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Focus on Authors

Dan Ariely (“Wine Online: Search Costs and Competition on
Price, Quality, and Distribution”) is the Sloan Career Development
Professor at the Massachusetts Institute of Technology. He holds
a Ph.D. in Psychology from the University of North Carolina at
Chapel Hill and a Ph.D. in Marketing from the Fuqua School of
Business at Duke University. This is his first paper coauthored with
John Lynch. During the writing process, he learned the perils of
getting involved in committees, reviews, and other distracting
tasks. For this and other pearls of wisdom, he is extremely grateful
to John. His research interests include consumer behavior, decision
making, and electronic commerce. Personal interests include good
wine, good food, reminiscing about time for real hobbies, and
Sumi. For additional information, see web.mit.edu/ariely/www.

Yannis Bakos (“Bundling and Competition on the Internet”) is
Associate Professor of Management at the Leonard N. Stern School
of Business at New York University. He received his B.S. and M.S.
in Computer Science from MIT, and his M.S. in Management and
Ph.D. from the MIT Sloan School of Management. In 1989, he
cofounded the Workshop on Information Systems and Economics
(WISE), which has become the leading forum for research at the
intersection of the Information Technology and Economics disci-
plines. A research bundle is available at http://www.stern.nyu.edu/
�bakos.

Eric Bradlow (“The Little Engines That Could: Modeling the
Performance of World Wide Web Search Engines”) is currently an
Assistant Professor of Marketing and Statistics, The Wharton
School of the University of Pennsylvania. He earned a B.S. in Eco-
nomics from The Wharton School in 1988, and an A.M. in Math-
ematical Statistics in 1990 and a Ph.D. in Mathematical Statistics
in 1994 from Harvard University. He worked for two years as an
Associate Research Scientist in the Statistics and Psychometrics
Research Group at the Educational Testing Service in Princeton,
NJ. He has recently published articles in the Journal of the Amer-
ican Statistical Association, Psychometrika, Statistica Sinica, and
Chance, and has forthcoming articles in Marketing Science and the
Journal of Marketing Research. He also serves as Associate Editor
for the Journal of Computational and Graphical Statistics and the
Journal of Educational and Behavioral Statistics. His research in-
terests include Bayesian modeling, statistical computing, and de-
veloping new methodology for unique data structures.

Erik Brynjolfsson (“Bundling and Competition on the Inter-
net”) is an Associate Professor at the MIT Sloan School and Co-
Director of eBusiness@MIT (http://ebusiness.mit.edu). After get-
ting his A.B. and S.M. degrees in Applied Math from Harvard, he
ran a start-up software development firm and then went to MIT for
his Ph.D. in Managerial Economics. A bundle of papers by coau-
thors Bakos and Brynjolfsson on aggregation strategies for digital
goods can be found at http://ccs.mit.edu/erik.

Gerald Häubl (“Consumer Decision Making in Online Shop-
ping Environments: The Effects of Interactive Decision Aids”) is
an Assistant Professor of Marketing at the University of Alberta.
He holds a Ph.D. in Marketing from the Vienna University of Eco-
nomics and Business Administration (Wirtschaftsuniversität
Wien). His primary research interests are consumer decision mak-
ing, determinants of evaluative judgments, and electronic com-
merce, as well as methodological aspects of studying consumer
preferences and decision making. He is the founder and director of
the Institute for Online Consumer Studies (iocs.org), a platform for
conducting consumer research via the Internet.

Donna L. Hoffman (“The Revolution Will Not Be Televised:
Introduction to the Special Issue on Marketing Science and the
Internet” and “Measuring the Customer Experience in Online En-
vironments: The Effects of Interactive Decision Aids”) is Associate

Professor of Management at the Owen Graduate School of Man-
agement, Vanderbilt University. She is the cofounder and codirec-
tor of Project 2000 a corporate sponsored research center devoted
to the study of Internet marketing and Web-based commerce. Her
research focuses on Internet marketing strategy, online consumer
behavior, and Internet policy. She has published in all the major
marketing journals; her work has also appeared in Communications
of the ACM, the Journal of Computer-Mediated Communication,
The Information Society, and SCIENCE. She has a Ph.D. from the
L.L. Thurstone Psychometric Laboratory at University of North
Carolina at Chapel Hill and was president of the INFORMS Section
on Marketing in 1996–1997.

John G. Lynch, Jr. (“Wine Online: Search Costs and Compe-
tition on Price, Quality, and Distribution”) is the Hanes Corporation
Foundation Professor of Business Administration at the Fuqua
School of Business, Duke University. His B.A. in economics and
his M.A. and Ph.D. degrees in experimental social psychology are
all from the University of Illinois Urbana-Champaign. Prior to
moving to Duke, he spent 17 years at the University of Florida.
Like other authors in this special issue, much of his current research
is on Internet marketing. His other research interests are in con-
sumer decision making and in validity issues in experimental re-
search methodology. Away from work, he is a glacially slow runner
and basketball player and an embarrassingly enthusiastic cross-
country parent.

Thomas P. Novak (“Measuring the Customer Experience in
Online Environments: A Structural Modeling Approach”) is As-
sociate Professor of Management at the Owen Graduate School of
Management, Vanderbilt University, and cofounder and codirector
of Project 2000 (http://ecommerce.vanderbilt.edu/). He received his
Ph.D. in 1984 from the L.L. Thurstone Psychometric Laboratory,
University of North Carolina at Chapel Hill. His research interests
include Internet and Web-based commerce, modeling consumer
online navigation behavior, and consumer behavior in online en-
vironments. His research has appeared in Communications of the
ACM, the Journal of Consumer Research, the Journal of Market-
ing, the Journal of Marketing Research, Marketing Science, and
SCIENCE.

David Schmittlein (“The Little Engines That Could: Modeling
the Performance of World Wide Web Search Engines”) is the Ira
A. Lipman Professor and Professor of Marketing at The Wharton
School of the University of Pennsylvania. He also serves as chair
of Wharton’s Marketing Department. He received a B.A. degree
from Brown University, and M.Phil. and Ph.D. degrees from Co-
lumbia University. His research emphasizes the analysis of mar-
keting processes and development of methods for improving mar-
keting decisions. He is a member of the editorial boards for the
Journal of Interactive Marketing, Journal of Marketing Research,
Marketing Letters, and Marketing Science.

Valerie Trifts (“Consumer Decision Making in Online Shop-
ping Environments: The Effects of Interactive Decision Aids”) is
a Ph.D. student in Marketing at the University of Alberta. She
received her B.B.A. from the University of Prince Edward Island
and her M.B.A. from Saint Mary’s University. Her research inter-
ests include electronic commerce, the effects of interactive decision
aids on consumer decision making, and issues of trust in online
shopping environments.

Yiu-Fai Yung (“Measuring the Customer Experience in Online
Environments: A Structural Modeling Approach”) is Senior Re-
search Statistician at the SAS Institute Inc. and Adjunct Assistant
Professor of Psychology at University of North Carolina at Chapel
Hill. He received his Ph.D. in quantitative psychology from UCLA
in 1994. His research interests include statistical and computational
methods for psychometrics.
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