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Education
Ph.D., Economics, University of Michigan, 2001. Fields: Industrial Organization and Public Policy. 

M.A., Economics. University of Michigan, 1995.
B.A., Magna Cum Laude, University of Tulsa, 1993. Dual Major: Economics and Philosophy.
Teaching Experience

Full Professor, Whitman School of Management, Syracuse University, Department of Marketing. Fall 2017 – Present.
Associate Professor, Whitman School of Management, Syracuse University, Department of Marketing. Fall 2012 – Spring 2017.
Assistant Professor, Whitman School of Management, Syracuse University, Department of Marketing.  Spring 2009 – 2012.
Assistant Professor, Warrington School of Business, University of Florida, Fall 2000 – Fall 2008.
Research Interests

Probabilistic Selling, Reverse (NYOP) Auctions, Credence Quality, Retail Channels, Economics of Information.
 Refereed Publications
Scott Fay and Ali Kozehgaran. 2025. “Learning from Service Experience Ratings: Effects on Experience Quality, Credence Quality, and Customer Satisfaction.” Journal of Retailing (forthcoming).

Cong Feng, Pankaj Patel, Scott Fay, and Huigang Liang. 2025. “CIO Structural Power and Corporate Social Performance.” Journal of the Association for Information Systems 26(5): 1423-1456.
Scott Fay and Shahryar Gheibi. 2024. “The Effect of Probabilistic Selling on Channel Dynamics.” Manufacturing & Service Operations Management 26.2 (March/April): 632 - 645.

Cong Feng and Scott Fay. 2022. “An Empirical Investigation of Forward-Looking Retailer Performance Using Parking Lot Traffic Data Derived from Satellite Imagery.” Journal of Retailing 98.4 (December): 633-646. 
Scott Fay, Cong Feng, and Pankaj Patel. 2022. “Staying Small, Staying Strong? Retail Store Underexpansion and Retailer Profitability” Journal of Business Research 144 (May): 663-678.
Cong Feng, Scott Fay and Saim Kashmiri. 2022. “The Value Relevance of Descriptive R&D Intensity.” Journal of Business Research 139 (February): 1394-1407 .
Cong Feng, Pankaj Patel and Scott Fay. 2021. “The Value of the Structural Power of the Chief Information Officer in Enhancing Forward-Looking Firm Performance.” Journal of Management Information Systems 38(3): 765-797.

Shahryar Gheibi and Scott Fay. 2021. “The Impact of Supply Disruption Risk on a Retailer’s Pricing and Procurement Strategies in the Presence of a Substitute Product” Journal of Retailing 96.3 (September): 359-376.
Cong Feng, Scott Fay, and Kexin Xiang. 2021 “When do we need higher educated salespeople? The role of work experience.” Review of Managerial Science 15 (July): 1391–1429.
Cong Feng and Scott Fay. 2021. “Chief Stores Officer and Retailer Performance.” Journal of Retailing and Consumer Services 58 (January): Article 102321.

Cong Feng and Scott Fay. 2020. “Store closings and retailer profitability: A contingency perspective.” Journal of Retailing. 96.3 (September): 411-433.
Scott Fay and Robert Zeithammer. 2017. “Bidding for Bidders? How the Format for Soliciting Supplier Participation in NYOP Auctions Impacts Channel Profit.” Management Science 63.12 (December): 4324-4344.
Shawn Lee and Scott Fay. 2017. “Why Offer Lower Prices to Past Customers? Inducing Favorable Social Price Comparisons to Enhance Customer Retention.” Quantitative Marketing and Economics.15.2 (June): 123-163.
Cong Feng and Scott Fay. 2016. “Inferring Salesperson Capability Using Stochastic Frontier Analysis.” Journal of Personal Selling & Sales Management 36.3 (September): 294-306.
Cong Feng, Scott Fay, and K. Sivakumar. 2016. “Overbidding in Electronic Auctions: Factors Influencing the Propensity to Overbid and the Magnitude of Overbidding.” Journal of the Academy of Marketing Science 44.2 (March): 241 - 260.
Scott Fay and Jinhong Xie. 2015. “Timing of Product Allocation: Using Probabilistic Selling to Enhance Inventory Management.” Management Science 61.2 (February): 474-484.

Scott Fay, Jinhong Xie, and Cong Feng. 2015. “The Effect of Probabilistic Selling on the Optimal Product Mix.” Journal of Retailing 91.3 (September): 451-467.
Scott Fay and Seung Hwan (Shawn) Lee. 2015. “The Role of Customer Expectations in Name-Your-Own-Price Markets.” Journal of Business Research 68: 675-683. 
Dan Rice, Scott Fay, and Jinhong Xie 2014. “Probabilistic Selling vs. Markdown Selling: Price Discrimination and Management of Demand Uncertainty in Retailing.” International Journal of Research in Marketing 31.2 (June): 147-155.
Yubo Chen, Scott Fay, and Qi Wang 2011. “The Role of Marketing in Social Media: How Online Consumer Reviews Evolve.” Journal of Interactive Marketing 25.2 (May): 85-94. Received the award for Best Paper published in the Journal of Interactive Marketing during 2011.  
Scott Fay and Jinhong Xie 2010. “The Economics of Buyer Uncertainty: Advance Selling vs. Probabilistic Selling.” Marketing Science 29.6 (November/December): 1040-1057.

Debanjan Mitra and Scott Fay 2010. “Managing Service Expectations in Online Markets: A Signaling Theory of E-tailer Pricing and Empirical Tests.” Journal of Retailing 86.2 (June): 184-199.

Scott Fay and Juliano Laran 2009. “Implications of Expected Changes in the Seller’s Threshold Price in Name-Your-Own-Price Auctions.” Management Science 55.11 (November): 1783-1796.

Scott Fay 2009. “Competitive Reasons for the Name-Your-Own-Price Channel.” Marketing Letters 20.3 (September): 277-293.

Scott Fay, Debanjan Mitra and Qiong Wang 2009. “To Ask or To Infer? Strategic Implications of Alternative Learning Approaches in Customization.” International Journal of Research in Marketing 26.2 (June): 136-152.
Scott Fay and Jinhong Xie 2008. “Probabilistic Goods: A Creative Way of Selling Products and Services.” Marketing Science 27.4 (July – August): 674-690.
Finalist for the INFORMS Society for Marketing Science 2017 Long Term Impact Award
Scott Fay 2008. “Selling an Opaque Product through an Intermediary: The Case of Disguising One’s Product.” Journal of Retailing 84.1 (Spring): 59-75.
Michael Lewis, Vishal Singh, and Scott Fay 2006. “An Empirical Study of the Impact of Nonlinear Shipping and Handling Fees on Purchase Incidence and Expenditure Decisions.” Marketing Science 25.1 (January – February): 51-64.

Scott Fay 2004. “Partial Repeat Bidding in the Name-Your-Own-Price Channel.” Marketing Science 23.3 (Summer): 407-418.

Scott Fay, Erik Hurst, and Michelle White 2002. "The Household Bankruptcy Decision."  American Economic Review 92.3 (June): 706-718.
Reprinted in Economics of Bankruptcy, ed. Edward R. Morrison, Edward Elgar Publishing, Vol. 2, Ch. 20. 
Scott Fay and Jeffrey Kephart 2000. “Competitive Bundling of Categorized Information Goods.” Proceedings of 2nd ACM Conference on Electronic Commerce, October. pp. 117-127.

Christopher Brooks, Scott Fay, Rajarshi Das, Jeffrey MacKie-Mason, Jeffrey Kephart, and Edmund Durfee 1999. "Automated Strategy Searches in an Electronic Goods Market: Learning and Complex Price Schedules." Proceedings of ACM Conference on Electronic Commerce, November, pp. 31-40.
Book Chapter
Jinhong Xie and Scott Fay 2014. “Marketing Innovation: Probabilistic Goods and Probabilistic Selling.” Chapter 15 of Handbook of Service Marketing Research ed. by Roland Rust and Ming-Hui Huang, pp. 318-345.
Invited Presentations
“Probabilistic Selling.” University of California – Irvine, February 27, 2009.

“Probabilistic Goods and Probabilistic Selling: A New Retailing Tool.” The Ohio State University, Rice University, Baylor University, University of Missouri – Kansas City, Syracuse University, Purdue University (Krannert), and the University of Illinois at Urbana-Champaign. Fall 2008.

“Probabilistic Goods: A Creative Way of Selling Products and Services.” UTD Marketing Conference, University of Texas – Dallas, February 23, 2008.

“Probabilistic Goods: A Creative Way of Selling Products and Services.” Marketing Workshop, University of North Carolina – Charlotte, February 15, 2008.

“Selling an Opaque Product through an Intermediary: The Case of Disguising One’s Product.” The Future of Distribution Channels Research Conference, May 18, 2006, The Wharton School, University of Pennsylvania.
“Selling an Opaque Product through an Intermediary: The Case of Disguising One’s Product.” Northwestern University’s Marketing Camp, Sept. 24, 2004, Kellogg School of Management.
“Selling an Opaque Product through an Intermediary: The Case of Disguising One’s Product.” Summer Institute in Competitive Strategy, July 30, 2004, University of California – Berkeley.
“Competition Between Firms that Bundle Information Goods.”  Telecommunications Policy Research Conference, September 26, 1999. Alexandria, Virginia.
Conference Presentations

“Probabilistic Selling: A Tribute to Jinhong Xie.” Dr. Jinhong Xie’s Retirement Conference, April 5, 2024, University of Gainesville, Gainesville, FL.

“The Adverse Impact from the Measurement and Dissemination of Customer Satisfaction Ratings.” Marketing Science Conference, June 15, 2018, Temple University, Philadelphia, PA.

“The Influence of Social Price Comparisons on Behavior-Based Pricing.” BBCRST Conference, April 24, 2015, Ithaca, New York.

“Reverse Pricing: The Role of Customer Expectations.” Pricing and Retailing Conference, August 8, 2013, Babson College, MA.
“Bidding For Bidders? How the Format for Soliciting Supplier Participation in NYOP Auctions Impacts Channel Profit.” The 13th Annual Pricing Conference, August 20, 2011, Syracuse, New York.

 “Capitalizing on the Opportunity of Probabilistic Selling: Optimizing Inventory Decisions.” INFORMS Revenue Management and Pricing Section Conference, June 18, 2010, Ithaca, New York.

“Capitalizing on the Opportunity of Probabilistic Selling: Optimizing Inventory Decisions.” BBCRST Conference, April 30, 2010, Rochester, New York.

“The Benefits of Probabilistic Selling in Retailing.” Marketing Science Conference, June 4, 2009, Ann Arbor, Michigan.

 “Probabilistic Goods and Probabilistic Selling: A New Pricing Tool For Retailers.” Marketing Science Conference, June 13, 2008, Vancouver.

 “Opaque Products: How Much Information Should Be Hidden From Customers?” Marketing Science Conference, June 17, 2005, Emory University, Atlanta.

“Strategic Implications of Customization.” Marketing Science Conference, June 25, 2004, Erasmus University, Rotterdam.

“Partial Repeat Bidding in the Name-Your-Own-Price Channel.”  Marketing Science Conference, June 2003, University of Maryland.

“Online Consumer Product Reviews:  What Can We Learn?”  Marketing Science Conference, June 2002, University of Alberta.
Doctoral Students 
Xiaoying Feng (Marketing), committee member, PhD expected 2026

Dissertation: Marketing in the Age of AI
Ali Kozehgaran (Marketing) Chair, PhD expected 2025


Dissertation: Essays on Two-Sided Platforms

Jaihyun Jeon (Marketing), committee member, PhD expected 2025

Dissertation: Stock Market Responses to Negative WoM: Moderating Roles of CSR Reputation 
Placement: Bryant University
Saman Modiri (Marketing), Chair, PhD 2024

Dissertation: Essays on the Impact of Consumer Heterogeneity on Marketing Mix Management 

Placement: Lehigh University

Yong Bum Choi (Marketing), committee member, PhD 2018
Dissertation: Retailers’ Assortment Strategies and Customers’ Shopping Behaviors in Multichannel Retailing Environment 
Placement: NEOMA Business School (France)
Cong Feng (Marketing), Chair, PhD 2017
Dissertation: Antecedents and Consequences of Marketing Information 
Disclosure
Placement: University of Mississippi

Seung Hwan “Shawn” Lee (Marketing), Chair, PhD 2017
Dissertation: The Influence of Social Price Comparisons on Pricing Strategies
Placement: Ajou University (Korea)

Mert Hakan Hekimoglu (Supply Chain Management), committee member, PhD 2016
Dissertation: Essays on Supply Chain Analytics: Investment and Capacity Planning Under Uncertainty

Placement: Rensselaer Polytechnic Institute

Shahryar Gheibi (Supply Chain Management), committee member, PhD 2016
Dissertation: Essays on Global Sourcing Under Uncertainty

Placement: Siena College

John Hyung Park (Supply Chain Management), committee member, PhD 2012
Dissertation: Essays on Risk Mitigation Methods in Global Supply Chain Management

Placement: MIT Research Affiliate with Malaysia Institute of Supply Chain Innovation
            Tim Noparumpa (Supply Chain Management), committee member, PhD 2012

Dissertation: Operational Flexibilities in Production Planning under Supply and Quality Uncertainty
Placement: Providence College

Awards and Honors
Finalist for the INFORMS Society for Marketing Science Long Term Impact Award. 2017.

Distinguished Service Award. Management Science. 2012, 2017, 2018, and 2019
Outstanding Reviewer for the Journal of Production & Operations Management. 2016.

Meritorious Service Award. Management Science. 2009, 2010, 2014, 2015, and 2020.
Whitman Research Fellow. 2014 – 2016.

Whitman Summer Research Grant. Syracuse University. 2012 and 2016.
Earl V. Snyder Innovation Management Center Summer Research Grant. Syracuse University. 2014, 2015, and 2016.

Robert H. Brethen Operations Management Institute Summer Research Grant. Syracuse University. 2013.

Winner of Capsim’s Professor Scholarship Challenge. 2012.
Keynote speaker for Phi Kappa Phi initiation. Syracuse University. 2012.

Award for the Best Paper published in the Journal of Interactive Marketing during 2011.  
Summer Research Fellow. University of Michigan. Summer 1995.

Regents Fellowship. University of Michigan. 1993-1995.
Honors Program (including Senior Thesis), Phi Beta Kappa, Phi Kappa Phi. University of Tulsa.
Service Positions
Editorial Board. Marketing Science. 2005 – 2021, 2025 - Present
Editorial Board. Journal of Retailing. 2017 – Present
Editorial Board. Journal of Interactive Marketing. 2015 – Present
Undergraduate Committee. Whitman School of Management, Syracuse University.  Fall 2015 – Present.
Director of the Integrated Core. Whitman School of Management, Syracuse University. Fall 2012 – 2017

Guest Area Editor. Marketing Science.
Ad Hoc Reviewer.  Management Science, Journal of Marketing Research, Journal of Marketing, Quantitative Marketing and Economics, International Journal of Research in Marketing, Journal of Business Research, Journal of Industrial Economics, Marketing Letters, Manufacturing and Service Operations Management, Operations Research, Production and Operations Management, Cornell Hospitality Quarterly, Consumer Needs and Solutions, MIT Sloan Management Review, Operational Research, eBRC Doctoral Award Competition, Academy of Marketing Science World Marketing Congress, Journal of Policy Analysis and Management, Journal of Economics and Management Strategy, Review of Economics and Statistics, Decision Sciences, Journal of Public Policy and Marketing, European Journal of Operational Research, Operational Research, Journal of Retailing and Consumer Services, Review of Managerial Science, Physica A, Electronic Commerce Research and Applications, Journal of Economic Education.
Administrative Procedures Committee. Whitman School of Management, Syracuse University. Fall 2024 – Spring 2025.

Research Committee. Whitman School of Management, Syracuse University. Spring 2020 – Present.

Doctoral Committee. Whitman School of Management, Syracuse University.  Fall 2011 – Spring 2015; Fall 2021 – Spring 2024.
Promotion and Tenure Committee. Whitman School of Management, Syracuse University.  Fall 2014 – Spring 2015.
Teaching Committee.  Whitman School of Management, Syracuse University.  Fall 2009 – Spring 2011.

Newsletter Editor, INFORMS Society on Marketing Science.  January 2002 – December 2006.

Marketing Department Honors Coordinator.  University of Florida.  May 2000 – December 2008.
Minority Mentor, University of Florida, Fall 2005 –2006.

Information Resources Committee. Warrington College of Business, University of Florida.  Fall 2003 – Fall 2008.

Teaching Committee.  Warrington College of Business, University of Florida.  Fall 2001 – 2002.

Commencement Marshal Committee.  University of Florida.  Summer 2001 – Spring 2008.
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