
 
 

1 

 Greg M. Allenby 
CURRICULUM VITAE 

January, 2026 
 

 
Max M. Fisher College of Business      6485 Masefield Street 
The Ohio State University           Worthington, Ohio 43085 
Columbus, Ohio 43210                 (614) 565-6746 
(614) 292-9452              allenby.1@osu.edu 
 
 
Personal   Married; 2 Children 
 
Education  Ph.D., 1988, Booth School of Business, University of Chicago (Statistics 

and Marketing). Dissertation Title: "The Identification, Estimation and 
Testing of Demand Structures." 

 
   M.B.A., 1986, Booth School of Business, University of Chicago (Statistics 

and Behavioral Science). 
 
   M.S., 1981, Illinois Institute of Technology (Operations Research). 
 
   B.S., 1978, Ohio Northern University (Mechanical Engineering). 
 
Employment  Helen C. Kurtz Chair in Marketing (9/99 - ) 
   Professor of Marketing and Statistics (9/99 - )  
   Associate Professor of Marketing (9/94 – 9/99) 
   Assistant Professor of Marketing (7/88 – 9/94) 
   Ohio State University, Columbus, Ohio  
 
   Research Professor, Korea University Business School (2013-2017) 
 
   Visiting Professor of Marketing (3/01 - 6/01) 
   Visiting Scholar and Associate Professor of Marketing (9/95 - 6/96) 
   Lecturer in Statistics and Econometrics (3/87 - 6/88) 
   Graduate School of Business, University of Chicago, Chicago, Illinois  
 
   Teaching and Research Assistant (1/84 - 3/87) 
   Graduate School of Business, University of Chicago, Chicago, Illinois 
 
   Operations Research Analyst (11/79 - 1/84) 
   Michael Reese Hospital and Medical Center, Chicago, Illinois   
 
   Corporate Engineer (6/78 - 11/79) 
   R.R. Donnelley and Sons Company, Chicago, Illinois 



 
 

2 

Books and Book Chapters 
 
1. Rossi, Peter E., Greg M. Allenby and Robert McCulloch (2005) Bayesian Statistics and 

Marketing, John Wiley & Sons.  
 

2. Allenby, Greg M. and Peter E. Rossi (2006) "Hierarchical Bayes Models" in The Handbook 
of Marketing Research, Rajiv Grover and Marco Vriens, editors.  Sage Publications. 
 

3. Chandukala, Sandeep R., Jaehwan Kim, Thomas Otter, Peter E. Rossi and Greg M. Allenby 
(2008) "Choice Models in Marketing: Economic Assumptions, Challenges and Trends," in 
Foundations and Trends in Marketing, Vol 2, No. 2, 97-184.  Now Publishers. 
 

4. Liu, Qing, Thomas Otter and Greg M. Allenby (2009) "Measurement of Own- and Cross-
Price Effects" in Handbook of Research in Pricing, Vithala Rao, editor.  E-Elgar, Publishers. 
 

5. Perspectives on Promotion and Database Marketing: The Collected Works of Robert C. 
Blattberg (2010), Greg M. Allenby, editor.  World Scientific Publishing, Singapore. 
 

6. Rossi, Peter E. and Greg M. Allenby (2011) "Bayesian Applications in Marketing," in 
Handbook of Bayesian Econometrics, Gary Koop, Herman van Dijk and John Geweke, 
editors, Oxford University Press. 
 

7. Allenby, Greg M. and Jeff D. Brazell (2016) Seven Summits of Marketing Research: 
Decision-Based Analytics for Marketing's Toughest Problems, self-published, 
http://fisher.osu.edu/7Summits.  
 

8. Allenby, Greg M., Jaehwan Kim and Peter E. Rossi (2017) "Economic Models of Choice," in 
Handbook of Marketing Decision Models, Berend Wierenga and Ralf van der Lands, editors, 
Springer. 
 

9. Allenby, Greg M. and Peter E. Rossi (2018) "Bayesian Econometrics," in Handbook of 
Marketing Analytics: Methods and Applications in Marketing Management, Public Policy, 
and Litigation Support, Natalie Mizik and Dominique Hanssens, editors, Edward Elgar 
Publishing.  
 

10. Howell, John R., Greg M. Allenby and Peter E. Rossi (2018) "Feature Valuation Using 
Equilibrium Analysis," in Handbook of Marketing Analytics: Methods and Applications in 
Marketing Management, Public Policy, and Litigation Support, Natalie Mizik and 
Dominique Hanssens, editors, Edward Elgar Publishing.  
 

11. Allenby, Greg M. (2018) "How can you use models in a meaningful way for your market?" 
in Mapping Out Marketing: Navigation Lessons from the Ivory Trenches, Ronald Hill, Cait 
Lamberton and Jennifer Swartz, editors, Routledge: Taylor and Francis.  
 

12. Allenby, Greg M. and Peter E. Rossi (2019) "Inference for Marketing Decisions," in 
Handbook of the Economics of Marketing, JP Dube and Peter Rossi, editors, Elsevier. 69-
150. 



 
 

3 

 
13. Allenby, Greg M., Nino Hardt and Peter E. Rossi (2019) "Economic Foundations of Conjoint 

Analysis," in Handbook of the Economics of Marketing, JP Dube and Peter Rossi, editors, 
Elsevier. 151-192.  

 
14. Kim, Dong Soo and Greg M. Allenby (2023) "Price Optimization" in Encyclopedia of 

Pricing, Andreas Hinterhuber, editor, EE Publishing.  
 

15. Rossi, Peter, Greg Allenby and Sanjog Misra (2024) Bayesian Statistics and Marketing, John 
Wiley & Sons. 2nd Edition. 

 
16. Allenby, Greg M. and Peter E. Rossi (2025) "Bayesian Econometrics," in Handbook of 

Marketing Analytics: Methods and Applications in Marketing Management, Public Policy, 
and Litigation Support, Natalie Mizik and Dominique Hanssens, editors, Edward Elgar 
Publishing. 2nd Edition. 
 

17. Howell, John R., Greg M. Allenby and Peter E. Rossi (2025) "Feature Valuation Using 
Equilibrium Analysis," in Handbook of Marketing Analytics: Methods and Applications in 
Marketing Management, Public Policy, and Litigation Support, Natalie Mizik and 
Dominique Hanssens, editors, Edward Elgar Publishing. 2nd Edition.  

 
18. Liu, Qing, Thomas Otter and Greg M. Allenby (2025) "Measurement of Own- and Cross-

Price Effects" in Handbook of Research in Pricing, 2nd Edition, Vithala Rao and K. Sudhir, 
editors.  E-Elgar, Publishers. 

 
 
Publications 

 
1. Büschken, Joachim, Grant Donnelly, Greg M. Allenby, Jeff P. Dotson and Nino Hardt 

(2026), "On the Role of Parole Candidates' Language in Parole Board Hearings," Journal of 
Criminal Justice, forthcoming.  
 

2. Hung, Cheng-Yu, Peter Kurz, Roger A. Bailey, Joel Huber and Greg M. Allenby (2025), 
"Re-Examining the No-Choice Option in Conjoint Analysis," Journal of Choice Modeling, 
57, 100578.  
 

"Revisiting the No-Choice Option in Conjoint Analysis," 2024 Sawtooth Software 
Proceedings, 125-141. 

 
3. Hung, Cheng-Yu, YiChun Miriam Liu, Jeff D. Brazell and Greg M. Allenby (2025), "Dual 

Response in Conjoint Analysis," Marketing Letters, 36, 4, 857-873.  
 

4. Liu, YiChun Miriam, Eunice Kim and Greg M. Allenby (2025), "Teaching Prescriptive 
Analytics in Business School: An Inter-Coherent Case Study in the SUV Market," Marketing 
Education Review, 35, 3, 229-251.  
 



 
 

4 

5. Büschken, Joachim and Greg M. Allenby (2025), "A Topic Change Point Model for Phrase-
based Topic Inference," International Journal of Research in Marketing, forthcoming.  

 
6. Büschken, Joachim, Thomas Otter and Greg M. Allenby (2025), "Accounting for Formative 

and Reflective Topics in Product Review Data for Better Consumer Insights, " Journal of 
Marketing Research, 62, 6, 1045-1062.  
 

7. Liu, YiChun Miriam, Joachim Büschken, Bryan Orme and Greg M. Allenby (2025) 
"Integrating Conjoint and Maximum Difference Scaling Data," Management Science, 71, 11, 
9404-9422.  
 

8. Allenby, Greg M. (2025) "Advancing the Science of Marketing," Marketing Letters, 36, 205-
214.  
 

9. Zhang, Judy (Zijing), H. Alice Li and Greg M. Allenby (2024), "Using Text Analysis in 
Parallel Mediation Analysis," Marketing Science, 43, 5, 953-970.  
 

10. Kim, Dong Soo, Sanghak Lee, Taegyu Hur, Jaehwan Kim and Greg M. Allenby (2024) "A 
Direct Utility Model for Access Costs and Economies of Scope," Management Science, 70 
(6), 3398-3416. 

 
11. Kim, Chul, Adam N. Smith, Jaewhan Kim and Greg M. Allenby (2023) "Outside Good 

Utility and Substitution Patterns in Direct Utility Models," Journal of Choice Modeling, 49, 
100447. 

 
12. Orme, Bryan, Keith Chrzan and Greg Allenby (2023) "Managerial and Academic 

Considerations for Three Approaches to Willingness to Pay," 2023 Sawtooth Software 
Proceedings, 121-130.  
 

13. Dyachenko, Tatiana and Greg M. Allenby (2023) "Is Your Sample Truly Mediating? A 
Bayesian Analysis of Heterogeneous Mediation (BAHM)," Journal of Consumer Research, 
50, 116-141.  
 

14. Liu, YiChun Miriam, Jeff D. Brazell and Greg M. Allenby (2022) "Non-linear Pricing 
Effects in Conjoint Analysis," Quantitative Marketing and Economics, 20, 397-430.  
 

15. Hur, Taegyu and Greg M. Allenby (2022) "A Choice Model of Utility Maximization and 
Regret Minimization," Journal of Marketing Research, 59, 6, 1083-1100.  
 

16. Kim, Youngju, Nino Hardt, Jaehwan Kim and Greg M. Allenby (2022) "Conjunctive 
Screening in Models of Multiple Discreteness," International Journal of Research in 
Marketing, 39, 4, 1209-1234.  
 

17. Liu, YiChun Miriam, Peter Kurz and Greg M. Allenby (2022) "Archetypal Analysis and 
Product Line Design," Sawtooth Software Proceedings, 255-267.   
 



 
 

5 

18. Kim, Hyowon and Greg M. Allenby (2022) "Integrating Textual Information into Models of 
Choice and Scaled Response Data," Marketing Science, 41, 4, 387-402.  
 

19. Allenby, Greg (2022), "Bayesian Battles," in Dawn	Iacobucci	(ed.),	“Reflections	of	Eminent	
Marketing	Scholars,”	Foundations	and	Trends	in	Marketing,	Vol.	16	(1–2),	pp.	9–12.		
 

20. Yichun Liu, Jeff Brazell and Greg Allenby (2021) "An Integrative Conjoint Model for 
Complex Products," Sawtooth Software Proceedings, 289-300.  
 

21. Haruvy, Ernan, Peter Popkowski Leszczyc, Greg Allenby, Russell Belk, Catherine Eckel, 
Robert Fisher, Sherry Xin Li, John A. List, Yu Ma, Yu Wang (2020), "Fundraising Design: 
Key Issues, Unifying Framework, and Open Puzzles," Marketing Letters, 31, 371-380.  

 
22. Kim, Hyowon, Dong Soo Kim and Greg M. Allenby (2020) "Benefit Formation and 

Enhancement," Quantitative Marketing and Economics, 18, 419-468.  
 
23. Lee, Sanghak, Suman Thomas and Greg M. Allenby (2020) "An Economic Analysis of 

Demand of the Very Poor," International Journal of Research in Marketing, 37, 3, 544-556.  
 
24. Chwalek, Maggie, Roger A. Bailey and Greg M. Allenby (2020) "Examining the No-Choice 

Option in Conjoint Analysis," Sawtooth Software Proceedings, 131-146.  
 
25. Büschken, Joachim and Greg M. Allenby (2020) "Improving Text Analysis Using Sentence 

Conjunctions and Punctuation," Marketing Science, 39, 4, 727-742.  
https://www.linkedin.com/pulse/text-analysis-words-conjunctions-punctuation-matter-rajan-
sambandam/.  

 
26. Dotson, Marc R., Joachim Büschken and Greg M. Allenby (2020) "Explaining Preference 

Heterogeneity Using Mixed Membership Modeling," Marketing Science, 39, 2, 407-426.  
 
27. Smith, Adam N. and Greg M. Allenby (2020) "Demand Models with Random Partitions," 

Journal of the American Statistical Association, 115:529, 47-65. 
 
28. Smith, Adam N., Peter E. Rossi and Greg M. Allenby (2019) "Inference for Product 

Competition and Separable Demand," Marketing Science, 38, 4, 690-710. 
 
29. Joo, Mingyu, Michael L. Thompson and Greg M. Allenby (2019) "Optimal Product Design 

by Sequential Experiments in High Dimensions," Management Science, 65, 7, 3235-3254.   
 

"Optimal Product Design by Sequential Experiments," 2018 Sawtooth Software 
Proceedings 

 
30. Dotson, Jeffrey P. John R. Howell, Jeff D. Brazell, Thomas Otter, Peter J. Lenk, Steve 

MacEachern and Greg M. Allenby (2018) "A Probit Model with Structured Covariance for 
Similarity Effects and Source of Volume Calculations," Journal of Marketing Research, 55, 
35-47. 

 



 
 

6 

31. Ishigaki, Tsukasa, Nobuhiko Terui, Tadahiko Sato and Greg M. Allenby (2018) 
"Personalized Market Response Analysis for a Wide Variety of Products from Sparse 
Transaction Data," International Journal of Data Science and Analytics, 5(4), 233-248.  

 
32. Kim, Hyowon, Sanghak Lee, Jaehwan Kim, and Greg M. Allenby (2018) "A Choice Model 

for Mixed Decision Variables," Journal of Choice Modelling, 28, 82-96.  
  
33. Aribarg, Anocha, Thomas Otter, Daniel Zantedeschi, Greg M. Allenby, Taylor Bentley, 

David J. Curry, Marc Dotson, Ty Henderson, Elisabeth Honka, Rajeev Kohli, Kamel Jedidi, 
Stephan Seiler, Wxin Wang (2018) "Advancing Non-Compensatory Choice Models in 
Marketing," Customer Needs and Solutions, 5, 82-92.  

 
34. Barth, Rolf F., David A. Kellough, Patricia Allenby, Luke E. Blower, Scott H. Hammond, 

Greg M. Allenby and Maximilian Buja (2017) "Assessment of Atherosclerotic Luminal 
Narrowing of Coronary Arteries Based on Morphometrically Generated Visual Guides," 
Cardiovascular Pathology, 29, 53-60. 

 
35. Allenby, Greg, Peter Rossi, Lisa Cameron and Yikang Li (2017) "Computing Damages in 

Product Mislabeling Cases: Plaintiffs Mistaken Approach to Damage Calculations in Briseno 
v ConAgra," Bloomberg BNA Product Safety & Liability Reporter, 45, 208-211. 

 
36. Allenby, Greg, Peter Rossi, Lisa Cameron, Jeremy Verlinda and Yikang Li (2017) 

"Calculating Reasonable Royalty Damages Using Conjoint Analysis," American Intellectual 
Property Law Association Quarterly Journal, 45, 2, 233-253. 

 
37. Allenby, Greg M. (2017) "Structural Forecasts for Marketing Data," International Journal of 

Forecasting, 33, 433-441.  
 
38. Kang, Moon Young, Byungho Park, Sanghak Lee, Jaehwan Kim and Greg M. Allenby 

(2017) "Economic Analysis of Charitable Donations," Journal of Marketing and Consumer 
Behaviour in Emerging Markets, 2 (4), 40-57.  

  
39. Kim, Dong Soo, Roger A. Bailey, Nino Hardt and Greg M. Allenby (2017) "Benefit-Based 

Conjoint Analysis," Marketing Science, 36, 1, 54-69.  https://www.linkedin.com/pulse/can-
benefit-based-conjoint-analysis-benefit-product-design-befurt/  

 
40. Büschken, Joachim and Greg M. Allenby (2016) "Sentence-Based Text Analysis for 

Customer Reviews," Marketing Science, 35, 6, 953-975.  
 
41. Hardt, Nino, Alex Varbanov and Greg M. Allenby (2016) "Monetizing Ratings Data for 

Product Research," Marketing Science, 35, 5, 713-726.  
 
42. Howell, John R., Sanghak Lee and Greg M. Allenby (2016) "Price Promotions in Choice 

Models," Marketing Science, 35, 2, 319-334. 
 
43. Allenby, Greg M., Jeff D. Brazell, John R. Howell and Peter E. Rossi (2014) "Economic 

Valuation of Product Features," Quantitative Marketing and Economics, 12, 421-456. 



 
 

7 

 
44. Dyachenko, Tatiana, Rebecca W. Reczek and Greg M. Allenby (2014) "Models of 

Sequential Evaluation in Best-Worst Choice Tasks," Marketing Science, 33, 6, 828-848. 
 
45. Allenby, Greg M., Jeff D. Brazell, John R. Howell and Peter E. Rossi (2014) "Valuation of 

Patented Product Features," Journal of Law and Economics, 57, 3, 629-663. 
 
46. Allenby, Greg M., Eric T. Bradlow, Edward I. George, John Liechty and Robert E. 

McCullough (2014) "Perspectives on Bayesian Methods and Big Data," Customer Needs and 
Solutions, 1, 169-175. 

 
47. Berry, Steve, Ahmed Khwaja, Vineet Kumar, Andres Musalem, Kenneth C. Wilbur, Greg 

Allenby, Bharat Anand, Pradeep Chintagunta, W. Michael Hanemann, Przemek Jeriorski and 
Angelo Mele (2014) "Structural Models of Complementary Choices," Marketing Letters, 25, 
245-256.  

 
48. Allenby, Greg M. (2014) "Dealing with Differences," in Marketing Insights, May/June 2014, 

10-11. 
 
49. Lee, Sanghak and Greg M. Allenby (2014) "Modeling Indivisible Demand," Marketing 

Science, 33, 3, 364-381.  
 
50. Fennell, Geraldine and Greg M. Allenby (2014) "Conceptualizing and Measuring User 

Wants: Understanding the Source of Brand Preference," Customer Needs and Solutions, 
1:23–39. 

 
51. Allenby, Greg M., Jeff Brazell, John Howell and Peter Rossi (2014) "Using Conjoint 

Analysis to Determine the Market Value of Product Features," Proceedings of the 2013 
Sawtooth Software Conference. 

 
52. Dyanchenko, Tatiana, Rebecca W. Naylor and Greg Allenby (2014) "The Ballad of Best and 

Worst," Proceedings of the 2013 Sawtooth Software Conference. 
 
53. Allenby, Greg M. (2013) "The Inside Story," in Marketing Insights, Fall, 10-11. 
 
54. Büschken, Joachim, Thomas Otter and Greg M. Allenby (2013) "The Dimensionality of 

Customer Satisfaction Survey Responses and Implications for Driver Analysis," Marketing 
Science, 32(4), 533-553.  

 
55. Lee, Sanghak, Jaehwan Kim and Greg M. Allenby (2013) "A Direct Utility Model for 

Asymmetric Complements," Marketing Science, 32(3), 454-470. 
 
56. Allenby, Greg M. (2013) "The Relevance of Being Bayes," in Marketing Insights, Spring, 

10-11. 
 



 
 

8 

57. Allenby, Greg M. (2012) "ART Forum Needs to Elevate the Banner of Relevance," note in 
response to "Anatomy of a Censorship: A Cautionary Tale in 28 Email Fragments," by 
Chuck Chakrapani, Marketing Research, Winter, 32-39. 

 
58. Hasegawa, Shohei, Nobuhiko Terui and Greg M. Allenby (2012) "Dynamic Brand 

Satiation," Journal of Marketing Research, 49 (Dec), 842-853. 
 
59. Allenby, Greg M. (2012) "Big Data 2.0," Keynote speech at the Fall 2012 KMA conference, 

Asian Marketing Journal, 14, 3, 1-5. 
 
60. Hans, Chris, Greg M. Allenby, Peter Craigmile, Ju Hee Lee, Steven MacEachern and Xini 

Xu (2012) "Covariance Decompositions for Accurate Computation in Bayesian Scale-Usage 
Models," Journal of Computational Statistics and Graphical Analysis, 21, 2, 538-557. 

 
61. Allenby, Greg M. (2012) "Modeling Marketplace Behavior," Journal of the Academy of 

Marketing Science, 40th Anniversary Issue Invited Paper, 40, 155-166.  
 
62. Liu, Qing, Angela M. Dean and Greg M. Allenby (2012) "Bayesian Designs for Hierarchical 

Linear Models," Statistica Sinica, 22, 1, 393-417. 
 
63. Otter, Thomas, Timothy J. Gilbride and Greg M. Allenby (2011) "Testing Models of 

Strategic Behavior Characterized by Conditional Likelihoods," Marketing Science, 30, 4, 
686-701.  

 
64. Satomura, Takuya, Jaehwan Kim and Greg M. Allenby (2011) "Multiple Constraint Choice 

Models with Corner and Interior Solutions," Marketing Science, 30, 3, 481-490. 
 
65. Chankukala, Sandeep Rao, Sylvia Long-Tolbert and Greg M. Allenby (2011) "A Threshold 

Model for Respondent Heterogeneity," Marketing Letters, 22, 133-146. 
 
66. Chandukala, Sandeep R., Jeffrey P. Dotson, Jeff D. Brazell and Greg M. Allenby (2011) 

"Bayesian Analysis of Hierarchical Effects," Marketing Science, 30, 1, 123-133. 
 
67. Terui, Nobuhiko, Masataka Ban and Greg M. Allenby (2011) "The Effect of Media 

Advertising on Brand Consideration and Choice," Marketing Science, 30, 1, 74-91. 
 
68. Chankukala, Sandeep, Yancy Edwards and Greg M. Allenby (2011) "Identifying Unmet 

Demand," Marketing Science, 30, 1, 61-73. 
 
69. Dotson, Jeffrey P. and Greg M. Allenby (2010) "Investigating the Strategic Influence of 

Customer and Employee Satisfaction on Firm Financial Performance," Marketing Science, 
29, 5, 895-908.  

 
70. Allenby, Greg M., Mark J. Garratt and Peter E. Rossi (2010) "A Model for Trade-Up and 

Change in Considered Brands," Marketing Science, 29, 1, 40-56. 
 



 
 

9 

71. Liu, Qing, Angela Dean, David Bakken and Greg M. Allenby (2009) "Studying the Level-
Effect in Conjoint Analysis: An Application of Efficient Experimental Designs for Hyper-
parameter Estimation," Quantitative Marketing and Economics, 7, 1, 69-93. 

 
72. Jen, Lichung, Chien-Heng Chou and Greg M. Allenby (2009) "The Importance of Modeling 

Temporal Dependence of Timing and Quantity in Direct Marketing," Journal of Marketing 
Research, 46, 4, 482-493.  

 
73. Allenby, Greg M. and Peter E. Rossi (2008) "Teaching Bayesian Statistics to Marketing and 

Business Students," The American Statistician, 62, 3, 195-198. 
 
74. Dotson, Jeffrey P., Joe Retzer and Greg M. Allenby (2008) "Non-Normal Simultaneous 

Regression Models for Customer Linkage Analysis," Quantitative Marketing and Economics, 
6, 257-277. 

 
75. Otter, Thomas, Greg M. Allenby and Trish van Zandt (2008) "An Integrated Model of 

Discrete Choice and Response Time," Journal of Marketing Research, 45, 593-607. 
 
76. Otter, Thomas, Joe Johnson, Joerg Rieskamp, Greg M. Allenby, Jeff D. Brazell, Adele 

Diederich, Wes Hutchinson, Steve MacEachern, Shiling Ruan, and Jim Townsend (2008) 
"Sequential Sampling Models of Choice: Some Recent Advances," Marketing Letters, 19, 
255-267. 

 
77. Liu, Qing, Thomas Otter and Greg M. Allenby (2007) "Endogeneity Bias – Fact or Fiction?" 

2007 Sawtooth Software Conference Proceedings, 345-354. 
 
78. Liu, Qing, Angela M. Dean and Greg M. Allenby (2007) "Design for Estimation of 

Population Mean and Variance in Hierarchical Linear Models, "Journal of Statistical Theory 
and Practice, 1, 3, 311-328. 

 
79. Liu, Qing, Thomas Otter and Greg M. Allenby (2007) "Investigating Endogeneity Bias in 

Marketing," Marketing Science, 26, 5, 642-650. 
 
80. Kim, Jaehwan, Greg M. Allenby and Peter E. Rossi (2007) "Product Attributes and Models 

of Multiple Discreteness," Journal of Econometrics, 138, 208-230.  
 
81. Fennell, Geraldine and Greg M. Allenby (2006) "Multiple Perspectives: Marketing Needs to 

Unambiguously Articulate its Role as a Business and Societal Function," Marketing 
Research, 18, 4, 26-31. 

 
82. Gilbride, Timothy J. and Greg M. Allenby (2006) "Estimating Heterogeneous EBA and 

Economic Screening Rule Choice Models," Marketing Science, 25, 494-509. 
 
83. Gilbride, Timothy J., Greg M. Allenby and Jeff Brazell (2006) "Models of Heterogeneous 

Variable Selection," Journal of Marketing Research, 43, 420-430.  
 



 
 

10 

84. Morrin, Maureen, Jonathan Lee and Greg M. Allenby (2006) "Determinants of Trademark 
Dilution," Journal of Consumer Research, 33, 248-257. 

 
85. Gilbride, Timothy J., Sha Yang and Greg M. Allenby (2005) "Modeling Simultaneity in 

Survey Data," Quantitative Marketing and Economics, 3, 4, 311-345. 
 
86. Fennell, Geraldine and Greg M. Allenby (2005) "Entertaining Romp, But Case Overstated", 

note in response to "The Tripping Point" by Stephen Brown, Marketing Research, 17, 2, 44-
45. 

 
87. Allenby, Greg, Geraldine Fennell, Joel Huber, Thomas Eagle, Tim Gilbride, Dan Horsky, 

Jaehwan Kim, Peter Lenk, Rich Johnson, Elie Ofek, Brian Orme, Thomas Otter, Joan Walker 
(2005) "Adjusting Choice Models to Better Predict Market Behavior," Marketing Letters, 16, 
3, 197-208.  

 
88. Fennell, Geraldine and Greg M. Allenby (2004) "An Integrated Approach: Market 

Definition, Market Segmentation and Brand Positioning Create a Powerful Combination," 
Marketing Research, 16, 4, 28-34. 

 
89. Gilbride, Timothy J. and Greg M. Allenby (2004) "A Choice Model with Conjunctive, 

Disjunctive, and Compensatory Screening Rules," Marketing Science, 23, 3, 391-406. 
 
90. Allenby, Greg M., David G. Bakken and Peter E. Rossi (2004) "The HB Revolution: How 

Bayesian Methods Have Changed the Face of Marketing Research," Marketing Research, 16, 
2, 20-25. 

 
91. Allenby, Greg M., Thomas S. Shively, Sha Yang and Mark J. Garratt (2004) "A Choice 

Model for Packaged Goods: Dealing with Discrete Quantities and Quantity Discounts," 
Marketing Science, 23, 1, 95-108. 

 
92. Allenby, Greg M., Jeff Brazell, Tim Gilbride and Thomas Otter (2004) "Avoiding IIA 

Meltdown," 2004 Sawtooth Software Conference Proceedings, 223-230. 
 
93. Bradlow, Eric T., Peter J. Lenk, Greg M. Allenby and Peter E. Rossi (2004) "When BDT in 
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