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Focus on Authors

Reza Ahmadi (“Parallel Imports: Challenges from Unauthori-
zed Distribution Channels”) is an Associate Professor at the An-
derson School of Management at University of California, Los An-
geles. His research interests are in product development and design
and supply chain management.

Jehoshua Eliashberg (“MOVIEMOD: An Implementable
Decision-Support System for Prerelease Market Evaluation of Mo-
tion Pictures”) is the Sebastian S. Kresge Professor of Marketing
and Professor of Operations and Information Management at the
Wharton School of the University of Pennsylvania. His research
interests include new products development issues, focusing on
specific industries (e.g., entertainment, pharmaceuticals). He has
particular interest (from research as well as from a 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, Va-
riety, the Washington Post, Business Week, and the Wall Street
Journal.

Marshall L. Fisher (“Accurate Retail Testing of Fashion Mer-
chandise: Methodology and Application”) is the Stephen J.
Heyman Professor, The Wharton School, University of Pennsyl-
vania, codirector of the Fishman-Davidson Center for Service and
Operations Management, and a member of the National Academy
of Engineering. He earned an S.B. in electrical engineering, an
M.B.A. and Ph.D. in operations research from MIT. He taught at
the University of Chicago and Cornell University before joining
the faculty of the Wharton School in 1975. His pioneering research
in logistics and supply chain coordination has received numerous
awards. He cofounded Distribution Analysis, Research and Tech-
nology (DART), a consulting company that provided optimization
software and strategy consulting and later developed Accurate Re-
sponse, a technique to improve a firm’s ability to match supply
with the demand for new products by integrating supply chain pro-
cess changes with new approaches to forecasting and inventory
optimization. He currently codirects a Sloan Foundation funded
study of how retailers can exploit information technology and flex-
ible manufacturing to improve the merchandising of fashion prod-
ucts. He has served as president of the Institute of Management
Science and departmental editor of the journal Management Sci-
ence. He received the 1977 Lanchester prize, the 1983 Edelman
Prize, the E. Grosvenor Plowman Award, and the 1995, 1996,
1997, and 1998 Wharton M.B.A. Core Curriculum Cluster Award
for teaching excellence.

Eric A. Greenleaf (“The Impact of Discrete Bidding and Bidder
Aggressiveness of Sellers’ Strategies in Open English Auctions:
Reserves and Covert Shilling”) is Associate Professor of Marketing
at the Leonard N. Stern School of Business, New York University.
He holds a B.S. from the University of New Hampshire, and an
M.B.A. and Ph.D. from Columbia University. His current research
interests, in addition to auctions, include consumer price percep-
tions, response errors in surveys, and delay in consumer decision
making. His research has appeared in Journal of Consumer Re-
search, Journal of Marketing Research, Management Science,
Marketing Science, Marketing Letters, and Public Opinion Quar-
terly, as well as the Maine Antiques Digest.

Ganesh Iyer (“Markets for Product Modification Information”)
is Assistant Professor at the John M. Olin School of Business,
Washington University. He received his Ph.D. from the University
of Toronto. His research interests include coordination and con-
tractual issues in distribution channels, retailing, Internet institu-
tions and markets for information. His previous research has ap-
peared in Marketing Science.

Jedid-Jah Jonker (“MOVIEMOD: An Implementable Deci-
sion-Support System for Prerelease Market Evaluation of Motion
Pictures”) is a Ph.D. student in Econometrics and Marketing at the
Tinbergen Institute and the Econometric Institute, Erasmus Uni-
versity Rotterdam. He obtained his Masters in econometrics at the
same university, where the subject of his Masters thesis was the
MOVIEMOD project. Together with his supervisor Philip Hans
Franses he is now working on a number of papers on applying
econometric techniques to direct marketing. They deal with im-
proved target selection using dynamic models.

Kumar Rajaram (“Accurate Retail Testing of Fashion Mer-
chandise: Methodology and Application”) is an Assistant Professor
of Operations and Technology Management at the Anderson
Graduate School of Management, UCLA. He holds a Ph.D. degree
in Operations Management from the Wharton School of the Uni-
versity of Pennsylvania. This paper is a part of his doctoral disser-
tation completed under the guidance of Professor Marshall Fisher
that focused on developing analytical models for the merchandising
of products with short life cycle and highly unpredictable demand.
His current research interests include retail operations manage-
ment, studying the impact of e-commerce on retailing and manu-
facturing planning and control for process industries.

Mohanbir Sawhney (“MOVIEMOD: An Implementable De-
cision-Support System for Prerelease Market Evaluation of Motion
Pictures”) is the McCormick Tribune Professor of Electronic Com-
merce and Technology at the Kellogg Graduate School of Man-
agement, Northwestern University. He heads the Technology and
E-Commerce (TEC) group at Kellogg, and teaches courses in tech-
nology marketing and e-business strategy. His research interests
include e-business strategy, mediation in the network economy,
new product strategy, and entertainment marketing. His research
has been published in Management Science, Marketing Science,
Journal of the Academy of Marketing Science and Harvard Busi-
ness Review. He has also authored several influential articles on E-
commerce in publications like Business 2.0, Financial Times, Con-
text Magazine, and Silicon India.

Atanu R. Sinha (“The Impact of Discrete Bidding and Bidder
Aggressiveness on Sellers’ Strategies in Open English Auctions:
Reserves and Covert Shilling”) is Assistant Professor of Marketing
at the College of Business, University of Colorado at Boulder. He
holds a B.Stat., and an M.Stat. from the Indian Statistical Institute,
Calcutta, and a Ph.D. from New York University. Besides auctions
his current research interests include bundling pricing, and loyalty
reward programs. His previous research has appeared in Manage-
ment Science, and Psychometrika.

David Soberman (“Markets for Product Modification Infor-
mation”) is Assistant Professor at INSEAD. He received his Ph.D.
from the University of Toronto and his M.B.A. and B.Sc. from
Queen’s University. His research is focussed on understanding how
the operation of markets is affected by the exchange of information
between firms and customers, the complexity of relationships
within the distribution channel and the introduction of innovations
and new information.

Berend Wierenga (“MOVIEMOD: An Implementable Deci-
sion-Support System for Prerelease Market Evaluation of Motion
Pictures”) is Professor of Marketing and Director of the Erasmus
Institute for Research in Management (ERIM) at the Rotterdam

School of Management, Erasmus University of Rotterdam. He
graduated from the University of Wageningen and he is the found-
ing Editor of the International Journal of Research in Marketing.
The main focus of his current research is marketing decision mak-
ing and decision support. His publications include contributions in
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