berkeley during the academic year 2001-2002. His research
interests are in the areas of competitive marketing strategies
(especially as they relate to trade/retail promotions and
product and pricing strategies in high-technology markets),
modeling of consumer learning and search behavior, struc-
tural choice modeling, and the study of firm capabilities and
core competencies using the resource-based view (RBV) of
the firm. His previous research has appeared in Management
Science, Marketing Science, and the Journal of Marketing Re-
search.

Ram Rao (“Consistent Assortment Provision and Service
Provision in a Retail Environment”’) is Founders Professor
and Associate Dean in the School of Management at The
University of Texas at Dallas. His current research focus is
on competitive retailing strategies, including trade promo-
tions, private label management, e-tailing, mass customi-
zation, and loyalty programs. His research has appeared in
leading journals, including the Journal of Marketing Research,
Marketing Science, the Journal of Business Economics and Statis-
tics, the Journal of Economics & Management Strategy, and the
Journal of Service Research. He is Founding Editor of the In-
ternet-based journal, Review of Marketing Science (ROMS);
Associate Editor of the Journal of Business Economics and Sta-
tistics; and serves on the Advisory Board of Quantitative
Marketing and Economics and the Editorial Boards of the Jour-
nal of Marketing Research and Marketing Science. He was voted
the most influential professor by the recent graduating class
of the M.B.A. program at The University of Texas at Dallas.

Dilip Soman (“The Effect of Credit on Spending Deci-
sions: The Role of the Credit Limit and Credibility”) is an
Associate Professor of Marketing at the Hong Kong Univer-
sity of Science and Technology. He holds an M.B.A. from
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the Indian Institute of Management at Ahmedabad and a
Ph.D. from the University of Chicago. His recent research
interests are in the area of decision making, mental account-
ing, consumer spending and saving decisions, intertemporal
choice, and the psychology of queuing and waiting. His re-
search has previously appeared in Marketing Science, the
Journal of Marketing Research, the Journal of Consumer Research,
Marketing Letters, and the Journal of Behavioral Decision Mak-
ing. He recently joined a selective group of marketing aca-
demics who have attended an 8:30 a.m. Sunday morning
session at the INFORMS Marketing Science Conference.

K. Sudhir (“Investigating New Product Diffusion Across
Products and Countries”) is an Assistant Professor of Mar-
keting at the School of Management, Yale University. He was
an Assistant Professor at the Stern School of Business, New
York University, from 1998 to 2001. He received his Ph.D. in
Marketing from Cornell University. His research interests
primarily lay in the empirical analysis of competitive be-
havior using new empirical industrial organization meth-
ods. His other research interests are the competitive impli-
cations of the Internet and international product diffusion.
His articles have been published or are forthcoming in Mar-
keting Science, the Journal of Marketing Research, and the In-
ternational Journal of Research in Marketing.

Debabrata Talukdar (“Investigating New Product Diffu-
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sion Across Products and Countries”) is an Assistant Pro-
fessor of Marketing at the School of Management, SUNY at
Buffalo. He received his Ph.D. in Marketing/Applied Eco-
nomics from the University of Rochester. He also holds Mas-
ter’s degrees in Operations Research from the University of
Rochester and in International Development from MIT. Be-
fore returning to academics, he worked on economic devel-
opment policy issues at the World Bank in Washington, DC.
His current research interests focus on economic analysis of
consumers’ information-seeking behavior, global product
diffusion and consumption patterns, and the effect of public
policies on consumer and firm behaviors. His work has ap-
peared in leading international journals on economic devel-
opment and consumer behavior, such as World Development
and the Journal of Consumer Research. However, as his three-

ear-old daughter pointed out, none of his works include
“the pictures of Barney or Big Bird!”

Sha Yang (“Modeling Variation in Brand Preference: The
Roles of Objective Environment and Motivating Condi-
tions”) is an Assistant Professor of Marketing at the Uni-
versity of California, Riverside. She received her Ph.D. from
Ohio State University. Her research interests include con-
sumer heterogeneity, market segmentation, consumer choice
and related psychological aspects, and Bayesian models. Her
papers have appeared in Marketing Science and Marketing
Letters.
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