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I would like to begin by commending the organizers for dedicating this conference to Erin Anderson, and I would like to thank them for offering me the opportunity to give this brief talk about her.  Honoring Erin by dedicating this conference to her is a wonderful and extraordinarily well-merited gesture. And I am honored to talk about my friend of over 25 years and mentor and co-author of over 20 years. Let me begin by talking about Erin Anderson as friend, mentor, and co-author.  Then I will move to Erin Anderson the scholar.
I first met/saw Erin Anderson in the fall of 1982.  I had just arrived at Wharton to take my MBA, and, frankly, I was scared.  I had sat in the orientation sessions and come away completely convinced that I did not belong there, and that everybody else did.  Then it was time to begin classes.  If I remember correctly, the Marketing Core was my first class on the first day of classes in the first semester, and I remember sitting, quietly, way up towards the back and off to the left in this big tiered classroom with something like 65 other MBA students hoping that I could hide.  Then a young woman--who looked like she might have just earned her undergraduate degree a few days before the semester started--strode down the side aisle into the pit at the front of the room in a grey suit (more about that in a minute), and took her place at the podium.  My name is Professor Erin Anderson and I am your professor for Marketing, she said firmly and calmly. Now I need to tell you that this was only the second time that she had taught the marketing core, and that--after the poverty of graduate school and because of the salaries that existed in business academe at the time--that grey suit was one of only two suits she owned. On Tuesday she wore the grey suit, and on Thursday she wore the blue suit, and heaven help her if she spilled something on either. 
But I still remember her impact on me that semester.  Picture that slim, very young looking--she was in fact some years younger than me—female professor in a grey suit (I always see her in the grey suit for some reason) managing a section of 65 MBA tigers (well and me, the rabbit in the room) and really teaching us what marketing is and how to use the marketing analytical tools, sometimes despite ourselves.  Erin was tough; I will never forget the mid-term exam; the first exam of my graduate career. When she handed it back, mine was a 49 out of 100, and I was immediately convinced that some one was going to come down the aisle, pick me up by my shirt collar and walk me out of the school, right then and there.  Turned out a 49 was a pretty good A, so they let me stay. Erin was a great teacher who gave one a sense that she was serious about her career and her duties.  Later that term, when I decided that I wanted to consider going for a Ph.D. degree in marketing--like so many other MBA students most of whom never do it, I, of course, went to talk with her about it and Erin encouraged me to go to Duke for my training, where she knew a lot of the faculty well. She and Dave Reibstein later got me an interview with Duke, somehow, and I got in, somehow.  I think it was Erin who wrote to them that I seemed “trainable.”
While I was studying at Duke I sometimes ran into her and Hubert at conferences, and they were great.  As the job market rolled around, Wharton gave me a breakfast interview at AMA.  I can still visualize it; the room was a typical double bed room with, it seemed like more than a dozen people in the room, draped all over beds and chairs, munching on bagels, drinking juice and coffee and grilling me. As most of you know it was just a typical Wharton interview. But she and Hubert were there, and both actually smiled at me, so I had a sense that there were some supporters in the room.  
I was lucky enough to be hired by Wharton. As Wharton marketing always seems to, they had a number of really brilliant, really supportive faculty who together tried to help me and the other newbies to figure out the discipline and to make our way at Wharton and in the world of marketing academe.  Erin and Hubert were the leaders for me in that group.  Just as an example, they regularly invited my wife, Elizabeth, and me to dinner.  Now, I have to tell you: besides being a top marketing scholar and a wonderful human being, Hubert Gatignon can really, really cook.  And they always made us feel welcome and made us feel that we belonged.  I remember that most of the junior and middle-level faculty went as a group to lunch most days; good discussion always and good modeling of what it means to be a scholar.  Moreover, from our time together at Wharton, I remember and still use and dispense (generally with a footnote crediting her) lots of the advice she gave me.  Let me give you just a few examples.
· The doctoral degree is like a plumber’s license; all it really does is give you a license to continue the process of learning to be a researcher and getting paid to do so.

· Always think of whatever you are asked to do for the school you are currently at and decide whether it is a transaction specific investment.  That is, will your career be helped enough by it to make it worthwhile, or will it mostly help the school which is your principal?  If the former, do it as well as you possibly can, if the latter either ask to avoid it or try to satisfice it.  I will talk more about Erin and TCE later, but in the old country saying, “Erin always practiced what she preached.”

· Always write the best, most meaningful paper you can, don’t shoot for a minimum publishable unit; never shoot for an A-.  (I will return to this later too; her record contains a remarkable string of A publications.)

· Finally, she lived by the motto “never give up; don’t ever give up.”  Jim Valvano, an American college basketball coach who died of cancer and used his last days to put cancer research foundations in place that have raised in the tens of millions of American dollars, always said this.  But I think Erin lived it first; she believed that the papers she worked on were important and deserved to be published.  When I get a rejection, I get depressed; I put the paper aside for a week or two, and then I go back to work on it.  Erin taught me that, and I have a number of publications that are the result of that strategy. Erin would never send a paper down to an A- journal until she had exhausted all the A journals that might find the paper interesting, and if you look at her record, you will see very very few A- publications.  Her Marketing Science dissertation article, “The Salesperson as Outside Agent or Employee,” which by the way was recently reprinted as one of the top five cited papers in Marketing Science, had been rejected at a few other journals.  If Erin got a rejection she just went back to work, fixed the problems, made the paper better, positioned it for the journal in question, and then submitted it to the new journal. She never quit this; her most recent Marketing Science, the one with Joachim Vosgerau as first author and, ahem, William Ross as third author, had been to a couple of other journals before it was improved to the point where it deserved to be accepted by a top journal.
A few brief words about Erin as co-author.  Erin was everything you would want as a coauthor.  Technically, she was brilliant.  She knew the analysis techniques that she used, she knew them well, and she taught them to you if you didn’t know them.  She knew the theories that she used, she knew them well, and she taught them to you if you didn’t know them.  She knew the process of writing and revising, she knew those processes well, and she always made sure that her co-authors learned them.  But she was more than technically proficient; she was a great and supportive person to work with.  If one had a good idea, Erin called it brilliant, and once she bought an idea, she always remembered that it was yours but took it over and used it and extended it as if it were hers.  
The other thing about Erin as a co-author is that Erin really believed in the theories she focused on.  As you know Erin derived most of her theoretical ideas from applying and extending Transaction Cost Economics and, to a lesser degree, Principal Agency Theory.  She very much believed in and wanted to work within the TCE and independent reps frameworks. While this was sometimes frustrating to me, since I did not know or believe in TCE nearly as well or nearly as strongly, it made for a better paper, well reasoned, well thought-out, at times even well-fought out.  She and I and Bart Weitz, or she and I and Frederick Dalsace or she and I and Joachim Vosgerau would get together, either in person or over the telephone, and grind out how to build and present the theory and the paper, and, last but not least, the introduction—Erin always did the introduction last if she had a choice. I am much the better scholar for these sessions and all the other aspects of doing a paper with her.
Now let us turn to Erin the Scholar.  Erin graduated from the UCLA doctoral program in 1982, where her adviser was Bart Weitz, with whom she wrote often in her career.  She had taken a position at Wharton the year before as a lecturer and was promoted to assistant professor after completing her dissertation. She was promoted to associate professor in 1988, and left for INSEAD in 1994 where she remained as the John H. Loudoun professor until her untimely passing.  Those are the bones of her career.  Now let us put flesh on them.
As I have already alluded to, Erin focused her dissertation on Oliver Williamson’s Transaction Cost Economics, with its focus on what factors led to a market based solution and what led to a hierarchy based solution to governance problems, specifically opportunism. Erin focused, early on, on whether Williamson’s TCE conceptualization explained when firms were more likely to use a direct sales force (a hierarchical solution) and when firms were more likely to use independent reps (conceptualized as a market based solution).  In her famous Marketing Science article, she found that, while TCE factors were not the only determinants, they were significantly and practically predictive of the decision.  In the vast majority of her work since, there has been the flavor, at the very least, of TCE based thinking and often work that has demonstrated and extended the conceptualization.  Erin was one of the first, if not the first, marketing scholars to bring Industrial Organization type Economics into marketing thinking in general and channels thinking in particular.  This importation and refinement of economic and organizational theories has characterized the development of theoretical management thinking in marketing, and while she was by no means alone or even first in this group, Erin was one of the early innovators in bringing this way of thinking to marketing. Moreover, she has contributed greatly to the continuation of this trend.  I consider her one of the most influential scholars to have worked in marketing, and I think most of you would agree.

I pulled up her most recent vita from the INSEAD website. And it made for fascinating reading; at least 38 journal publications and 2 books.  We all know that there is some healthy disagreement about the definition of an A journal across our discipline, but of her journal publications, 28 would be considered as A publications by almost all of our schools, and most of the rest are high level practitioner publications.  Erin published in A journals in five different disciplines, Marketing, International Business, Insurance, Management, and Economics. Her citations on the Social Science Citation Index exceed 2000, and 5 of her articles have been cited over 200 times.

Over the course of her, to date, 25 year publishing career – I say to date, because I know of several manuscripts still wending their way through the writing and review processes that will extend that career, so over the course of her 25 year publishing career, she has written with at least 26 different co-authors.  Interestingly, while a number, 10, were contemporaries or seniors, many others were junior colleagues, 12, and others, 4, were doctoral students, a nice mix.   
I may be leaving out a few names, but I know of a number of students for whom she has served as chair and advisor: Adam Fein, Vincent Onyemah, Alberto Sa Vinhas, Frederic Dalsace, Sharmilla Chatterjee, Wujin Chu.  If I left anyone out, I apologize.

So what do these statistics tell us?  Erin was an extremely well published scholar in the Marketing field.  Moreover, she is a scholar whose work has been extraordinarily influential; people do not cite your work if you are not doing good work that is moving the field in interesting directions, and they cite Erin’s work, a lot!  Finally, through her mentoring of Ph.D. students and junior faculty, she has influenced a couple of generations of marketing scholars, personally and professionally.  A glance at the INSEAD memorial website to her and its contributors’ thoughts makes clear just how broadly she was respected and how many people she affected.

I miss her as a friend, as a co-author, and as a mentor.  Many in the discipline miss her in the same ways.  But we must remember not to just miss her but also to recall the value she created for all of us and for our discipline. She made a real difference in all of our lives, as a scholar and a person, and isn’t that what really matters in a life?  Thank you.

