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The articles in this volume are organized in six parts. The first part, titled 
"Early Bob," traces research which he completed during the first decade after 
he joined Chicago. The impetus for this work is his training in econometrics 
and statistics at Carnegie. He published papers on the properties of the 
Durbin-Watson statistic, on allowing for non-normal errors in the regression 
model, as well . as in the emerging field of stochastic brand choice models. 
This set concludes with the "Tracker" model, which is helpful in forecasting 
early sales of new products. An important feature of this model is in the 
use of less costly and more easily available data such as aggregate sales data 
and survey data to calibrate model parameters. 

The second part is titled "Statistical Bob." This part comprises papers 
that Robert wrote in characterizing the response of consumers to dealing. 
The "deal-prone" segment as a term subsequently became common language 
in the marketing field. This body of work, almost twenty-five years old now, 
defined Robert's emerging interest in the area of sales promotions. Un­
like earlier work in promotions which merely documented findings, Robert 
developed statistical models to explain and generalize consumer deal re­
sponse. 

The third part is titled "Promotional Bob," and covers roughly a ten 
year stretch from 1987 to 1996. This period was a defining time for Robert 
as it clearly cemented his leadership in the area of sales promotions. The 
publication of the book Sales Promotions: Concepts, Methods, and Strate­
gies, with Scott Neslin in 1990 was a landmark event. The book, accessible 
to both academics and practitioners, laid out extant thinking in the area, 
described models to estimate the impact of consumer and trade promotions, 
and provided ideas for future research. Issues discussed in the book such 
as purchase acceleration, post-promotion dips, the importance of a good es­
timate of baseline sales to measure promotional impacts, short-term versus 
long-term effects, etc., led to burgeoning future work in the field by gen­
eration of young scholars. The marketing community as a whole profited 
immensely from this book. 

The fourth part titled "Big Bob," describes Robert's contribution to and 
impact on marketing practice. Robert clearly saw the interaction between 
academic rigor and management practice. He was one of the earliest re­
searchers to work with scanner panel data. He has been influential with 
data vendors such as Nielsen and IRI to make available scanner data sets 
for academic use. He started and managed the Center for Marketing Infor­
mation Technology, while a professor at Chicago, and the Center for Retail 
Management at the Kellogg School at Northwestern University. Under his 
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guidance, the Retail Management Center at Kellogg published a series of 
how-to guides for implementing category management in the grocery indus­
try. He received the Educator of the Year award in 2004 from the Sales 
and Marketing Executives Council for his outstanding contribution to the 
practice of marketing. 

The fifth part is titled "Direct Bob." Robert 's strong empirical focus in his 
research naturally extended to questions such as what customer level data 
should be gathered, how they should be organized and linked, how they 
should be analyzed, and what metrics should be used to assess customer 
value. His first published articles in the area of database marketing and 
customer equity appeared almost twenty years ago, far ahead of its time. 
Since then, he has published several thought provoking articles on measuring 
customer lifetime value. Robert has carved out a clear leadership position in 
CRM and Database Marketing with the publication of two books, one titled 
Customer Equity, with Getz and Thomas, and a new, just released book, 
titled Database Marketing, with Kim and Neslin. 

The sixth and final part titled "Micro-Macro Bob," is not genre or area 
specific as much as an illustration of Robert's overall research interests in 
marketing mix modeling. The advertising paper describes how to build 
an aggregate advertising-sales response model from a micro model of con­
sumer response. The pricing paper incorporates consumer heterogeneity 
to generate optimal pricing decisions. Lastly, the market entry paper in­
vestigates the effect of entry by a Wal-Mart supercenter on the incumbent 
store. 

Robert Blattberg is a remarkable individual. Quantitative marketing as 
a discipline started about the mid 60s with Professor Paul Green as one of 
the early contributors. So, the field is about 40 years old . There are only 
a handful of individuals who have dominated the field over this period, and 
Robert Blattberg is one of them. What makes him stand out is that he 
has been a leader in setting a research agenda. This is true of the sales 
promotion area, and customer equity, and database marketing. It is very 
rare for someone to dominate more than one area, so his impact is truly 
extraordinary. And, this impact cuts across the academic side as well as 
the practitioner side. So, how has he done this? One, he works very hard. 
Second, he is one of the smartest people I have met in my life. Third, he 
has uncompromising standards. And, he can multi-task very well so he can 
accomplish more in the same amount of time. 
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On a lighter note, in his younger days he has been mistaken for Chuck 
Norris. As he has gotten older, Al Pacino comes to mind. This identity 
confusion is mostly from Indian cab drivers who are easily confused! 
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