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This booklet describes research topics identified by
corporate sponsors of the Marketing Science Institute
(MSI) as being in greatest need of scholarly study. It is
addressed primarily to the academic research community
in marketing and related disciplines for the purpose

of stimulating rigorous, relevant research. Academic
researchers are invited to submit research proposals

on these priority topics as well as on other important
marketing topics. We also welcome the submission of
academic papers (prior to journal submission) on impor-
tant topics for possible inclusion in the MSI Working
Paper Series. More information appears on pages 4—11,
and can be found on our website, www.mst.org.



The mission of MSI is to provide intellectual
leadership in marketing and its allied fields, with
the goal of improving and influencing business
thinking and practice. MSIs core activities consist
of supporting high-quality academic research and
presenting the findings at conferences and in
working paper and monograph form.

MST solicits two types of submissions from
academics: (1) research proposals for consideration
for funding or other types of MSI support, and (2)
working papers for consideration for inclusion in
MST’s Working Paper Series. (Note: MSI considers
all working papers whether or not the research was
supported by MSI.)

Since its founding in 1961, MSI has served
as a bridge between the academic and business
communities, bringing together executives from
approximately 65 sponsoring corporations with
leading researchers from more than 100 universities
worldwide. Every two years, MSI engages in a
unique process in which executives from MSI
member companies vote to establish the topics on
which they want to encourage academic research.
MSI then solicits research proposals on these

topics and funds the best of them. At any given
time, there are scores of MSI-sponsored research
projects in progress.

MSI holds meetings and conferences where
member companies are given a first look at the
findings of MSI-sponsored research studies. New
ideas about ways to implement the findings are
stimulated through discussion among member
company executives and academic researchers.

Important findings from research projects are
circulated in a working paper series, which includes
more than 600 titles on a broad spectrum of issues
related to marketing. The working papers present
significant new knowledge in the field and discuss
how this knowledge will affect both practice and
scholarly research. Many subsequently appear in
leading professional journals in marketing and
related fields, and often win major awards granted
by those publications. MSI-supported research also
provides the basis for MSI's monograph series.



2008-2010 Research Priorities

The 2008-2010 Research Priorities are the result of a three-step process of focused discussions
at Trustees Meetings and MSI conferences, an open-ended survey of MSI member company

trustees, and an online quantitative survey sent to all MISI member company trustees.

After consulting with the trustees, a master list of 16 different potential
priorities was established. The challenge was to consider those topics that are
not only currently “on the plates” of the trustees but to also think about what
areas are likely to emerge as key factors impinging upon their businesses over
the next few years. As a result of these deliberations, the following 6 topics
emerged as the key areas for MSI investment over the 2008-2010 period:

Accountability and ROl of Marketing Expenditures

Understanding Consumer/Customer Behavior
New Approaches to Generating Customer Insights
Innovation

Marketing Strategy

New Media



Accountability and ROI of
Marketing Expenditures

Accountability and ROI of marketing expenditures
continues to be a key area of concern as it was one
of the three capital topics from the 2006-2008
“Connected Customer” priorities. Given that eco-
nomic conditions are likely to be tight over the next
two years, companies are more interested than ever
in understanding and measuring the returns being
obtained from marketing investments. This includes
the returns to advertising, both long and short
term, as well as money being spent in the digital
communications environment. Accountability in
B-to-B industries needs to receive special emphasis
as does assessing the investments being made in
operating marketing organizations within the firm.

Understanding Consumer/Customer
Behavior

Understanding customers is one of the basic
activities of marketing managers and continues

to receive high priority. In a dynamic marketplace,
firms need to continually find ways to understand
the decision-making processes of both consumers
and individuals and groups within organizations. In
today’s digital environment, understanding peer-to-
peer communications and how they affect decisions
is particularly important. Understanding channel
members’ behavior was also highlighted by trustees
as a crucial input to marketing decision making.

New Approaches to Generating
Customer Insights

Hand-in-hand with understanding consumer/
customer behavior is the need to develop new
tools to generate insights from these buyers. MSI
has traditionally been at the forefront of introducing
new marketing research methods to its member
companies. Areas of high interest include ethno-
graphic methods, virtual/simulated shopping
approaches, and new ways to track customer
behavior and contact points with marketing
communications. Measuring group preferences
is an area that needs more attention as there are

currently few methods to understand how members
of a buying center value attributes of products.

Innovation

The development of novel approaches to new product
development has been a capital priority at MSI for
a number of years. Innovation can, of course, be
defined broadly to include not only new products
but design, organizational issues, and other areas.
Given the significant growth in the service economy,
service innovation requires attention. Many compa-
nies today have developed approaches to integrate
their customers into the innovation process, often
called co-creation. Continued interest is high in
new approaches to testing product concepts with
an eye toward forecasting their demand.

Marketing Strategy
Many survey respondents placed a high weight

on continuing to develop new knowledge on the
development of innovative marketing strategies.
Marketing managers continue to seek new approaches
to segment markets and position brands. What are
some new ways to create customer value in products
and services? With an increasing number of metrics
available to measure the impact of marketing efforts
such as online communications, new business
models accounting for these market responses are
under consideration. Incorporating demographic
shifts and concomitant changes in tastes and habits
are critical to new marketing strategies.

New Media

Discussion groups held with MSI trustees and chief
marketing officers indicate that all marketing managers
need to understand how to use the new media,
including social networking sites, blogs, mobile, and
others. Key research areas include how much to spend
and how to evaluate the effectiveness of the resulting
spending. An interesting question is: What is the
role of the “
in the new communications environment? Finally,

”»

old” media such as TV, print, and radio

the task of integrating a common value proposition
across all media needs to be better understood.



Obtaining MSI Research Support

MSI funds high-quality research that deals with
topics of importance to member companies. Results
of MSI-supported studies may appear first as IVISI
working papers and/or as conference presentations,
and subsequently as articles in refereed journals,
scholarly monographs, or books.

MSI supports research with the potential for
application by managers as well as more basic or
exploratory work. No one approach or methodol-
ogy is favored over another as long as the form is
appropriate to the objectives of the research. Studies
may be conceptual or empirical and may involve
literature reviews, comparative studies, field or
laboratory experiments, model building, or theory
development. We encourage cross-disciplinary work
building on theories, research results, and methods
from disciplines of relevance to marketing. VST
and ifs member companies strongly endorse using actual
consumers, customers, and executives rather than student
subjects in research projects.

Central to MST’s research program is the
belief that academics and practitioners can mutually
benefit from interacting throughout the process
of planning, conducting, and reporting research.
Research proposals and reports may undergo review
by representatives from corporate sponsors as well
as academic experts, and some projects receive
business cooperation. When projects are completed,
researchers often present their results at MSI meet-
ings, where they can discuss their work with MSI
member company executives and other academics.

Eligibility and Types of Support

Academic researchers (faculty members, or doctoral
students working collaboratively with faculty advisors)
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can apply for financial and/or nonfinancial support
for research projects. As detailed below, financial
support is given in the form of standard grants

or competition prizes and awards. Nonfinancial
support can take the form of access to data, contacts
with executives, or access to interview or study sites

within firms.

Standard Grants

Most MSI grants are made to cover researchers’
out-of-pocket costs for data collection, respondent
fees, research assistants, and similar expenses.
Generally, these grants are in the $3,000 to
$20,000 range. Note that MSI does 7o# provide
salary replacement for the principal researcher(s),
funds for the purchase of equipment or software,
university overhead, tuition, or funds for travel to
non-MSI conferences.

Requests for larger sums may sometimes be
funded, typically with additional financial support
from corporations. These larger projects usually
involve substantial interaction between the researchers
and the sponsoring corporations. The process of
raising corporate support may take several months
and often involves meeting with potential sponsors.
MSI has also, from time to time, cooperated
with other associations or institutes to support
large-scale projects.

Nonfinancial Support

MSI can on occasion provide useful nonfinancial
support to participating researchers. Examples
include: (1) access to data, (2) advice and ideas from
member company managers, and (3) in exceptionally
strong cases, assistance in arranging for interview



or study sites inside major corporations. The exact
nature of this support varies widely from project to
project and requires that the research provides clear

benefits to member companies.

Research Proposals

Submitting Proposals

MSI accepts both full research proposals and
pre-proposals. If there is any question about MST’s
interest in the topic or the proposed methodology,
a pre-proposal should be the first step in applying
for MSI support. In such cases, researchers are also
encouraged to contact MSI's Research Director
for clarification. There is generally no need for a
pre-proposal if the topic and the methodology are
not unusual or out of the ordinary. The pre-pro-
posal itself is a letter that outlines the topics to be
studied and the researchers’ preliminary research
questions and approach. It is intended to elicit
MST’s reaction to the topic and research concept
before the researcher invests substantial time in
writing a full proposal. Nevertheless, the more
complete the thinking in the pre-proposal, the
more likely it is to receive encouragement and
constructive comments.

There is no required standard format for
full proposals, although clarity and brevity are
appreciated. In addition to a cover letter, submissions

should include:
A one-page summary

A statement of expected outcomes or new knowl-
edge, such as a new definition or framework, a
new methodology, a better understanding of how
key variables affect the marketing process, or new
information to assist managers in making better

marketing decisions

A background section giving a brief review of the
relevant literature and a statement of how the
proposed research is expected to contribute to
knowledge and improve business practice

A list of research questions, models, or hypotheses

describing the issues to be studied, the researchers’

initial insights or beliefs, and what should be
learned from the study

A detailed description of research design
and methodology

A timetable, including dates for key research
milestones, deliverables, and an expected
completion date

Funding or support needs (typically, an
itemized budget)

Vita(e) of the researcher(s), as well as a short
biographical note on each of the authors

The main body of the proposal should probably
be no more than 25 double-spaced pages in length.
Please feel free to include any additional materials
that might be useful to the reviewers in appendices
(for example, drafts of research materials, ques-
tionnaires, more detailed explanation of statistical
analysis, and/or modeling plans, lengthy literature
review, description of datasets to be used, etc.).
MST operates on a monthly review cycle, and
proposals may be submitted at any time. Please send
proposals via e-mail to Ross Rizley, Research Director,
Marketing Science Institute (Rizley@msi.org).

Proposal Selection

Regardless of the level or type of support requested,
the primary criterion for accepting proposals is quality.

Proposals are initially screened by a review
committee that meets monthly, composed of the
MSI research and executive directors, academic
research associates, and professional staff. On
occasion, proposals may be sent for further
review to academics who have a special expertise
in the field or to appropriate member company
executives. Reviews typically take about four weeks
from submission to decision. Researchers may be
asked to revise and resubmit proposals.

Proposals are judged in terms of: (1) potential
contribution to practice and thought, (2) originality
and intellectual appeal of the proposed research,
(3) quality of conceptual development, (4) appro-
priateness of the methodology for the research, (5)
feasibility of the research, (6) fit of the proposed



topic with MSI funding priorities, and (7) qualifica-
tions of the researchers for the project.

Researchers who seek the cooperation of MSI
member companies must submit proposals and go
through the same review process as those applying
for financial aid. In order to limit the demands on
member company executives, only those of excep-
tional merit are approved.

Expected Output

When a proposal is accepted, MSI prepares a letter
of agreement that outlines the responsibilities of
both the researchers and MSI. Researchers agree to
submit a brief written progress report at the halfway
point and a final working paper describing the results
of the research cast in managerial terms. Working
papers should be submitted to MSI well before submassion to
refereed journals. Having a working paper distributed
by MSI in no way precludes publication in a refereed
scholarly journal. Typically, versions of papers
appearing in the IMSI series are published in
journals one to two years later.

At the conclusion of a project, MSI may
on occasion arrange for findings to be presented
at conferences with other researchers and

interested practitioners.

Doctoral Competition

The annual Alden G. Clayton Doctoral Dissertation
Proposal Competition for outstanding thesis proposals
is open to doctoral candidates in marketing and
related fields. Each year, MSI grants up to five
awards of $5,000 each for the best proposals.
Honorable mention awards may also be granted.
All recipients are given the opportunity to develop
their research under the aegis of MISI.

To be eligible, students must be working
toward a doctorate in marketing or a related
field (e.g., organizational behavior, psychology,
econormics, strategy, management, finance, etc.)
at an accredited university, and the dissertation
must be no more than fifty percent completed at
the time of submission, as certified by his or her
primary thesis advisor. Participation in other

grant or award programs does not preclude
being considered for the MSI AGC award.
The competition is open to qualified doctoral
students worldwide.

The maximum length of proposals is 25
double-spaced pages including tables, exhibits,
and references. The first page should be a one-page,
self-contained summary of the proposal. Proposals
must include a brief statement of the problem area
to be researched, relevant theory addressing that
problem, hypotheses to be tested, methodology
to be employed, analysis to be performed, and
an indicative bibliography.

Proposals will be judged by prominent market-
ing academics on their importance and potential
contribution to business and academia, quality of
conceptual development, feasibility and appropriate-
ness of methodology, and creativity. Research
design aspects will play a particularly important
role in the evaluation process.

Those interested in entering this competition
should visit our website for more information.

Special Topic Competitions

MSI occasionally sponsors special competitions

on selected priority topics. Competition announce-
ments specify eligibility and submission procedures.
Academic researchers not currently on the IVISI
mailing list should contact MSI to ensure they

receive notification of future competitions.



Submitting Your Working Paper to the

MSI Working Paper Series

MSI working papers are distributed to a diverse
audience of practitioners and academics.

MSI considers papers for inclusion in the
working paper series, even if the research was not
originally supported by MSI, if it deals with an
important subject, represents a significant advance
over the existing literature, and has not been widely
disseminated elsewhere. Authors are expected to
stress the managerial significance of their findings.
See MSI Working Paper Guidelines for more
information.

All submissions are evaluated by the review
committee consisting of the MSI research and
executive directors, academic research associates,
and professional staff. Reviews typically take about
four weeks. Papers that pass the screening may
on occasion be sent for further review to selected
academics and practitioners. Accepted papers are
edited at MSI, and are subject to MSI’s Terms and
Conditions for Working Papers, specified in the
MSI Working Paper Guidelines.

In addition to a cover letter, most submissions

should include:
A one-page summary

A brief statement of the paper’s contributions such
as new knowledge, a new definition or framework,
a new methodology, a better understanding of how
key variables affect the marketing process, or new
information to assist managers in making better
marketing decisions

Vita(e) of the researcher(s), as well as a short
biographical note on each of the authors

Whether the paper has been submitted to a journal
(and if so, its status in the review process)

Please send or email submissions to:

Ross Rizley, Research Director
Marketing Science Institute
1000 Massachusetts Ave.
Cambridge, Mass. 02138 USA
Rizley@msi.org

All submissions are treated as confidential,



MSI Working Paper Guidelines

Working papers play a key role in the dissemina-
tion of knowledge developed by MSI-associated
researchers. These working papers are intended to
provide new perspectives on perennial and future
marketing challenges and to offer directions for
further action and research.

MST’s goal is to disseminate early versions
(working papers) of papers reporting important
findings. We are happy to consider all papers whether
or not the work reported was supported by MSI. We
expect that most IMISI working papers will later
appear in academic journals.

These papers target both practitioners and
researchers, and we place a premium on clear,
readable writing as well as careful research and
analysis. We have prepared these guidelines to help
our prospective authors develop papers that will be
useful to our readers and have a significant impact

on marketing thinking and practice.

Before You Begin

Answering a few questions before you begin writing
will help you determine the style, level, and focus
of your presentation.

Who is the target audience for your paper, and
why should people be interested in your subject?

‘What business problem or issue are you addressing?

What is the message of your paper, and why
should it matter to busy readers?

How does the evidence you have gathered make
your argument credible and persuasive?

What data and ideas merit emphasis? Which
are of secondary or little importance? Look

for the “Aha’s!” in your data and stress them.

What management actions do you suggest your

readers take as a result of reading your paper?

Writing the Paper

Your goals are to engage audience interest, to present
clear information, to teach and persuade, and to
inspire questions, ideas, and actions. The following
suggestions for organizing and presenting your paper

can help you achieve these goals.

Introduction

Identify the business/marketing problem you are
exploring, why it matters, and what is new and
helpful about your findings. Then tell readers
what they will learn if they read through the rest
of the paper.

Bring the issue to life. The field of marketing
is about people—their behavior, attitudes, actions,
and decisions. You might want to consider using
a story or anecdote or two to open the paper. Or
try posing the issue as a challenging question. You
may want to include quotations from managers you
interviewed during your research where possible.

The introduction is also an opportunity to
prepare your reader for what lies ahead, describing
the direction and highlights of the discussion to
come. Give the reader an overview of the purpose
and conduct of your study. Note that none of
the approaches suggested here requires extensive
referencing of the literature.

By the time readers finish the introduction they
should know the following:

The issue you studied and why it matters to them



The purpose and main features of your study

What topics and themes will be explored in the
pages to come

What key results you uncovered and whether
they are “obvious” or unexpected/interesting

Presenting Evidence

The middle section of MSI papers usually gives
the scientific basis for the report. It is the place to
explain how you conducted and interpreted your
research. A careful, well-reasoned discussion gives
credibility and weight to your argument, providing
a sound basis for better business practice and
further study.

Because the content of the middle section
of the paper is usually complex and technical, it is
important to make your presentation as accessible
and efficient (short) as possible. Here are some

suggestions:

Explain the logic behind your research method
—the steps you took and why you took them.

Use the active voice.

Present the material in a sequence that is easy

to follow.

Show how your analysis of the data led to your

insights and conclusions.

Use simple analyses where possible and put
highly technical material in appendices.

Distinguish between data and ideas that must be
developed in the text, and those that can be more
efficiently presented in a table, figure, or appendix.

Refer to relevant research and theory but keep
the literature review as short as possible when

the study is empirical.

Use headings to direct readers to the sections

that are of greatest interest to them.

Conclusion and Managerial Implications

Like the introduction, the conclusion is an
opportunity to motivate and inspire. In addition
to reviewing the most important points covered, be

speculative. Explain how your work helps advance
understanding of your subject and creates new
opportunities for practitioners and researchers.
Try to answer these questions: How might your
findings and interpretations affect and alter strate-
gies, behavior, and practices in companies? What
are the limitations of your study, and what aspects
of your topic need further study? What is the next

step for practitioners and researchers?

MSI Report Summary

The 300-word managerial report summary is
your first and more important opportunity to
engage your reader’s interest. The summary should
answer each of the questions outlined in “Before
You Begin,” above. It should frame the managerial
issue or business question that is addressed in
your study, briefly describe the study approach

and methodology, and highlight key findings

and insights. The concluding paragraph(s) of the
summary should discuss the implications of your
findings for managers: what action might your
readers take as a result of reading your report?

Manuscript Preparation

References

Please check all references carefully. All text citations
must be fully listed as references at the end of the
paper, and all references listed must be cited in the
text. Follow the author-date reference style used

by the academic journals in the field. Here are

some examples:

Book:

Berry, Leonard L., and A. Parasuraman (1991),
Marketing Services: Competing Through Quality.
New York, N.Y.: The Free Press.

Journal article:

Deshpandé, Rohit (1982), “The Organizational
Context of Market Research Use.” Journal of
Marketing 46 (Fall), 91-101.

Book chapter:
Thaler, Richard (1987), “The Psychology of Choice
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and the Assumptions of Economics.” In Laboratory
LExperimentation in Economics: Six Points of View,
ed. Alvin E. Roth, 50-60. Cambridge, U.K.:
Cambridge University Press.

Be selective in using references. It is usually not
necessary to provide an exhaustive review of the
literature in a working paper.

Please provide an editable version of your
report. Tables and equations should be in Microsoft
Word, and figures saved as JPEG or TIFF files.

Timing

The purpose of the series is to provide MSI
members and academics early access to research
results. Therefore, the paper should be submitted
to MSI we// before submission to a professional
journal. Papers submitted that are near acceptance
at journals are, in general, “too late” to be appropriate
for the working paper series.

Terms and Conditions for
Working Papers

The following terms and conditions govern working
papers accepted by Marketing Science Institute for
publication:

1. Copyright
The copyright of the Work will be in the name of
the Researcher.

2. Grant of Rights and Territory

The Researcher grants and assigns to MSI, during
the full term of copyright and all extensions or
renewals thereof, the nonexclusive right to print,
publish, sell, license and otherwise disseminate the
Work as a working paper in the English language
or in any other language throughout the world;

and the Researcher grants and assigns said rights to
MSI for said term on an exclusive basis with respect
to the version of the Work that is finally edited, and
approved for publication, by MSI. For purposes

of this Agreement, the term “working paper” will
mean a work of original research that is not pub-

lished as a refereed work. The rights granted to
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MSI include without limitation the right to publish,
disseminate, transmit or broadcast the Work in
whole, in selected or edited parts or in summary or
condensed form, in print or by audio, audio-visual
or electronic forms, whether now known or hereaf-

ter created, and the right to license others to do so.

3. Reserved Rights

All rights in the Work now existing, or which may
hereafter come into existence, except those hereby
specifically granted to MSI, are reserved to and by
the Researcher for the Researcher’s use. It is under-
stood and agreed that the Researcher will have the
right to publish, or authorize others to publish, the
Work as a refereed work in a scholarly journal or
other publication.

4. Researcher’s Warranty and Indemnity
The Researcher warrants to IMSI that the Researcher
is the sole author of the Work; that the Work is
original (except for any material from previously
copyrighted Work obtained by permission or
assignment); that the Work has not been previously
published, is not in the public domain and does not
infringe upon any statutory copyright or upon any
common law copyright, proprietary right or any
other right; that the Work contains no matter
which is libelous, in violation of any right of privacy
or otherwise contrary to the law; that all informa-
tion therein, including charts, graphs, tables and
the like, is true and accurate to the best of the
Researcher’s knowledge and belief; that the
Researcher is the sole and exclusive owner of the
rights herein conveyed to MSI and has not previ-
ously assigned, pledged or otherwise encumbered
the same; and that the Researcher has full power
to enter into this Agreement and to make the
grants herein contained. The foregoing warranties
will be true and accurate as of the date of the
Researcher’s initial submission of the Work to
MS], as of the publication of the Work and at
all intervening times.

The Researcher will indemnify MSI and its
officers and directors for any losses or expenses

which any of them incur in connection with any



claim or action alleging facts which, if true, would
constitute a breach of any of the foregoing warranties.
The provisions of this section will survive termina-

tion of MISI’s agreement to publish the Work.

5. Manuscript
The Researcher will prepare the Work in accor-
dance with “MSI Working Paper Guidelines.”
The Researcher will supply at the Researcher’s
own expense all captions, charts, graphs, tables or
the like deemed necessary to the Work by MSI.
If copyrighted material is included in the Work,
the Researcher, at the Researcher’s own expense,
will secure from the copyright owners written
permission to reprint said material in the Work.
The Researcher authorizes MSI to make the manu-
script of the Work conform to its standard style in
punctuation, spelling, capitalization and usage.

6. Publication

MSI will publish the Work as a part of MSI’s
working paper series within twelve (12) months
of receipt and acceptance by MSI of the final
manuscript of the Work, including captions, charts,
graphs, tables and the like as provided in section
5, provided that said period will be extended on
account of delays from causes beyond the control
of MSI. Should MSI fail to publish the Work
before the expiration of said period, as extended
on account of any such delays, its failure to do so
will be deemed cause for the Researcher, if the
Researcher so desires, to terminate MST’s rights
to publish the Work.

7. Researcher’s Copies of the Work
MSI will give to the Researcher on publication one
copy of the Work.

8. Researcher’s Name

MSI may use the Researcher’s name and pertinent
biographical information in connection with the
advertising and promotion of the Work.

9. Consideration
The Researcher acknowledges that MSI's under-
taking to publish the Work as a working paper

constitutes full and sufficient consideration for the
Researcher’s grant of rights and other agreements
herein and that the Researcher will not be provided
any royalties or other form of consideration relating

to publication of the Work.

10. Multiple Researchers; Lead Researcher

In the event that multiple researchers are authors of
the Work, the term “Researcher” as used in these
Terms and Conditions will mean any and all such
researchers, and the individual designated in MSI’s
letter of acceptance of the Work for publication

as the “Lead Researcher” will have full power and
authority on behalf of all such researchers, as agent
of each of them, to receive notices, grant approvals
or consents or otherwise exercise powers or rights
provided to the Researcher under these Terms and

Conditions for Working Papers.

11. Miscellaneous

MST’s letter of acceptance of the Work for
publication and these Terms and Conditions for
Working Papers contain the complete agreement
of the parties with respect to the Work. The par-
ties’ agreement may be modified or amended only
by written instrument executed by both parties. It
will be binding upon and inure to the benefit of the
executors, administrators, successors or assigns of
each party, provided that, the Researcher may not
assign any of the Researcher’s rights, or subcontract
any of the Researcher’s duties, to any third party.
The parties’ agreement will be governed by the law
of the Commonwealth of Massachusetts without
regard to choice-of-law provisions, and state or
federal courts located in the Commonwealth of
Massachusetts will have exclusive jurisdiction to
resolve any disputes concerning the same. Time is
of the essence in the Researcher’s performance.
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Academic Participants

July 2006—February 2008

Rohini Ahluwalia, University of Minnesota

Kusum Ailawadi, Dartmouth College

Sonke Albers, Christian-Albrechts-University at Kiel
David L. Alexander, Duke University

Greg Allenby, Ohio State University

Tim Ambler, London Business School

On Amit, University of California, San Diego
Eugene Anderson, University of Michigan

Eduardo Andrade, University of California, Berkeley
Susan A. Andrzejewski, Northeastern University
Swee Ang, National University of Singapore

Asim Ansari, Columbia University

Kersi Antia, University of Western Ontario

Sinan K. Aral, New York University

Jennifer Argo, University of Alberta

Eric Arnould, University of Wyoming

Jill Avery, Simmons College

Tamar Avnet, Yeshiva University

Richard Bagozzi, University of Michigan

Michal Master Barak, Hebrew University of Jerusalem
Yakov Bast, University of California, Berkeley
Patrick Barwise, London Business School

Amiya Basu, Syracuse University

Rajeev Batra, University of Michigan

Barry L. Bayus, University of North Carolina,
Chapel Hill

William Bearden, University of South Carolina
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Russell Belk, University of Utah

David R. Bell, University of Pennsylvania
Anders Bengtsson, Suffolk University
Christine M. Bennett, University of Minnesota
Paul Berger, Boston University

Leonard Berry, Texas AGSM University
Marco Bertini, London Business School

James Bettman, Duke University

Sundar Bharadwaj, Emory University

Pradeep Bhardwaj, University of North Carolina,
Chapel Hill

C.B. Bhattacharya, Boston University

Mary Jo Bitner, Arizona State University

Lisa Bolton, University of Pennsylvania

Ruth N. Bolton, Arizona State University

Andre Bonfrer, Singapore Management University
Simona Botti, Cornell University

William Boulding, Duke University

Douglas Bowman, Emory University

Yasemin Boztug, Humboldt-Universitat zu Berlin
S. Adam Brasel, Boston College

Susan Broniarczyk, University of Texas at Austin
Bart J. Bronnenberg, University of Tilburg
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Pradeep Chintagunta, University of Chicago
Alina Chircu, University of Texas at Austin
JeongHye Choi, University of Pennsylvania
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Kevin J. Cooney, University of Utah

Daniel Corsten, University of St. Gallen
Joseph Cote, Washington State University
Betsy Creyer, University of Arkansas

Peter Dacin, Queen’s University

Darren Dahl, University of British Columbia
Frederic Dalsace, HEC School of Management, Paris

Rajiv P. Dant, University of Oklahoma

George S. Day, University of Pennsylvania
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John A. Deighton, Harvard University
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John R. Hauser, Massachusetts Institute of Technology
William Hedgcock, University of Minnesota
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Robert L. Jacobson, University of Washington
Gareth M. James, University of Southern California
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EL Jones, University of Houston
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PK Kannan, Unzversity of Maryland
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Zsolt Katona, INSEAD

Peter A. Kaufman, I//inois State University
Kevin Lane Keller, Dartmouth College

Punam Anand Keller, Dartmouth College
Linda Kester, Delft University of Technology
Namwoon Kim, Hong Kong Polytechnic

Oliver Kim, University of Maryland

Amna Kirmani, University of Maryland

Ajay Kohli, Emory University

Praveen Kopalle, Dartmouth College

Daniel Korschun, Boston University

Scott Koslow, University of Waikato

Philip Kotler, Northwestern University
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Alexander Krasnikov, Northwestern University
Roman Kriussl, Vrije Universiteit Brussels
Aradhna Krishna, University of Michigan
Lakshman Krishnamurthi, Northwestern University

Justin Kruger, New York University
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Rishtee Kumar, Boston University
V. Kumar, Uniwversity of Connecticut
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Chapel Hill

Aparna Labroo, University of Chicago

Ashok K. Lalwani, University of Texas at San Antonio
Scarlett Li Lam, University of California, Berkeley
Sandra Laporte, HEC School of Management, Paris
James Lattin, Stanford University
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Angela Lee, Northwestern University

Yih Hwai Lee, National University of Singapore
Peter S.H. Leeflang, University of Groningen
Donald R. Lehmann, Columbia University
Katherine Lemon, Boston College

Peter J. Lenk, University of Michigan

Robert P. Leone, Ohio State University

Jonathan Levav, Columbia University

Michael V. Lewis, University of Florida

Barak Libai, Te/ Aviv University

John Liechty, Penn State University

Steve C. Lim, Texas Christian University

Wendy Liu, UCLA

Yong Liu, University of Arizona

Barbara Loken, University of Minnesota

Xueming Luo, University of Texas at Arlington
Nicholas Lurie, Georgia Institute of Technology
Robert Lusch, University of Arizona

Richard Lutz, University of Florida

John G. Lynch, Duke University

Catherine Ma, Massachusetts Institute of Technology
Scott Mackenzie, Indiana University

Douglas MacLachlan, University of Washington
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Vijay Mahajan, University of Texas at Austin
Mahesh (Durairaj) Maheswaran, New York University
Puneet Manchanda, University of Chicago
Naomi Mandel, Arizona State University
Murali K. Mantrala, University of Missouri, Columbia
Tanya Mark, University of Western Ontario
Anna Mattila, Penn State University

Sarah Maxwell, Fordham University

Dina Mayzlin, Yale University
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David Mazursky, Hebrew University of Jerusalem
Michael Mazzeo, Northwestern University
Leigh McAlister, Unzversity of Texas at Austin
Pete McGraw, University of Colorado

Ed McQuarrie, Santa Clara University

Sean Meechan, IMD

Carl F. Mela, Duke University

Martin Mende, Arizona State University
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Robert Meyer, University of Pennsylvania

Anca Cristina Micu, Sacred Heart University
David Midgley, INSEAD

Saurabh Mishra, McGill University
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Wendy Moe, University of Maryland

Rudy K. Moenaert, Tilburg University
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Kent Monroe, University of Illinois, Urbana-Champaign
Alan Montgomery, Carnegie Mellon University
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Charles H. Noble, University of Mississippi
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Thomas Novak, University of California, Riverside
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Joseph Nunes, University of Southern California
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Thomas C. O'Guinn, University of Wisconsin, Madison
Erica Okada, University of Washington

Vincent Onyemah, Boston University
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Ernst Osinga, University of Groningen

Robert W. Palmatier, University of Washington
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C. Whan Park, University of Southern California
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Joann Peck, Uniwversity of Wisconsin, Madison
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Laura Peracchio, University of Wisconsin, Milwaukee

Renana Peres, Hebrew University of Jerusalem
J. Andrew Petersen, University of Connecticut
Michel Pham, Columbia University

Joseph Phelps, University of Alabama

Nigel Piercy, University of Warwick

Rik Pieters, Tilburg University

Constance Elise Porter, University of Notre Dame
Steve Posavac, University of Rochester

Cait Poynor, University of South Carolina
Jaideep Prabhu, Imperial College

Linda Price, University of Arizona

Raymond L. Price, University of Illinoss,
Urbana-Champaign
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Catdlica Portuguesa

Randle D. Raggio, Louisiana State University
Priya Raghubir, University of California, Berkeley
Raj Raghunathan, University of Texas at Austin
S.P. Raj, Cornell University

Surendra Rajiv, National University of Singapore
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Suresh Ramanathan, University of Chicago
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Olivier Ramon, Université Paris Dauphine
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Rebecca Ratner, University of Maryland
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Diana Robertson, University of Pennsylvania
Martha Rogers, Duke University

Jose Antonio Rosa, University of Wyoming
Mark S. Rosenbaum, Northern Illinois University
Peter Rossi, University of Chicago

Gaia Rubera, University of Southern California
Cristel Russell, San Diego State University

Gary Russell, University of Iowa

Jay Russo, Cornell University

Roland T. Rust, University of Maryland
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Mohanbir S. Sawhney, Northwestern University
Hope Jensen Schau, University of Arizona

Lisa Scheer, University of Missouri, Columbia
Ann Schlosser, University of Washington

Glen Schmidt, University of Utah
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Aetna Inc.

Allstate Insurance Company
Amgen Inc.

Applied Biosystems

AT&T Inc.

Bank of America

Bristol-Myers Squibb Company

Campbell Soup Company

Capital One Financial Corporation

Carlson Companies

CBS Corporation

Chevron Corporation

Cisco Systems, Inc.
Citigroup Inc.

The Clorox Company

The Coca-Cola Company
Colgate-Palmolive Company

Condé Nast Publications, Inc.

Con-way Inc.
CVS/Caremark Corporation
Darden Restaurants, Inc.
Diageo Plc

DuPont Company

Eastman Chemical Company
Eastman Kodak Company
Eli Lilly and Company

General Electric Company
General Mills, Inc.
General Motors Corporation
G1K Group
Harley-Davidson, Inc.
Henkel KGaA
Hewlett-Packard Company
IBM Corporation

ING US Financial Services
Intel Corporation

Ipsos

Johnson & Johnson

Kaiser Permanente

Kraft Foods, Inc.
McDonald’s Corporation
McKinsey & Company
Merck & Company, Inc.
Miller Brewing Company
Monitor Group

Nestlé USA

The Nielsen Company
Nielsen Media Research
Oliver Wyman

PepsiCo, Inc.
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Group, Inc.

Praxair, Inc.

The Procter & Gamble Company

Rohm and Haas Company
Royal Philips Electronics
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TD Ameritrade
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Time Inc.

Time Warner Cable
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Visa Inc.
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Wells Fargo & Company
WPP Group PLC
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