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	EDUCATION
	1959


	B.A. (Honors), University of Western Ontario

	
	1960 

1968
	MBA (With Distinction), Graduate School of Management, Northwestern University

Ph.D., Graduate School of Management, Northwestern University



	ACADEMIC
	1963-66
	Acting Assistant Professor, Graduate School of Business Administration, University of California, Los Angeles.



	
	1966-68
	Assistant Professor, Graduate School of Business, University of Chicago



	
	1968-88
	Sloan School of Management, M.I.T., Appointed Professor, 1974; Erwin H. Schell Professorship, 1983; Deputy Dean, 1981-1987.



	
	1970-71
	Visiting Research Associate, Marketing Science Institute, Cambridge, MA.



	
	1975-76
	Ford Foundation Visiting Professor, European Institute for Advanced Studies in Management, Brussels.



	
	1987-88
	Visiting Professor, Graduate School of Business Administration, Harvard University.



	
	1988-present
	Professor, Graduate School of Business Administration, Harvard University.  1990-present, Lincoln Filene Professor; 1994-98, Co-Chairman, Marketing Unit

	MEMBERSHIPS IN PROFESSIONAL SOCIETIES

	American Economic Association

American Marketing Association 

INFORMS



	ACTIVITIES IN SOCIETIES

	Chairman, College on Marketing, The Institute of Management Sciences, 1973-74

Publication Liaison Officer, Business and Economics

Statistics Section, American Statistical Association, 1973-74

Associate Editor, Management Science, 1969-77

	Member, Editorial Board:

	
	1969-73:
	Journal of Marketing Research

	
	1978-83:
	Journal of Marketing

	
	1979-83:
	Current Issues and Research in Advertising

	
	1981-88:
	International Journal of Research in Marketing

	
	1980-93:
	Marketing Science

	Member, Policy Board

	
	1983-87:
	 Journal of Consumer Research

	Member, Board of Trustees

	
	1983-96:
	Marketing Science Institute

	Member, Research Review Committee

               2001- 2002   Marketing Science Institute

Co-Editor 2001-         Quantitative Marketing Abstracts, Social Science Research Network

Director    2001-           Marketing Research Network, Social Science Research Network

AWARDS AND HONORS

	1982
	The Institute of Management Sciences "Management Science Achievement Finalist Award," (joint with A. Kuritsky, J. Little and E. Bassman).



	1983
	The Institute of Management Sciences "Management Science Achievement Finalist Award" (joint with G. Urban, G. Katz, and T. Hatch).



	1983
	William O'Dell Award for the Most Significant Article Published in the Journal of Marketing Research during 1978 (joint with G. Urban)



	1983
	Honorable Mention in competition for "Best Article in the Marketing Science Literature, 1982," awarded by the College of Marketing, The Institute of Management Sciences.



	1998
	Honorary Fellow, European Institute for Advanced Studies in Management, Brussels




1999 wroe Alderson Lecture, Wharton School, University of Pennsylvania

2001      Distinquished Research Associate, Marketing Science Institute, Cambridge, MA

publications
Books

Behavioral and Management Science in Marketing, Ronald Press, 1978 (co-editor with H.L. Davis).

Conference Proceedings
“A Model for Allocating Costs of Cooperative Promotions among Participating Members,” in Raoul J. Freeman, ed., Developments for Modern Management, Proceedings of the Seventh Joint Western Regional Meetings of TIMS/ORSA, 1965, pp. 113-119 (with G. Haines, Jr. and H. Kassarjian). 

“Patterns of Overlap in Interest and Opinion Leadership for Selected Categories of Consumer Purchasing Activity,” in Philip R. McDonald, ed., Marketing Involvement in Society and the Economy, Proceedings of the Fall 1969 American Marketing Association Conference, pp. 377-386, (with D. Montgomery).

“Learning About Public Attitudes Toward Blood Doning: Some Information Needs,” Transactions of the Second National Symposium on Blood Transfusion Therapy, June 1975 (with A.W. Drake).

“Measurement Equivalence and Reliability Differentials: A Special Problem for Cross National Marketing Research,” in R.W. Olshavsky, ed., Attitude Research Enters the 80's, Proceedings, Eleventh Annual Attitude Research Conference, American Marketing Association, 1980, pp. 61-68 (with H. Davis and S. Douglas).

Chapters in Edited Volumes
“Small Group Theory,” Chapter in R. Ferber, ed., Handbook of Marketing Research, McGraw-Hill, 1974, pp. 3-159-192 (with H. Davis).

“The Influence of Advertising's Affective Qualities on Consumer Response,” Chapter in G. David Hughes and Michael L. Ray, eds., Buyer/Consumer Information Processing, University of North Carolina Press, 1974, pp. 157-186 (with T. Vavra).

“Questionnaire Design and Development,” in MBA Field Studies: A Guide for Students and Faculty, E. R. Corey, ed.  Boston:  Harvard Business School Publishing Division, 1990, pp. 53-68.

“BayFunds,” in Robert C. Pozen, ed., The Mutual Fund Business.  Cambridge:  MIT Press, 1998, pp. 360-396.

“Marketing Planning and Organization,” in Robert J. Dolan, ed., Strategic Marketing Management, Boston: Harvard Business School Publications, 1992, pp. 90-104 (with Robert J. Dolan).

Journal Articles
“The Changing Nature of Innovation in Marketing: A Study Selected Business Leaders, 1852-1958,” Business History Review, Vol. 37, No. 3 (Autumn 1963), pp. 182-199 (with L. Stern).

“An Experimental Study of Reinforcement and Participant Satisfaction,” Journal of Abnormal and Social Psychology, Vol. 68, No. 4 (April 1964), pp. 463-467 (with B. Collins, H. Davis, and J. Myers).

“A Model for Allocating Joint Advertising Costs,” Journal of Advertising Research, Vol. 6, No. 1 (March 1966), pp. 35-41 (with G. Haines, Jr. and H. Kassarjian).

“Overlap Among Self-Designated Opinion Leaders: A Study of Dental Products and Services,” Journal of Marketing Research, Vol. 3, No. 3 (August 1966), pp. 255-259.

“Does Consumer Advertising Increase Retail Availability of a New Product?” Journal of Advertising Research, Vol. 7, No. 3 (1967), pp. 9-15 (with G. Haines, Jr.).

“Preference and Perception Measures in New Product Development:  An Exposition and Review,” Industrial Management Review, Vol. 11, No. 1 (Fall 1969), pp. 21-37.

“Response Set and the Measurement of Self-Designated Opinion Leadership,” Public Opinion Quarterly, Vol. 35, No. 3 (Fall 1971), pp. 383-397.

“Clusters of Consumer Interest and Spheres of Influence of Opinion Leaders,” Journal of Marketing Research, Vol. 8, No. 3 (August 1971), pp. 317-321, (with D. Montgomery).

“A Multiple Product Sales Force Allocation Model,” Management Science, Vol. 18, No. 4 (December 1971), pp. P3-24, (with D. Montgomery and C. Zaragoza).

“Advertisement Size and the Relationship Between Product Usage and Advertising Readership,” Journal of Marketing Research, Vol. 9, No. 1 (February 1972), pp. 22-25, (with F. Geiger).

“Estimating the Dynamic Effects of Marketing Communications Expenditures,” Management Science, Vol. 18, No. 10 (June 1972), pp. B485-501 (with D. Montgomery).

“Interaction and Influence Processes in Personal Selling,” Sloan Management Review, Vol. 13, No. 2 (Winter 1972), pp. 59-76 (with H. Davis).

“A FORTRAN IV (IBM 360) Program for Multivariate Profile Analysis,” Journal of Marketing Research, Vol. 10, No. 1 (February 1973), pp. 81-82 (with Y. Allaire and W.H. Tsang).

“Testing the Inverse Ad Size Selective Exposure Hypothesis: Clarifying Bogart,” Journal of Marketing Research, Vol. 10, No. 2 (May 1973), pp. 221-223.

“Industrial Advertising Effects and Budgeting Practices,” Journal of Marketing, Vol. 40, No. 1 (January 1976), pp. 16-24 (with G. Lilien, J. M. Choffray and M. Rao).

“Test-Retest Correlations and the Reliability of Copy Testing,” Journal of Marketing Research, Vol. 14, No. 4 (November 1977), pp. 476-486.

“Pre-Test Market Evaluation of New Packaged Goods: A Model and Measurement Methodology,” Journal of Marketing Research, Vol. 15, No. 2 (May 1978), pp. 171-191 (with G. Urban).

“Structure of Repeat Buying for New Packaged Goods,” Journal of Marketing Research, Vol. 17, No. 3 (August 1980), pp. 316-322 (with M. Kalwani).

“Measure Unreliability: A Hidden Threat to Cross National Marketing Research?”  Journal of Marketing, Vol. 45, No. 2 (Spring 1981), pp. 98-109 (with H. Davis and S. Douglas).

“Measuring Influence in Organizational Purchase Decisions,” Journal of Marketing Research, Vol. 19, No. 2 (May 1982), pp. 165-181 (with M. Kalwani).

“On the Reliability and Predictive Validity of Purchase Intentions Measures,” Marketing Science, Vol. 1, No. 3 (Summer 1982), pp. 243-286. (with M. Kalwani).

“The Development, Testing, and Execution of a New Marketing Strategy at AT&T Long Lines,” Interfaces, Vol. 12, No. 6 (December 1982), pp. 22-37 (with A. Kuritsky, J. Little, and E. Bassman).

“Recall, Recognition, and the Measurement of Memory for Print Advertisements,” Marketing Science, Vol. 2, No. 2 (Spring 1983), pp. 95-134 (with R. Bagozzi).

“The Impact of Scale and Media Mix on Advertising Agency Costs,” Journal of Business, Vol. 56, No. 4 (October 1983), pp. 453-475 (with R. Schmalensee and R. Bojanek).

“The ASSESSOR Pre-Test Market Evaluation System,” Interfaces, Vol. 13, No. 6 (December 1983), pp. 38-59 (with G. Urban, G. Katz, and T. Hatch).

“Recall, Recognition, and the Measurement of Memory for Print Advertising:  Reply to Howard and Sawyer,” Marketing Science, Vol. 7, No. 1 (Winter 1988), pp. 99-102 (with R. Bagozzi).

“Scale and Scope Effects on Advertising Agency Costs,” Marketing Science, Vol. 12 (Winter 1993), pp. 53-72 (with E. Berndt).

“Marketing Science in a Changing Environment,” Journal of Marketing Research, 30 (November 1993), pp. 401-404.

“Costs, Institutional Mobility Barriers, and Market Structure: Advertising Agencies as Multiproduct Firms.” Journal of Economics and Management Strategy, 3 (Fall 1994) with E. Berndt, 437-480.  
“The Emerging Position of the Internet as an Advertising Medium,” Netnomics, 3 (September 2001), 129-148, (with E. Berndt and L. Klein).

“Intermedia Substitutabilty and Market Demand by National Advertisers,” Review of Industrial Organization, 20 (June 2002), 323-348.

“Knowledge Spillovers and Growth in the Disagglomeration of the U.S. Advertising Agency Industry,” Journal of Economics and Management Strategy, forthcoming (with C. King III and N. Ketelhohn).

Cases
“BayFunds,” Harvard Business School 9-595-031, September 1994.

“American Airlines' Value Pricing: (A), (B) and (C),” Harvard Business School 9-594-001 and 9-594-019, October 1993; N9-595-037, October 1994.

“RiceSelect™,” Harvard Business School 9-595-033, November 1994.

“Philip Morris: Marlboro Friday (A) and (B)” Harvard Business School N9-596-001 and N9-596-002, September 1995.

“Brand Valuation Methodology: A Simple Example,” Harvard Business School 9-596-092, January 1996.

“Dewar’s (A):  Brand Repositioning in the 1990’s,” Harvard Business School 1-596-076, March 1996.

“Dewar’s (B):  Preliminary Results of the Repositioning Campaign,” Harvard Business School 1-596-085, March 1996.

“Dewar’s (C):  Exploring New Media Opportunities,” Harvard Business School 1-596-094, March 1996.

“Vistakon:  1 Day Acuvue Disposable Contact Lenses,” Harvard Business School 9-596-087, March 1996.

“Virtual Vineyards,” Harvard Business School 9-396-264, March 1996.

“Johnson & Johnson Merck Consumer Pharmaceuticals Co.: The Launch and Rise of Pepcid AC,” Harvard Business School 9-598-130, March 1998.

Course Notes
“Marketing Planning and Organization,” (with R. Dolan), Harvard Business School 9-585-106, Rev. 7/89.

“Questionnaire Design and Development,” Harvard Business School 9-590-015, 2/7/90.

“Note on Stratified Sampling Design,” Harvard Business School 9-594-093, February 1994.

“A Note on Power Analysis and Statistical Conclusion Validity,” Harvard Business School 1-594-086, Rev. April, 1994.

“Notes on Reliability and Attitude Measurement,” Harvard Business School 9-594-087, Rev. April 1994.

“Notes on Thurstone Scaling,” Harvard Business School 9-594-088, Rev. April 1994.

“Notes on Scalogram Analysis,” Harvard Business School 9-594-090, April 1994.

“Notes on Factor Analysis,” Harvard Business School 9-594-091, April 1994.

“A Note on Statistical Tests for Matched Paired Experimental Designs,” Harvard Business School, March 1999.

Working Papers
“Measuring the 'Qualitative Value' of Medical Journals as Advertising Vehicles,” Marketing Science Institute Working Paper, March 1973 (with M. Ray).

“A Brief Annotated Bibliography on Blood Donor Motivation and Recruitment,” Operations Research Center, M.I.T., March 1975 (with Patsy Henry).

“Development and Testing Advertising Alternatives: Is the Magic Number One or Could it be Four?” Working Paper, European Institute for Advanced Studies in Management, April 1976 (with A. Bultez and C. Derbaix).

“Product Category Variability in the Reliability of Copy Tests,” Working Paper, European Institute for Advanced Studies in Management, Brussels, October 1976.  (with A. Bultez).

“A Note on Testing for Constant Reliability in Repeated Measurement Studies,” Working Paper 1007-78, Sloan School of Management, M.I.T., July 1978.

“Detecting Attitude Changes in Advertising Field Experiments Using Pretest-Posttest Panel Designs,” (with S. Chow and A. Wong), October 1983.

“Advertising Copy Development and Optimal Search,” Working Paper 88-064, Division of Research, Harvard Business School, May 1988 (with S. Chow).

“Consistency Requirements and the Specification of Asymmetric Attraction Models of Aggregate Market Share,” Working Paper, Harvard Business School, September 1992.

“Intermedia Substitutability in the U.S. National Advertising Market,” Working Paper 98-005, Harvard Business School, June 1997 (with E. Berndt and L. Klein).

“Restructuring in the U.S. Advertising Media Industry,” Working Paper, Harvard Business School, April 1999 (with E. Berndt and L. Klein).

“Geographic Concentration, Knowledge Spillovers, and Growth in the Evolution of the U.S. Advertising Agency Industry,” Working Paper 01-024 Harvard Business School, January 2001 (with Charles King III and Niels Ketelhohn).

“Knowledge Spillovers and Growth in the Disagglomeration of the U.S. Advertising Agency Industry, “ Working Paper 03—49 Harvard Business School, December 2002 (with Charles King III and Niels Ketelhohn).

“Intermedia Substitutability and Market Demand by National Advertisers,” Working Paper 8624, National  Bureau of Economic Research, forthcoming, December, 2001.

“Consumer Reports on the Health Effects of Direct-to-Consumer Advertising of Prescription Drugs,” Department of Health Care Policy, Harvard Medical School, July, 2002 (with Joel Weissman, David Blumenthal, Kinga Zapert, Michael Newman, and Robert Leitman).
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