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Pr of essi onal Experience
Pr esent Prof essor, Walter A Haas School of Business,
University of California, Berkeley.

Research and Teaching interests include: consumer
behavi or, nmarketing research, decision naking and

i nformati on processing, marketing strategy, new product
i ntroduction strategy, relationship between marketing
and technol ogy strategy, strategic use of information
technol ogy and managenent of information.

Co-Director, Berkeley Center For Marketing and
Technol ogy. Director, Berkeley Portfolio of Marketing
Managenent Prograns.

1992- 1997 Associ ate Professor and Marketing Goup Chair, Walter A
Haas School of Business, University of California,
Ber kel ey.

1989- 1992 Assi stant Prof essor and Northern Tel ecom Schol ar, Walter
A. Haas School of Business, University of California,
Ber kel ey.

1982-1989 Associ ate Professor, G aduate School of Business

Col unbi a Uni versity.

1974-77 Founder and Partner, ETL, Inc., Boston/New York. A
conmuni cati ons conpany specializing in innovative
educati onal and commerci al applications of video-based
t echnol ogy.

1971-73 I ndependent Conmmuni cati ons Consul tant, Boston

Academ ¢ Backgr ound
1982 Ph.D., Stanford University, G aduate School of Business.
Maj or concentration in marketing.

1979 MBA, Stanford University, Gaduate School of Business.
Arjay MIler Scholar (Top 10% of Graduating Cd ass).

1970 BA, Cum Laude, Brandeis University. Mijor in
Soci ol ogy/ Psychol ogy.

Honors, Prizes, and Professional Recognition

Co-Editor, Journal of Interactive Marketing (formerly Journal of Direct
Mar ket i ng) .

Associ ate Editor, Managenent Science

Editorial Board, Journal of Marketing Research

Editorial Board, Marketing Letters.

Board of Editors, The Journal of WMarket-Focused Managenent.

Editorial Board, California Managenment Review



1999 Wlliam O Dell "Qutstanding Article" Award (for paper appearing 5 years
earlier), Journal of Marketing Research, "Meaningful Brands from Meani ngl ess
Differentiation: The Dependence on Irrelevant Attributes.”

1999 American Marketing Associ ation Doctoral Consortium Faculty.

1998 Anerican Marketing Association Doctoral Consortium Faculty.

1996 Qutstandi ng Teacher Award, Haas School of Business, U C. Berkel ey.

1996 Anerican Marketing Associ ati on Doctoral Consortium Faculty.

1994 American Marketing Associ ati on Doctoral Consortium Faculty.

1993 American Marketing Associ ati on Doctoral Consortium Faculty.

1992 Harold H Maynard Award, "best paper,” Journal of Marketing, for
"significant contribution to marketing theory and thought" for article,
"Marketing In An Information-Intensive Environnent: Strategic |nplications of
Know edge As An Asset."

1991 Marketing Science Institute/l BM Research Competition on "Managi ng
Information for Conpetitive Advantage" first-place winner (with Allen Wiss).
1991 Anmerican Marketing Association Doctoral Consortium Faculty.

1990 Schwabacher Fel |l owshi p, Haas School of Business, U C. Berkel ey, outstanding
junior faculty prize.

1989 CQutstandi ng Teacher Award, Haas School of Business, U C. Berkeley.

1987 American Marketing Associ ati on Doctoral Consortium Faculty.

1982 Robert Ferber Award, Association of Consumer Research and Journal of
Consuner Research (best interdisciplinary article in consunmer behavior based on
a doctoral dissertation).

O her Activities

Consultant to major corporations (e.g., Arthur Anderson, AT&T, Bay Networks,
Deere & Conpany, Equitable Life Assurance, Hew ett Packard, I1BM Intel,

M t sui bi shi Industries, Mdtorola, Pacific Bell Telephone, Pacific Gas &

El ectric, SBC, SUN, Tine, Inc., Visa, Wlls Fargo ) and new ventures (e.g.,
McroUnity Systenms, Inc., Mps, McroMed Technol ogi es, Caysis, M/Points,

Tel egroup) in marketing strategy, consuner behavior, new product introduction,
mar keting research and information technol ogy.

Visiting Assistant Professor, UCLA G aduate School of Managenent, Fall, 1985.
Visiting Associate Professor, Yale School of O ganization and Managenent, Fall,
1987.

Facul ty/ Associ ate Director in Colunbia Executive Prograns in Mrketing
Managenent, Marketing Research, Sal es Force Managenent, Marketing for
Conpetitive Advantage.

Academi ¢ Liaison for Marketing Science Institute Steering G oup on Infornmation
Technol ogy.

Revi ewer for California Managenment Review, Journal of Consumer Research,
Journal of Marketing, Marketing Science.

Publ i cati ons
2001 “Snmart vs. Dunb Service Strategies: A Framework for E-Business Intensity,’
in Rust, Roland T. and P.K Kannan (eds.), E-Service, Arnmonk, NY: ME. Sharpe.

2000 "Market Driving Strategies: Toward a New Concept of
Conpetitive Advantage,” (with G Carpenter and K. Nakanoto) in D. lacobucci and
L. Krishnanurthi (eds.), Kellogg on Marketing. New York: WI ey.

2000 "Snmart Services: Conpetitive Advantage Through I nformation-Intensive
Strategies," in Handbook of Services Marketing and Managenent, eds. T. Swartz
and D. lacobucci, London: Sage Publications.

2000 "Custoner Know edge Managenent: The | NFOVALUE Met hodol ogy, " NYU
Conf erence: Managenent of Intangi bl e Assets Proceedi ngs.




1999 "Wnning in Smart Mrkets," Sl oan Managenent Review, Vol. 40, No.4

1998 "Measuring The Knower," California Managenent Review, Vol. 40, No.3

1998 "Measuring The Knower," Know edge Managenent, Vol. 2, No. 2.

1997 Readi ngs on Market-Driving Strategies: Towards a New Theory of Conpetitive
Advant age, ed. (with G Carpetner and Kent Nakanoto), Reading, M. : Addison
sl ey.

1997 "Strategy and Structure in Information-Intensive Markets: The Rel ationship
Bet ween Marketing and IT," Journal of Market-Focused Managenent.

1996 "Sinmilarity in Context: Cognitive Representation and Violation of
Preference and Perceptual I|nvariance in Consunmer Choice," (with R Dhar),
O gani zati onal Behavi or & Human Deci si on Processes, Septenber.

1994 The Marketing Informati on Revolution, ed. (with Robert Blattberg and John
Little), Canbridge, Ma.: Harvard Busi ness School Press.

1994 "Marketing in the Information Revolution,”" (with R Blattberg) in The
Marketing Information Revolution, eds. R Blattberg, R dazer and J. Little,
Canbri dge, Ma.: Harvard Busi ness School Press.

1994 "Harnessing the Marketing Information Revolution: Toward The Market-Driven
Learning Organi zation," (with G Day) in The Marketing Infornmation Revol ution,
eds. R Blattbherg, R dazer and J. Little, Canbridge, M. : Harvard Busi ness
School Press.

1994 " Meani ngful Brands from Meani ngl ess Features: The Dependence on Irrel evant
Attributes” (with G Carpenter and K. Nakanoto), Journal of Marketing Research,
August, 339-350.

1993 "Marketing In Turbul ent Environnents: Decision Processes and The Ti me- Val ue
of Information,”™ (with A Wiss), Journal of Marketing Research, Novenber, 509-
21.

1993 "Measuring The Value of Information: The Information-Intensive
Organi zation," | BM Systens Journal, 32, 99-110.

1992 "Local ly Rational Decision Mking: The Distracting Effect of Information on
Manageri al Performance,” (with J. Steckel and R Wner), Mnagenent Science, 38,
212-226.

1991 "Marketing in an Information-Intensive Environnment: Strategic Inplications
of Knowl edge as an Asset," Journal of Mrketing, 55, 1-109.

1991 "Cognitive Geonetry: An Analysis of Structure Underlying Representations of
Simlarity," (with K Nakanoto), Marketing Sci ence, 10, 205-228.

1991 "The I nfluence of External Constraints on Brand Choi ce: The Lone
Alternative Effect," (with B. Kahn and W Mdore), Journal of Consunmer Research,
Vol une 18, No. 1, 119-127.

1990 "Judgnental Forecasts of Key Marketing Variables: Rational vs. Adaptive
Expectations,” (with J. Steckel and R Wner), International Journal of




Forecasting, 6, 149-162.

1989 Cable TV Advertising: In Search of the Right Formula, ed. (wwth R Batra),
New Yor k: Quorum Books.

1989 "Cable Tel evision Advertising: A Strategic Perspective," (wWith R Batra),
in Cable TV Advertising: In Search of the Right Fornula, eds. R Batra and R
d azer, New York: Quorum Books.

1989 "Marketing and the Changing Information Environnent: Inplications for
Strategy, Structure and the Marketing M x," Marketing Science Institute Research
Report No. 89-108.

1989 "The Formation of Key Marketing Variable Expectations and their |npact on
Fi rm Performance: Sone Experimental Evidence," (with J. Steckel and R Wner),
Mar keting Science, Vol. 8, No. 1, 18-34.

1987 "Experinments in Constrained Choice,” (wth B. Kahn and W Mdore), Journal
of Consumer Research, Vol. 14, No. 1, 96-113.

1987 "Marketing and Technol ogy: A Strategic Coalignnment,"” (with N Capon),
Journal of Marketing, Vol. 51, No. 3, 1-14.

1987 "Group Processes and Decision Performance in a Sinulated Marketing
Environment," (with J. Steckel and R Wner), Journal of Business Research, Vol.
15, No. 6, 545-557.

1986 "Marketing and Technol ogy,"” (with N. Capon), Marketing Science Institute
Research Report.

1984 "Multiattribute Perceptual Bias as Revealing of Preference Structure,"
Journal of Consumer Research, Vol. 11, No. 1, 510-521.

1980 "New Products and Innovation: An Annotated Bibliography," (with D.
Mont gomrery), Techni cal Report No. 65, G aduate School of Business, Stanford
Uni versity.

Conput er Sof tware

| NFOVALUE -- a programto hel p organi zations value their custoner information
files
SUTS -- an interactive conpetitive sinulation game for teaching the strategic

use of information and the integration of information technol ogy strategy and
busi ness strat egy.

Books in Progress
Market-Driving Strategies (with G Carpenter and K Nakanoto), Harper Collins
Publ i sher.

Wor ki ng Papers
"The Evol ution of E-Business"

"The Drivers of E-Business Intensity: A Theoretical and Enpirical Analysis"

"Information-Intensive Strategies: A Conceptual Franework and Sone Prelim nary
Enpirical Results"



"Strategi c Benchmarki ng and Market Performance in H gh Turbul ence Environnents"”
(with D. Purohit and R Wner)

"Group Context Effects and Managerial Decision-Mking"” (with I. Sinonson).
"I NFOVALUE: A Program For Measuring The Val ue of Information" (Wth A Weiss)

Work in Progress
“Deriving Value frome-Business: The Virtues of Virtualization”

"Towards An Optinmal Level of Interactivty: The Valuation of E-Business
Processes".

"A Franmework and Associ ated Met hodol ogi es For The Val uation of Custoner
Knowel dge" .

" A New Measure of Custoner Lifetine Valuation -- The Custoner Beta-Portfolio
Model " (with R Dhar).

"Perspectives on Privacy: The Politeness Paradignt.

"Strategic Inimatibility: Preenptive Positioning Through Meani ngful and
Meani ngl ess Differentiation" (with G Carpenter and K. Nakanoto).

"Cognitive Ceonetry, Context Effects, and Consumer Choice" (with K Nakanoto).
"The Gestalt Effect in Consumer Research" (with M Hol brook).

"Pattern Recognition, Choice, and the Structure of Consuner Menory: Spatial,
Associ ati ve, and Hol ographic Architectures”.

"Deci sion-Making and Intuition".
"A Consumner Behavior Definition of H gh-Technol ogy Markets" (with M Stiving).
"Measuring The Value of Information: The | NFOVALUE Project” (with A Wiss).

"Organi zations as Information Processors: A Conparison of Sequential versus
Paral |l el Architectures”.

Conf erences Organi zed
1997 New Frontiers In Interactive Marketing (with J. Deighton) Sponsored by the
Mar keting Science Institute, Canbridge, M.

1991 "The Marketing Information Revolution,” (with R Blattberg, G Day, and J.
Little) Sponsored by the Marketing Science Institute, Canbridge, M.

1989 First Annual Col unbia University Gaduate School of Business Marketing
Sumrer Wor kshop.

1987 "Cable TV Advertising: In Search of The Right Fornula," (wth R Batra).
Sponsored by Coopers & Lybrand and Col unbi a Uni versity Graduate School of
Busi ness Center for Tel ecommuni cati ons Research.

Conf erence Sessions Organi zed (conpetitive review and sel ection)
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1994 "The Marketing Information Revol ution: Has Marketing Science M ssed the
Boat ?" Marketing Sci ence Conference, Tucson.

1994 "The Marketing Information Revol ution®™ AMA Educators' Conference, San
Franci sco.

1991 "Behavi oral Theories of Marketing Strategy," Association of Consuner

Resear ch Conference, Chicago.

1990 "Pattern Recognition and Consunmer Behavior: Enpirical Applications of An
Enmer gi ng Paradi gm " Associ ati on of Consumer Research Conference, New York.
1990 "Marketing and Information Technol ogy, "
Educat ors' Conference, Washington D.C

Anmeri can Marketing Association

1989 "Context Effects and Consunmer Choice," Associ ation of Consuner Research
Conference, New Ol eans.

1987 "Behavi oral Theories of Pioneering Advantage," Association of Consuner

Research Conference, Canbridge, Mass.

1985 "New Directions in Hierarchical Mdels of Consunmer Choice," Association of

Consuner Research Conference, Las Vegas.

1985 "Irrationality, Inconsistency, and Context Effects,"” Association of
Consuner Research Conference, Las Vegas.

Conf erence Presentations

2001 Deriving Value from e-Business: The Virtues of Virtualization, |BM Academnc
Conf erence on E-Busi ness.

2000 Perspectives on Privacy: The Politeness Paradigm Anerican Mrketing
Associ ati on/ Vanderbilt University Conference on Services Mrketing.

2000 Custoner Knowl edge Managenent, NYU Stern School of Busi ness Conference on
Measuring I ntangi bl e Assets.

2000 The Evol ution of E-Business, |BM Academ ¢ Conference on E-Business.

2000 sSnart Marketing Research & Custoner Behavi or Dynanics, Anerican Marketing
Associ ation Attitude and Behavi or Conference.

1999 Measuring Custoner Assets in Information-Intensive Environments,
Associ ati on of Consuner Research Conference.

1999 E-Business Intensity, |BM Academ ¢ Conference on E-Business.

1999 Custoner Know edge Managenent, Haas School of Business, U C. Berkel ey,
Conf erence on Know edge Managenent .

1999 Custoner Know edge Managenent, Conference Board/IBMInstitute for Know edge
Managenent Conference on Know edge Managenent, New York and San Franci sco



1998 Custoner Know edge Managenent, Haas School of Business, U.C. Berkel ey,
Conf erence on Knowl edge Managenent.

1997 Measuring The Knower, Haas School of Business, U C. Berkeley, Conference on
Know edge Managenent.

1997 Conpetitive Benchnmarking in Turbul ent Markets, Mrketing Science
Conf er ence, Berkel ey.

1997 Conpetitive Benchmarking in Turbul ent Markets, University of Florida
Mar keting Canp.

1997 Strategy and Structure in Information-Intensive Markets: The Rel ationship
Bet ween Marketing and I T, Colunbia University Marketing Canp.

1996 Strategy and Structure in Information-Intensive Markets: The Rel ationship
Bet ween Marketing and I T, Marketing Science Institute Menl o Park Conference.

1996 Conpetitive Advantage in Smart Markets, Marketing Science Institute
Conf er ence, Chi cago.

1996 Information-Intensive Strategies: A Conceptual Framework and sone
Prelimnary Enpirical Results, Northwestern University Kellogg School Marketing

Canp.

1996 Information Intensive Strategies, Mrketing Science Conference,
Gai nesville.

1994 "Market Driving Strategies,"Mrketing Sci ence Conference, Tucson.

1994 Marketing and Technol ogy Strategies, National Black MBA Association
Conf erence, San Franci sco.

1994 Panelist at The Changi ng Landscape In G ocery Retailing: The Information
H ghway Reaches the Tradi ng Post, Marketing Science Institute Conference,
Atl ant a.

1993 "Measuring The Value of Information: Inplications For Marketing Strategy,
Firm Structure and Marketing-M x Decisions," Marketing Science Conference, St.
Loui s.

1993 "Doni hant Brand Advantage: An Analysis of Strategic Ininitability,"
Mar ket i ng Sci ence Conference, St. Louis.

1992 "Measuring The Value of Information: Inplications For Marketing Strategy,
Firm Structure and Marketing-M x Decisions,” Marketing Science Institute
Conf erence on Managi ng I nformation, Dallas, Texas.

1992 "Cognitive Geonetry, Context Effects And Choice," Behavioral Decision
Resear ch Conference, Berkeley, Ca.

1991 "Strategic Inimatibility: Preenptive Positioning Through Meani ngful and
Meani ngl ess Differentiation," Association of Consuner Research Conference,
Chi cago.



1991 "Strategic Inplications of Know edge As An Asset," Anerican Mrketing
Associ ati on Educators' Conference, San Di ego.

1991 "Marketing Strategy and Structure in Turbul ent and I nformation-Intensive
Envi ronments: Enpirical Results From A Sinul ated Marketplace," Marketing Sci ence
Conf erence, WI m ngton.

1991 "Marketing and The Information Revolution,” Mrketing Science Institute
"Marketing Information Revol ution" Conference, Canbridge, M.

1991 "Market-Driven Learning O ganizations," Marketing Science Institute
"Marketing Information Revol ution" Conference, Canbridge, M.

1990 "Enpirical Tests of a Hol ographic Theory of Pattern Recognition,”
Associ ati on of Consumer Research Conference, New YorKk.

1990 "Marketing and Information Technol ogy: A Research Agenda," Anerican
Mar keting Associ ation Educators' Conference, Washington, D.C

1990 "Cognitive Geometry," Marketing Science Conference, University of Illinois,
Chanpai gn- Urbana, Il1inois.

1990 "Strategic Uses of Information Technol ogies," Center for Tel econmuni cations
Managenent "Information and Commruni cati on Technol ogi es: A User Perspective"
Conference, University of Southern California, Los Angeles.

1989 "Context Effects and Measurenent |ndeterm nacy in Consuner Judgnents,”
Associ ation of Consuner Research Conference, New Ol eans.

1989 " Meani ngful Brands from Meani ngl ess Attributes: The Conpetitive |nportance
of Trivial Differences," Marketing Science Conference, Duke University, Durham
North Caroli na.

1989 "Marketing and the Changing Information Environnent: Inplications for
Strategy, Structure and the Marketing M x," Marketing Science Institute Annual
Trust ees Conference, Phoeni x.

1988 "Meani ngful Brands from Meani ngl ess Attributes: The Conpetitive |nportance
of Trivial Differences," Association of Consuner Research Conference, Honol ul u.

1988 "Lone Alternative and Asymmetric Effects in Hierarchical Mdels of Brand
Choi ce," Marketing Science Conference, University of Washington, Seattle.

1988 "A Theoretical Conparison of Trees and Spaces," Marketing Science
Conf erence, University of Washington, Seattle.

1988 "Pattern Recognition and | ndividual Choice," Hol ononic Processes in the
Soci al Sci ences Conference, Big Sur, California.

1987 "A Hol ographi ¢ Theory of Decision-Mking," ORSA-TIMS Conference, St. Louis.

1987 "Order of Entry Effects in H erarchical Mdels of Brand Choice,"
Associ ati on of Consuner Research Conference, Canbridge, M.

1987 "A Hol ographi ¢ Theory of Decision-Mking," First Annual Stanford G aduate
School of Business Marketing Departnment Summrer Wor kshop.
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1986 "The Mediating Role of Information in Marketing-M x Response Functions”
Mar ket i ng Sci ence Conference, University of Texas at Dall as.

1986 "Exami nation of the Properties of A Wighting Function in Ri sky Consumer
Choi ce Contexts," Behavi oral Decision Research in Managenent Conference, Cornell
Uni versity, lthaca, NY.

1986 "A Hol ographi c Theory of Deci sion-Mking," Hol onom ¢ Processes in Soci al
Sci ences Conference, Big Sur, California.

1985 "An Experinent in External Constrained Choice," Association of Consuner
Research Conference, Las Vegas.

1985 "Certainty and Uncertainty in R sky Consumer Choice Contexts,"” Association

of Consumer Research Conference, Las Vegas.

1985 "The Long-Term Effects of Dealing," Association of Consuner Research
Conf erence, Las Vegas.

1985 "The Formation of Key Marketing Variabl e Expectations,"” ORSA-TI M5
Conf er ence.

1985 "Testing Properties of Prospect Theory's Pi-Function," ORSA-TIM
Conf erence, Atlanta.

1985 "Estimating Advertising Response Functions From Noisy Data," Marketing
Sci ence Conference, Vanderbilt University, Nashville.

1984 Di scussant of Session "Hedonic, Esthetic, and | npulsive Consunption
Phenonena, " Associ ati on of Consumer Research Conference, Washington, D.C

1983 "Stinmul us Cue Redundancy and Multiattribute Models of Preference," ORSA-
TI M5 Conference, Ol ando, Florida.

1982 "Multiattri bute Perceptual Bias As Revealing of Preference Structure,”
Associ ati on of Consuner Research Conference, San Franci sco.



