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NOTES ABOUT AUTHORS

Chris Argyris (‘Management Information
Systems: The Challenge to Rationality and
Emotionality”’) is Beach Professor of Ad-
ministrative Sciences at Yale University. He
received a B.A. in psychology from Clark
University, an M.A. in economics from Kansas
University, and a Ph.D. in organizational be-
havior from Cornell University. He has been a
consultant on problems of executive develop-
ment and productivity to several European
governments. He is the author of fourteen
books and monographs as well as over 125
articles. The most recent of his books are Inte-
grating the Individual and the Organization
(Wiley, 1964) and Behavioral Science and In-
tervention Theory and Method (Addison Wesley,
1970).

Edwin M. Bartee (‘‘On the Methodology of
Solution Synthesis’’) is on the Faculty of the
Graduate School of Management and the
School of Engineering at Vanderbilt Uni-
versity. He received a B.S.I.LE. and an M.S.E.
in industrial engineering from the University
of Alabama and a Ph.D. in organizational
behavior from Case Western Reserve Uni-
versity. He is the author of numerous articles
and books, the most recent of which is En-
gineering Experimental Design Fundamentals
(Prentice Hall,-Inc., 1968). Professor Bartee’s
current research interests are nonnumerical
computer simulation and health care systems.
He is a member of TIMS, ORSA, The American
Society of Engineering Education and The
American Academy of Political and Social
Science.

James E. Bruno (‘‘An Alternative to Uni-
form Expenditure Reductions in Multiple
Resource State Finance Programs’’) is As-
sistant Professor in the Department of Educa-
tion at the University of California, Los
Angeles. He received a B.A. in physical science
and mathematics from UCLA and a Ph.D. in
education-engineering systems from UCLA.
Professor Bruno is a member of ORSA and
American Educational Research Association.

Philip C. Burger (‘“Using Laboratory
Brand Preference Scales to Predict Consumer
Branch Purchases’’) is Assistant Professor of
Marketing at Northwestern University. He
received a B.S. in electrical engineering from
the Illinois Institute of Technology, an M.S.
in industrial administration and a Ph.D. in
industrial administration from Purdue Uni-
versity. He is the author of ‘‘Can New Product
Buyers Be Identified”’ in the Journal of Market-
ing Research (November 1967) and ‘‘Develop-
ing Forecasting Models for New Product
Introductions” in Proceedings of the American

Marketing Association (Fall, 1968). Professor
Burger’s past research interests have included
the development of new product forecasting
models and measuring the properties of new
product buyers. Presently he is engaged in
defining the dimensions of marketing informa-
tion systems and developing multi-equation
(Econometric) models of marketing systems.
He is a member of American Marketing Asso-
ciation.

William R. King (‘A Control Approach to
Insurance Loss Reserving’’) is Professor of
Business Administration at the University of
Pittsburgh’s Graduate School of Business
and a principal in the management consulting
firm of Cleland-King, Inc. Dr. King has au-
thored four books—among them Systems
Analysis and Project Management which won
the McKinsey Foundation award of one of the
“outstanding books in management published
during 1968’’. He has published papers in
journals such as Management Science, Opera-
tions Research, Journal of Marketing, Journal of
Marketing Research, Journal of Advertising
Research and the Journal of Industrial Engineer-
ing. He received a B.S. in industrial engineer-
ing from the Pennsylvania State University
and an M.S. and Ph.D. in operations research
from Case Institute of Technology.

John M. Liittschwager (‘‘Mathematical
Models for Public Utility Rate Revisions’’)
is Professor in the College of Engineering at
the University of Iowa. He received a B.S.
in industrial engineering from Iowa State
University and an M.S. in industrial engineer-
ing (with operations research major) from
Northwestern University. He is the author of a
number of articles and papers, the most recent
of which is ‘“Methods for Making Revenue
Calculations in Corporate Models”, 1970
Public Utility Valuation and Rate Making Con-
ference Proceedings (Iowa State University,
1970) and ‘‘Legislative Districting by Com-
puter Simulation: A System for Redistricting’’
with B. C. Gearhart, in Behavioral Science
(September 1969). Presently Professor Liitt-
schwager is engaged in studying the use of
computerized methods for solving the legisla-
tive districting problem. He is a member of
American Institute of Industrial Engineers,
Association for Computing Machinery, TIMS,
ORSA, Alpha Pi Mu, Pi Mu Epsilon, Sigma
Xi, and Tau Beta Pi.

Leonard M. Lodish (“Considering Com-
petition in Media Planning’’) is Assistant
Professor of Marketing at the Wharton School
of Finance of the University of Pennsylvania.
He is also affiliated with Management Decision
Systems, Inc. (Lincoln, Massachusetts). Dr.
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Lodish received his B.A. in mathematics from
Kenyon College and Ph.D. in management
(operations research and marketing) from
Massachusetts Institute of Technology. He
has published notes and articles on applications
of operations research to marketing in Opera-
tions Research, Journal of Marketing Research
and Industrial Management Review. Professor
Lodish’s past fields of research have included
mathematical models for media planning and
warehouse location. Presently he is researching
interactive salesmen’s call planning models
and computer aids for media planners. He is a
member of ORSA, American Marketing Asso-
ciation, Phi Beta Kappa, and Sigma Xi. He
was also Secretary/Treasurer of TIMS Market-
ing College for 1969-1970.

Earl F. Lundgren (‘‘A Marginal Cost
Model for the Hiring-Overtime Decision”) is
Associate Professor at the University of
Missouri’s School of Business and Public
Administration. He received a B.S. in market-
ing from the University of Illinois, an M.B.A.
in management from the University of Florida,
and a Ph.D. in management from the Univer-
sity of Wisconsin. Previously Professor Lund-
gren has been an Assistant Professor at the
School of Business Administration of the
University of Wisconsin and a financial analyst
with the U.S. Gypsum Company. He is the
author of numerous articles and monographs.
In the past, Professor Lundgren’s fields of
research have included numerical control,
retirement, pension funds and foremen incen-
tive plans; presently, he is studying support,
aggression and dependency in a dyad whose
pair is differentiated by rank. Professor
Lundgren is a member of Academy of Manage-
ment, IRRA, Midwest Business Administration
Association, and Southern Management Asso-
ciation.

B. J.Mandel (‘Work Sampling in Financial
Management—Cost Determination in Post
Office Department”) is Visiting Professor of
Statistical Science in Management for the U.S.
Civil Service Commission, Professor of Sta-
tistics at the University of Baltimore, Visiting
Lecturer in Statistics for the Graduate School,
U. 8. Department of Agriculture, and Visiting
Lecturer in Statistical Sampling for Accounting
and Auditing at the Interagency Audit Train-
ing Center, U.S. Department of Commerce.
He received a B.S. in mathematics and educa-
tion from City College of New York, an M.A.
in statistics from George Washington Uni-
versity, and an Economie Licentiate, with
title of Doctor, from Gothenburg School of
Economics and Business Administration,
Sweden. He has also done graduate studies in
mathematical statistics equivalent to Ph.D. at
American University. In the recent past Dr.
Mandel served as chairman of the Statistics
Department at the University of Baltimore and
Director of Statistical Programs and Standards

at the U.S. Post Office Department. He is the
author of 45 articles on statistical applications,
sampling and management, as well as two
books: Statistics for Management and The
Regression Control Chart—A Multi-Purpose
Tool of Management (in print). Dr. Mandel
has been engaged in developing new applica-
tions of statistics to management and operating
problems. He is a member of American Sta-
tistical Association, American Society for
Quality Control, Roster of Scientists and
Engineers in the Federal Government, and
American Men of Science.

Edgar Pessemier (‘“Using Laboratory
Brand Preference Scales to Predict Consumer
Brand Purchases”) is Professor of Industrial
Administration at the Krannert Graduate
School of Industrial Administration, Purdue
University. He received a B.S. in accounting
from the University of Notre Dame, an M.S.
in marketing from New York University, and
a D.B.A. in administration from Harvard
University. Professor Pessemier has been
Associate Professor of Business Administra-
tion at Washington State University. He is
the author of numerous books, monographs
and articles concerning the application of
quantitative and experimental methods to
problems in consumer behavior and venture
analysis. His present fields of research interest
include nondemographic measures of con-
sumer populations and methods of quantifying
qualitative benefits of complex projects. He
is a member of TIMS, ORSA, ASA and AMA.

James V. Schneider (‘‘A Marginal Cost
Model for the Hiring-Overtime Decision”) is
currently holding a supervisory management
position in production control. He received a
B.AA. and an M.B.A. in management from
the University of Wisconsin (Milwaukee).
He is a member of American Production and
Inventory Control Society.

Frank T. Shu (“Economic Ordering Fre-
quency for Two Items Jointly Replenished”)
is Adjunct Professor of Industrial Management
at the Polytechnic Institute of Brooklyn and
Manager of Management Sciences for Mobil
Sekiyu K. K. in Tokyo. He received a B.S. in
engineering administration from Millikin
University and an M.S. and Ph.D. in industrial
engineering from Illinois Institute of Tech-
nology. He is a member of TIMS and Opera-
tions Research Society of Japan.

Nicolai Siemens (“A Simple CPM Time-
Cost Tradeoff Algorithm”) is Associate Pro-
fessor of Management in the College of Busi-
ness Administration of the University of
Georgia. He received a B.S. in mechanical en-
gineering from the University of Washington,
an M.B.A. in industrial management and a
D.B.A. in industrial management from the
University of Oregon. In the past Dr. Siemens
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was Assistant Professor of Management at
Southern Illinois University, Carbondale.
He has been a consultant for aero-space sub-
contractors. He is the co-author of an opera-
tions research text to be published in 1971.
Dr. Siemens’ past research interest has been
the analysis of industrial decision rules. He
has spent 6 years doing research and develop-
ment work in industry. Presently he is study-
ing the development and evaluation of opera-
tions research techniques. He is a member of
Phi Beta Kappa, Beta Gamma Sigma, Society
of Sigma Xi, Academy of Management, Ameri-
can Institute for Decision Sciences, and Ameri-
can Society of Mechanical Engineers.

Boghos D. Sivazlian (‘“Dimensional and
Computational Analysis in Stationary (s,S)
Inventory Problems with Gamma Distributed
Demand”) is Associate Professor in the De-
partment of Industrial and Systems Engineer-
ing at the University of Florida. He received
an M.S. and a Ph.D. in operations research
from Case Institute of Technology. He has
published articles in SIAM Journal on Applied
Mathematics, SIAM Journal on Mathematical
Analysis, SIAM Review and Operations Re-

- search. Dr. Sivazlian is engaged in research on

mathematical theory of multi-commodity in-
ventory systems, replacement theory, and
logistics. He is a member of ORSA, TIMS,
SIAM, AAAS, AIIE, and Sigma Xi.

Richard D. Teach (‘“Using Laboratory
Brand Preference Scales to Predict Consumer
Brand Purchases”) is Associate Professor at
the School of Management of the State Uni-
versity of New York at Buffalo. He received a
B.S. in agriculture from Qhio State University,
an M.B.A. from Ohio State University, and a
Ph.D. in industrial economics from Purdue

University. He is the author of: ‘“Consumer
Distance Transitivity’’ (with John Boot) in
Journal of Marketing Research, ‘‘Preference
Measurement in Consumer Market Research”
in 1969 Proceedings of the American Statistical
Association, “Preference and Perceptual Map-
ping of a Convenience Good” (with Lester
Neidell) in Marketing Involvement in Society
and the Economy (1969), edited by Philip Mec-
Donald, and “Pricing Experiments, Scaling
Consumer Preferences and Predicting Purchase
Behavior” (with Edgar Pessemier) in Science
Technology and Marketing (1966), edited by
Raymond Haas. Professor Teach is currently
studying the application of multidimensional
scaling in consumer and industrial marketing.
He is a member of the Classification Society,
American Marketing Association, TIMS, and
American Economic Association.

Douglas J. Tigert (‘“Using Laboratory
Brand Preference Scales to Predict Consumer
Brand Purchases”) is Associate Professor of
Marketing at the Graduate School of Business,
University of Toronto. He received a B. Com-
merce in commerce from Queen’s University
(Canada), an M.B.A. in marketing from
Northwestern University, and a Ph.D. in
marketing from Purdue University. He is the
author of several papers and articles the most
recent of which are “Activities, Interests and
Opinions” to appear in Journal of Advertising
Research and ‘The Fast Food Franchise:
Psychographic and Demographic Segmenta-
tion Analysis” to appear in Journal of Retailing.
In the past Professor Tigert has been engaged
in new product research, bank marketing and
research in the franchise industry. Currently,
he is engaged in “Life Style” Research in
consumer behavior. He is a member of Ameri-
can Marketing Association and TIMS.



