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NOTES ABOUT AUTHORS 

A. Charnes ("A Goal Programming Model for Media Planning" and "Note 
on an Application of a Goal -Programming Model for Media Planning") is 
Walter P. Murphy Distinguished Professor of Mathematics at Northwestern 
University. He received a Ph.D. in mathematics from the University of Illinois. 
Dr. Charnes has published over 200 research papers and books in management 
science and applied mathematics. "DEMON: Decision Mapping via Optimum 
Go-No Networks-A Model for Marketing NewProducts" (written with W. W. 
Cooper, J. K. DeVoe and D. B. Learner) appeared in Management Science 
in July 1966. Dr. Charnes is currently engaged in research on the mathematics 
of management, systems analysis, and biomathematics. He is a founding member 
and past President of TIMS; a Fellow of AAAS, the Econometric Society, and 
ORSA; and a member of TIMS, AMS, ASA, ISI, SIAM, and ASEE. 

W. W. Cooper ("A Goal Programming Model for Media Planning" and 
"Note on an Application of a Goal Programming Model for Media Planning") 
is Professor of Economics and Industrial Administration, Graduate School of 
Industrial Administration, Carnegie-Mellon University. He is also Vice-President 
for Management Sciences and Economics, University Science Center in Pitts- 
burgh. Professor Cooper received an A.B. degree in economics from the Uni- 
versity of Chicago. He is the author of Mathematical Programming for Better 
Media Selection (American Association of Advertising Agencies Group IV, 1961); 
and he co-authored (with A. Charnes) Management Models and Industrial Appli- 
cations of Linear Programming, 2 vols. (John Wiley & Sons, Inc.). His published 
articles include (with A. Charles, J. K. DeVoe and D. B. Learner) "DEMON: 
Decision Mapping via Optimum Go-No Networks-A Model for Marketing 
New -Products," Management Science, July 1966. Professor Cooper's present 
research interests include modeling and interpreting management and social 
problems and processes. He is a member of TIMS, ORSA, Econometric Society, 
and the American Accounting Association. 

J. K. DeVoe ("A Goal Programming Model for Media Planning") is Vice 
President, Director of Marketing Services, and Account Group Manager for 
Cargill, Wilson & Acree in Richmond, Virginia. He is also Director of New 
Products Group, Inc., a subsidiary of CW&A in Richmond. MIr. DeVoe was 
formerly a Vice President at Batten, Barton, Durstine & Osborn, Inc. He at- 
tended Ohio State University where he received a B.S. degree in industrial en- 
gineering and an M.S. degree in sciences. Mr. DeVoe's publications include 
"Plans, Profits and the Marketing Program," 1965 American Marketing Asso- 
ciation 48th World Congress Proceedings, and (with A. Charnes, WT. XV. Cooper 
and D. B. Learner) "DEMON: Decision Mapping via Optimum Go-No Net- 
works-A Model for Marketing New Products," Management Science, July 1966. 
He is a member of TIMS, American Marketing Association, and the American 
Institute of Industrial Engineers. 
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NOTES ABOUT AUTHORS B-543 

D. B. Learner ("A Goal Programming Model for Media Planning" and "Note 
on an Application of a Goal Programming Model for Media Planning") is Vice 
President and Director of Research at Batten, Barton, Durstine & Osborn, 
Inc., in New York City. He attended Ohio State University, earning the B.A., 
M.A., and Ph.D. degrees in psychology. He has published a number of articles, 
including (with A. Charnes, W. NV. Cooper and J. K. DeVoe) "DEMON: De- 
cision Mapping via Optimum Go-No Networks-A Model for Marketing New 
Products," Management Science, July 1966. Dr. Learner is a member of TIMS, 
ORSA, American Psychological Association, Psychometric Society, American 
Society of Mechanical Engineers, American Institute of Electrical Engineers, 
Market Research Society, and Copy Research Society. 

Benjamin Lipstein ("Test Marketing: A Perturbation in the Market Place") 
is Senior Vice President-Research, Information Services and Marketing, Sulli- 
van, Stauffer, Colwell & Bayles, Inc., in New York City. He was formerly an 
Adjunct Professor at the Bernard M. Baruch School of Business, City College. 
He received a B.A. from Brooklyn College and an M.A. and Ph.D. in economics 
from Columbia University. Dr. Lipstein's many published papers include "A 
Mathematical Model of Consumer Behavior," Journal of Marketing Research, 
August 1965; and "The Design of Test Marketing Experiments," Journal of 
Advertising Research, December 1965. He is a member of TIMS, ORSA, American 
Marketing Association, American Statistical Association, Mathematical Associa- 
tion of America, Society of Industrial and Applied Mathematics, and AAAS. 

W. Reinecke ("A Goal Programming Model for Media Planning") is Director 
of Media and OR for Henderson Advertising Agency in Greenville, South Caro- 
lina. He was formerly Supervisor of Linear Programming for Batten, Barton, 
Durstine & Osborn, Inc., in New York City. Mr. Reinecke received a B.S. degree 
in engineering from the U.S. Naval Academy. 

Borje 0. Saxberg ("The Management of Scientific Manpower") is Professor 
of Administrative Theory and Organizational Behavior in the Graduate School 
of Business Administration, University of Washington. He received a B.Econ. 
from the Swedish Institute of Economics (Finland), a B.S. in management and 
technology from Oregon State University, and an M.S. in management and a 
Ph.D. in business from the University of Illinois. In addition, he was a post- 
doctoral Ford Foundation Faculty Study Fellow at Cornell University (sociology, 
anthropology, social psychology). Dr. Saxberg's articles have appeared in a 
number of journals, including the Journal of Finance, Business Horizons, Har- 
vard Business Review, and Economie Appliquee (France). He is a contributor to 
and co-editor of The Business World (Houghton-Mifflin Co., 1967), and Com- 
parative Administrative Theory (University of Washington Press, in press). 
Dr. Saxberg's present research concerns the relationship between shiftwork and 
technology, and shiftwork for professional and managerial personnel. iHe is a 
member of the Academy of Management, Society for Applied Anthropology, 
American Management Association, and the American Academy of Political and 
Social Sciences. 

George Sch-ussel ("Job-Shop Lot Release Sizes") is the Manager of the In- 
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B-544 NOTES ABOUT AUTHORS 

formation Systems Division at Brown Engineering, a Teledyne Company in 
Huntsville, Alabama. He did the work resulting in this article prior to assuming 
his current duties, when he was directing the work of the Management Science 
Staff at Northrop Corporation and concurrently serving as Assistant Professor 
at the University of Southern-California. He received an A.B. in physics from 
U.C.L.A., an M.S. in applied mathematics from Harvard, and a D.B.A. from 
the Harvard Business School. Dr. Schussel has published articles in Dat anation, 
the Journal of the Astronomical Sciences, and the Journal of Industrial Engineer- 
ing; his first article for Management Science appeared in June 1967. Dr. Schussel 
is a member of TIMS, AAAS, ORSA, and AIIE. 

John W. Slocum, Jr. ("The Management of Scientific Manpower") is 
Assistant Professor of Management at Pennsylvania State University. He is 
also a consultant for the Mellon National Bank and Trust Company and Stand- 
ard Steel Corporation. He received a B.B.A. in management from Westminster 
College, an M.B.A. in industrial relations from Kent State University, and a 
D.B.A. in organizational theory from the University of Washington. Dr. Slocum 
is the author of "Group Cohesiveness and Academic Achievement," Journal of 
College Management (April 1968); and of "Sensitivity and Self-Awareness Changes 
in Individuals," scheduled for publication in the Journal of Training and De- 
velopment in August 1968. His present research deals with group cohesiveness 
and its effects on productivity in an academic environment. Dr. Slocum is a 
member of the American Management Association. 

E. F. Snow ("Note on an Application of a Goal Programming Model for 
Media Planning") is Acting Director of Operations Research and Associate 
Research Director for Batten, Barton, Durstine & Osborn, Inc., in New York 
City. He is also Visiting Lecturer in Marketing in the Graduate School of In- 
dustrial Administration, Carnegie-Mellon University. Mr. Snow received a 
B.S. in mechanical engineering from the University of Illinois and an M.S. in 
industrial administration from the Graduate School of Industrial Administra- 
tion at Carnegie Institute of Technology. In addition to his account respon- 
sibilities at BBDO, he is engaged in research on new product planning systems 
and on media planning systems. Mr. Snow is a member of TIMS, the American 
Marketing Association, National Society of Professional Engineers, and the 
American Society of Mechanical Engineers. 

Glen L. Urban ("A New Product Analysis and Decision Model") is Assistant 
Professor of Management at the Alfred P. Sloan School of Management at 
M.I.T. He received a B.S. in mechanical engineering and an M.B.A. in marketing 
from the University of Wisconsin, and a Ph.D. in management from North- 
western University. Dr. Urban is co-author (with D. B. Montgomery) of the 
forthcoming book Management Science Models in Marketing, and co-editor (with 
D. B. Montgomery) of Applications of Management Science in Marketing, both 
to be published by Prentice Hall. His current research interests include new 
product information systems, models for product selection, and product line 
decisions. Dr. Urban is a member of TIMS, ORSA, and the American Marketing 
Association. 
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