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Focus on Authors

Greg M. Allenby (“Bayesian Statistics and Marketing”)
is the Kurtz Chair in Marketing at The Ohio State Univer-
sity. He specializes in the study of economic and statistical
issues in marketing, focusing on Bayesian methods. Profes-
sor Allenby is an Area Editor for Marketing Science and is
on the editorial board of the Journal of Marketing Research.
He is also an associate editor of Quantitative Marketing and
Economics and the Journal of Business and Economic Statistics.
His research has been published in Marketing Science, the
Journal of Marketing Research, the Journal of the American Sta-
tistical Association, the Journal of Econometrics, the Journal of
Business and Economic Statistics, and other leading journals.

William Boulding (“Sustainable Pioneering Advantage?
Profit Implications of Market Entry Order”) is Professor of
Business Administration at the Fuqua School of Business,
Duke University. His research interests lie in the domain
of understanding both the implications of strategic choices
and how those choices get made. He is a past Area Editor
for Marketing Science.

Markus Christen (“Sustainable Pioneering Advantage?
Profit Implications of Market Entry Order”) is Assistant
Professor at INSEAD in Fontainebleau. He holds an M.Sc.
in mechanical and production engineering from the Swiss
Federal Institute of Technology, an M.B.A. from the Uni-
versity of Oregon, and a Ph.D. from Duke University. His
current research interests include issues of valuing, pricing,
and acquiring information and the effect of innovation on
firm performance. His previous research has appeared in
the Journal of Marketing Research.

Ely Dahan (“Fast Polyhedral Adaptive Conjoint Estima-
tion”) is Assistant Professor of Marketing at the Ander-
son School of Business at UCLA. He formerly taught at
the M.I.T. Sloan School of Management. He received an
S.B. in Civil Engineering from M.I.T., an M.B.A. from Har-
vard Business School, and a Ph.D. in Operations, Informa-
tion and Technology from Stanford University. He was a
Fellow of the Department of Energy and of the Ameri-
can Association of Collegiate Schools of Business (AACSB),
and he won a Jaedicke Fellowship while at Stanford. His
research focuses on Internet-based new product research
methods, securities trading of concepts, mass customiza-
tion, models of new product prototyping, and the eco-
nomics of cost reduction. Before returning to academia, he
worked as national product manager for W. R. Grace and
NEC until 1984, when he founded a computer networking
company in Maryland, serving as CEO until the firm was
acquired in 1993.

Anita Elberse (“Demand and Supply Dynamics for
Sequentially Released Products in International Markets:
The Case of Motion Pictures”) is an Assistant Professor
at Harvard Business School. Prior to joining Harvard, she
was a Visiting Fellow at the Wharton School, University of
Pennsylvania. She received a Ph.D. from London Business
School in 2002. Her main research interests include market-
ing issues involving media and entertainment industries,
the diffusion and adoption of innovations, the impact of
digital technologies on marketing, and econometric model-
ing techniques.

Jehoshua Eliashberg (“Demand and Supply Dynamics
for Sequentially Released Products in International Markets:
The Case of Motion Pictures”) is the Sebastian S. Kresge
Professor of Marketing and Professor of Operations and
Information Management at the Wharton School, Univer-
sity of Pennsylvania. His research interests include new
product development issues, generally focusing on specific
industries. He is particularly interested (from a research and
consumption standpoint) in the media and entertainment
industries. His research in this area has been published in
Marketing Science, Management Science, and the Journal of
Marketing. It was also the subject of articles appearing in
Fortune, the Christian Science Monitor, Variety, theWashington
Post, Business Week, and the Wall Street Journal.

John R. Hauser (“Fast Polyhedral Adaptive Conjoint
Estimation”) is the Kirin Professor of Marketing, Head of
the Marketing Group, and leader of the Virtual Customer
Initiative at the M.I.T. Sloan School of Management, where
he teaches new product development, marketing manage-
ment, competitive marketing strategy, and research method-
ology. He is the co-author of two textbooks, Design and
Marketing of New Products and Essentials of New Product Man-
agement. He has received both the Converse Award for sci-
entific contributions and the Parlin award for contributions
to marketing research. He has won awards for research and
for teaching, and his students have won awards for their
theses and, later, for their research papers. For six long years
he was Editor ofMarketing Science. Outside interests include
sailing, swimming, NASCAR, opera, and country music.

Barbara E. Kahn (“Understanding High Stakes Con-
sumer Decisions: Mammography Adherence Following
False-Alarm Test Results”) is the Dorothy Silberberg Pro-
fessor of Marketing at The Wharton School of the Uni-
versity of Pennsylvania. She is also a faculty member of
the Graduate Group in the Psychology Department and
a Senior Fellow at the Leonard Davis Institute of Health
Economics at the University of Pennsylvania. Her primary
research interests focus on customer decision making specif-
ically related to (1) variety in assortments or consumer
variety-seeking and (2) consumer (patient) decision mak-
ing in high-consequence/stressful environments. She is cur-
rently President of the Journal of Consumer Research Policy
Board and an academic trustee of the Marketing Science
Institute.

Mary Frances Luce (“Understanding High-Stakes Con-
sumer Decisions: Mammography Adherence Following
False-Alarm Test Results”) is an Associate Professor of Mar-
keting at the Wharton School of the University of Pennsylva-
nia. She is also a Senior Fellow at the Leonard Davis Institute
of Health Economics at the University of Pennsylvania. She
received her Ph.D. degree in marketing from Duke Univer-
sity. Her primary research interests center around under-
standing how decision behavior is altered when decisions
become consequential or otherwise emotion-laden. Her dis-
sertation article centered around understanding how con-
sumers make “decisions that matter” in a consumer context,
and she received the Ferber award for the best dissertation-
based article in the Journal of Consumer Research (1998).
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FOCUS ON AUTHORS

Elie Ofek (“R&D, Marketing, and the Success of Next-
Generation Products”) is an Assistant Professor of Business
Administration at the Harvard Business School at Harvard
University. He received a B.Sc. in Electrical Engineering
from the Technion (Israel Institute of Technology) and an
M.A. in Economics and a Ph.D. in Business, both from Stan-
ford University. His primary research interests are in new
product strategy, competition in technology-intensive envi-
ronments, and ability to learn from customers to facilitate
innovation and knowledge creation. His research has also
appeared in Management Science and in a previous issue of
Marketing Science.

Arvind Rangaswamy (“A Fuzzy Set Model of Search and
Consideration with an Application to an Online Market”) is
the Jonas H. Anchel Professor of Marketing at Penn State,
where he is also the Research Director of the eBusiness
Research Center. He received a Ph.D. in marketing from
Northwestern University, an M.B.A. from the Indian Insti-
tute of Management, Calcutta, India, and a B.Tech from the
Indian Institute of Technology, Madras, India. Before join-
ing Penn State, he was a faculty member at the J. L. Kellogg
Graduate School of Management at Northwestern Univer-
sity and at the Wharton School, University of Pennsylvania.
He has published in several marketing journals, including
Marketing Science, Management Science, the Journal of Market-
ing Research, the Journal of Marketing, the International Journal
of Research in Marketing, the Journal of Interactive Marketing,
and Marketing Letters. His basic research philosophy is not
to make a tradeoff between relevance and rigor—having
one without the other is like having root beer without the
float! For further details, visit www.arvind.info.

Peter E. Rossi (“Bayesian Statistics and Marketing”) is
Joseph T. Lewis Professor of Marketing and Statistics at
the Graduate School of Business, University of Chicago. He
received his Ph.D. from University of Chicago and B.A.
from Oberlin College. He has published over 40 articles
in refereed journals in marketing, economics, statistics, and
econometrics, including Marketing Science, the Journal of
Marketing Research, American Economic Review, the Journal of
the American Statistical Association, Econometrica, the Journal
of Political Economy, the Journal of Econometrics, Biometrika,
the Journal of Business and Economic Statistics, and the Jour-
nal of Economic Theory. His areas of research interest include
pricing and promotion, target marketing, direct marketing,
micromarketing, limited dependent variable models, and
Bayesian statistical methods. A fellow of the American Sta-
tistical Association and the Journal of Econometrics, he is
founding editor of Quantitative Marketing and Economics and
past Associate Editor for the Journal of the American Statisti-
cal Association, the Journal of Econometrics, and the Journal of
Business and Economic Statistics.

Miklos Sarvary (“R&D, Marketing, and the Success of
Next-Generation Products”) is Associate Professor of Mar-
keting at INSEAD (Fontainebleau, France). Before joining

INSEAD, he was a faculty member at the Harvard Busi-
ness School and the Graduate School of Business at Stanford
University. He has a Ph.D. in Management from INSEAD.
His research focuses on information and knowledge mar-
keting with special emphasis on information provision (con-
tent and sale) and technology (delivery). His previous work
focused on the global diffusion of telecommunications prod-
ucts. His research has been published in Marketing Science,
Management Science, the Journal of Marketing Research, the
California Management Review, Marketing Letters, and Techno-
logical Forecasting and Social Change. He is an Associate Edi-
tor of Quantitative Marketing and Economics and a member
of the Editorial Boards of Marketing Science, the International
Journal of Research in Marketing, and Review of Marketing
Science.

Duncan I. Simester (“Fast Polyhedral Adaptive Con-
joint Estimation”) is an Associate Professor at the Sloan
School of Management at M.I.T. He holds undergraduate
and graduate degrees in law and commerce from the Uni-
versity of Auckland, New Zealand, and a Ph.D. from M.I.T.
His published research focuses on competitive retail strate-
gies, organizational design, the measurement of consumer
response, and the application of optimization methods to
marketing problems. He is an Associate Editor of Manage-
ment Science and is an Area Editor of Marketing Science.

Olivier Toubia (“Fast Polyhedral Adaptive Conjoint Esti-
mation”) is a graduate student in Marketing at the M.I.T.
Sloan School of Management. He is a graduate from Ecole
Centrale Paris (Paris, France) and received an S.M. in Oper-
ations Research from M.I.T. This paper is part of a stream
of research aimed at offering a new approach to conjoint
analysis and experimental designs. The other focus of his
dissertation is the study of the idea generation process and
of the impact of incentives on creativity.

Jianan Wu (“A Fuzzy Set Model of Search and Consider-
ation with an Application to an Online Market”) is the A. B.
Freeman Assistant Professor of Marketing at A. B. Freeman
School of Business at Tulane University. He received his
Ph.D. in Business Administration from Smeal College of
Business Administration (1998) and his M.S. in Statistics
from Department of Statistics (1994), The Pennsylvania State
University. He also received an M.S. in Mathematics from
Huazhong University of Science and Technology (1986) and
a B.S. in Mathematics from Xiangtan University (1983) in
Xiangtan, China. His research has been published in the
Journal of Marketing Research and the International Journal of
Research in Marketing. His article in IJRM won an Honorable
Mention for 2000. His research interests are in the areas of
developing quantitative methods to understand consumer
multistage choice process and customer perception, prefer-
ence, and satisfaction, in general, and their applications to
electronic markets, in particular.
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