PhD Course: MARKETING MODELS B: Econometric models of marketing issues
May - June 2007 
Professor Hubert Gatignon
To download PDF copies of the course readings, please go to the INSEAD libraries web page at: 

http://www.insead.edu/library/readings.htm
READING ASSIGNMENTS: 

Session 1: 

Market Share Models - Specification and Estimation Issues 

Background readings: 

Judge et al., Chapter 11. 

Greene, Chapter 8. 

Hanssens et al., Chapters 2 & 3. 

Naert, P., & Bultez, A. (1973), "Logically Consistent Market Share Models," Journal of Marketing Research, 10, 3 (August), 334-340. 

Beckwith, N. E. (1973), "Concerning the Logical Consistency of Multivariate Market Share Models," Journal of Marketing Research, 10, 3 (August), 341-344. 

Bell, D. E., Keeney, R. L., & Little, J. D. C. (1975), "A Market Share Theorem," Journal of Marketing Research, 12, 2 (May), 136-141. 

Hanssens et al., Chapter 6. 

Cooper & Nakanishi, Chapters 1, 2, 3 & 5. 

Articles: 

Assmus, G., Farley, J. U., & Lehmann, D. R. (1984), "How Advertising Affect Sales: Meta-Analysis of Econometric Results," Journal of Marketing Research, 21, 1 (February), 65-74. 

Batsell, R., & Polking, J. C. (1985), "A New Class of Market Share Models," Marketing Science, 4, 3 (Summer), 177-198. 

Brodie, R., & Kluyver, C. A. d. (1984), "Attraction Versus Linear and Multiplicative Market Share Models: An Empirical Evaluation," Journal of Marketing Research, 21, 2 (May), 194-201. 

Foekens, Eijte W., Peter S.H. Leeflang and Dick R. Wittink (1997), "Hierarchical Versus Other Market Share Models for Markets with Many Items," International Journal of Research in Marketing, 14, 359-378. 

Gosh, A., Neslin, S., & Shoemaker, R. (1984), "A Comparison of Market Share Models and Estimation Procedures," Journal of Marketing Research, 21, 2 (May), 202-210. 

Kadiyali, Vindra, K. Sudhir and Vithala R. Rao (2001), "Structural Analysis of Competitive Behavior: New Empirical Industrial Organization Methods in Marketing", International Journal of Research in Marketing, 18, 1-2, 161-186. 

Nakanishi, M., & Cooper, L. G. (1982), "Simplified Estimation Procedures for MCI Models," Marketing Science, 1, 3 (Summer), 314-322. 

Session 2: 

Marketing Mix Resource Allocations and Multicolinearity 

Background readings: 

Judge et al., Chapter 12 

Greene, Chapter 9 (Section 9.2) 

Leamer, E. E. (1973), "Multicollinearity: A Bayesian Interpretation," The Review of Economics and Statistics . 

Leamer, E. E. (1981), "Coordinate-Free Ridge Regression Bounds," Journal of the American Statistical Association, 76, 376 (December), 842-849. 

Articles: 

Mahajan, V., Jain, A. K., & Bergier, M. (1977), "Parameter Estimation in Marketing Models in the Presence of Multicollinearity: An Application of Ridge Regression," Journal of Marketing Research, 14, 4 (November), 586-591. 

Erickson, G. M. (1981), "Using Ridge Regression to Estimate Directly Lagged Effects in Marketing," Journal of the American Statistical Association, 76, 376 (December), 766-773. 

Krishnamurthi, L & A. Rangaswamy (1987), "The Equity Estimator for Marketing Research," Marketing Science, 6 (Fall), 336-357. 

Rangaswamy, A. & L. Krishnamurthi (1991), "Response Function Estimation Using the Equity Estimator," Journal of Marketing Research, 28, 1 (February), 72-83. 

Wildt, Albert R. (1993), "Equity Estimation and Assessing Market Response," Journal of Marketing Research, 30, 4 (November), 437-451. 

Session 3: 

Advertising Dynamics:Distribution Lags and Autocorrelation 

Background readings: 

Judge et al., Chapters 5, 15 & 16 

Greene, Chapters 15 & 18 

Hanssens et al., Chapter 7. 

Articles: 

Clarke, D. G. (1976), "Econometric Measurement of the Duration of Advertising Effect on Sales," Journal of Marketing Research, 13, 4 (November), 345-357. 

Bass, F. M., & Clarke, D. G. (1972), "Testing Distributed Lag Models of Advertising Effect," Journal of Marketing Research, 9, (August), 298-308. 

Houston, F. S., & Weiss, D. L. (1975), "Cumulative Advertising Effects: The Role of Serial Correlation," Decision Sciences, 6, , 471-481. 

Clarke, D. G., & McCann, J. (1977), "Cumulative Advertising Effects: The Role of Serial Correlation - A Reply," Decision Sciences, 8, 336-343. 

Naik, Prasad A. Mantrala, Murali K., & Sawyer, Alan G. (1998), "Planning Media Schedules in the Presence of Dynamic Advertising Quality," Marketing Science, Vol.17, N°3, pp. 214-235. 

Session 4: 

Estimation of Long Term Marketing Effects 

Background readings: 

Judge et al., Chapter 7 

Greene, Chapter 19 

Hanssens et al. Chapters 4 & 5 

Articles: 

Hanssens, Dominique M. (1980), "Bivariate Time Series Analysis of the Relationship Between Advertising and Sales," Applied Economics, 12 (September), 329-340. 

Hanssens, Dominique M. (1980), "Market Response, Competitive Behavior, and Time Series Analysis," Journal of Marketing Research, 17, 4 (November), 470-485. 

Ashley, R., C.W.J. Granger and R. Schmalensee (1980), "Advertising and Aggregate Consumption: An Analysis of Causality," Econometrica, 48, 5 (July), 1149-67. 

Caines, P.E., S.P. Sethi and T.W. Brotherton (1977), "Impulse Response Identification and Causality Detection for the Lydia-Pinkham Data," Annals of Economic and Social Measurement, 6, 2, 147-63. 

Kyle, P.W. (1978), "Lydia Pinkham Revisited: A Box-Jenkins Approach," Journal of Advertising Research, 18, 2 (April), 31-39. 

Baghestani, Hamid (1991), "Cointegration Analysis of the Advertising-Sales Relationship," The Journal of Industrial Economics, 39, 6 (December), 671-681. 

Jacobson, Robert and Franco M. Nicosia (1981), "Advertising and Public Policy: The Macroeconomic Effects of Advertising," Journal of Marketing Research, 18, 1 (February), 29-38. 

Geurts, Michael D. and I. B. Ibrahim (1975), "Comparing the Box-Jenkins Approach with the Exponentially Smoothed Forecasting Model with Application to Hawaii Tourists," Journal of Marketing Research, 12 (March), 182-188. 

Helmer, Richard M. and Johny K. Johansson (1977), "An Exposition of the Box-Jenkins Transfer Function Analysis with an Application to the Advertising-Sales Relationship," Journal of Marketing Research, 14 (May), 227-239. 

Moriarty, Mark and Arthur Adams (1979), "Issues in Sales Territory Modeling and Forecasting Using Box-Jenkins Analysis," Journal of Marketing Research, 16 (May), 221-232. 

Pauwels, Koen, Hanssens, Dominique, & Siddarth, S. (2002), "The Long-Term effects of Price Promotions on Category Incidence, Brand Choice, and Purchase Quantity," Journal of Marketing Research, 32,( November), p.421-439.
Jedidi, Kamel, Mela, Carl F. & Gupta, Sunil (1999), "Managing Advertising and Promotion for Long-Run Profitability", Marketing Science, Vol. 18, N°1, pp. 1-22. 

Mela, Carl F., Gupta, Sunil, & Jedidi, Kamel (1998), "Asessing long-term promotional influences on market structure", International Journal of Research in Marketing, 15, pp. 89-107. 

Session 5: 

Varying Effects of Marketing:Varying Parameter Models 

Background readings: 

Judge et al., Chapters 9 & 10 

Greene, Chapter 16 

Articles: 

Gatignon, Hubert (1993), "Marketing Mix Models," in Jehoshua Eliashberg and Gary L. Lilien, eds., Marketing Models, Handbooks in Operations Research and Management Science, Amsterdam, The Netherlands: Elsevier Science Publishers B.V., 697-732. 

Gatignon, Hubert and Dominique M. Hanssens, (1987) "Modeling Marketing Interaction with Application to Salesforce Effectiveness," Journal of Marketing Research, 24, 3 (August), 247-257 

Gatignon, H. (1984), "Competition as a Moderator of the Effect of Advertising on Sales," Journal of Marketing Research, 21, 4 (November), 387-398. 

Parsons, L. J. (1975), "The Product Life Cycle and Time-Varying Advertising Elasticities," Journal of Marketing Research, 12, 4 (November), 476-480. 

Reddy, S. K., & Holak, S. L. (1991), "The Effects of Market Structure Characteristics on Competitive Reaction Intensity: A Longitudinal Analysis," Marketing Letters, 2, 3, 293-308. 

Winer, Russell S. (1979), "An Analysis of the Time-Varying Effects of Advertising: The case of Lydia Pinkham," Journal of Business, 52, 4, 563-576. 

Parker, Philip M. (1992), "Price Elasticity Dynamics Over the Adoption Life Cycle," Journal of Marketing Research, 29, 3 (August), 358- 367. 

Gatignon, Hubert, Barton A. Weitz, and Pradeep Bansal, (1990), "Brand Introduction Strategies and Competitive Environments," Journal of Marketing Research, 27, 4 (November), 390-401. 

Nijs, Vincent R., Dekimpe, Marnik G., Steenkamp,le="FONT-FAMILY: 'Times New Roman'"> 

Session 6: 

Endogeneity and Simultaneity of Marketing Phenomena 

Background readings: 

Greene, Chapters 17 & 20 

Articles: 

Bass, F. M. (1969), "A Simultaneous Equation Regression Study of Advertising and Sales of Cigarettes," Journal of Marketing Research, 6, 3 (August), 291-300. 

Beckwith, N. (1972), "Multivariate Analysis of Sales Responses of Competing Brands to Advertising," Journal of Marketing Research, 2 (May). 

Clarke, D. G. (1973), "Sales-Advertising Cross-Elasticities and Advertising Competition," Journal of Marketing Research, 10, 3 (August), 250-261. 

Reibstein, D., & Gatignon, H. (1984), "Optimal Product Line Pricing: The Influence of Elasticities and Cross-Elasticities," Journal of Marketing Research, 21, 3 (August), 259-267. 

Schultz, R. L. (1971), "Market Measurement and Planning with a Simultaneous Equation Model," Journal of Marketing Research, 8, 2 (May), 153-164. 

Wildt, A. (1974), "Multifirm Analysis of Competitive Decision Variables," Journal of Marketing Research, 1 (February). 

Kim, Namwoon, & Parker, Philip M. (1999), "Collusive conduct in private label markets", International Journal of Research in Marketing, 16, pp. 143-155.
Kadiyali, Vrinda, Sudhir, K., & Rao, Vithala R. (2001), "Structural analysis of competitive behavior:new empirical industrial organization methods in marketing", International Journal of Research in Marketing, 18, pp. 161-186. 

Session 7: 

The Role of Unobservable Variables in Initiating Marketing Effects 

Background readings: 

Judge et al., Chapter 13. 

Greene, Chapter 9 (Section 9.5) 

Bagozzi, Chapters 4 & 6. 

Articles: 

Ailawadi, Kusum L., Paul W. Farris, and Mark E. Parry (1999), "Market Share and ROI: Observing the Effect of Unobserved Variables," International Journal of Research in Marketing, 16 (1), 17-33. 

Boulding, W. (1990), "Unobservable Effects and Business Performance: Do Fixed Effects Matter?," Marketing Science, 9, 1 (Winter), 88-91. 

Fornell, C., & Bookstein, F. L. (1982), "Two Structural Equation Models: LISREL and PLS Applied to Consumer Exit-Voice Theory," Journal of Marketing Research, 19, 4 (November), 440-452. 

Jacobson, R. (1988), "Distinguishing Among Competing Theories of the Market Share Effect," Journal of Marketing, 52, October, 68-80. 

Jacobson, R. (1990a), "Unobservable Effects and Business Performance," Marketing Science, 9, 1 (Winter), 74-85. 

Jacobson, R. (1990b), "Unobservable Effects and Business Performance: Reply to the Comments of Boulding and Buzzell," Marketing Science, 9, 1 (Winter), 92-95. 

Jacobson, R., & Aaker, D. A. (1993), "Composite Dependent Variables and the Market Share Effect," Marketing Science, 12, 2 (Spring), 209-212. 

Moore, M. J., W. Boulding & R. C. Goodstein (1991), "Pioneering and Market Share: Is Entry Time Endogenous and Does it Matter?," Journal of Marketing Research, 28, 1 (February), 97-104. 

NB:ALL TEXTS for this course are on reserve at INSEAD library 
Cooper, L. G., & Nakanishi, M. (1988), Market-Share Analysis, Boston, MA: Kluwer Academic Publishers.
(for this book, which is out of print, please ask librarian at main desk:two copies on kept hand for PhDs)  

Greene, W. H. (1993), Econometric Analysis, New York, NY: MacMillan Publishing Company.  

Hanssens, D. M., Parsons, L. J., & Shultz, R. L. (1990), Market Response Models: Econometric and Time Series Analysis, Norwell, MA: Kluwer Academic Publishers.
Judge, G. G., Griffiths, W. E., Hill, R. C., Lutkepohl, H., & Lee, T.-C. (1985), The Theory and Practice of Econometrics, New York, NY: John Wiley and Sons.
Bagozzi, R. P. (1980), Causal Models in Marketing, New York, NY: John Wiley and Sons, Inc.
Return to Professor Gatignon's Personal Home Page
http://www.insead.edu/%7Egatignon/
(Course update: April 23, 2007, by Hubert Gatignon) 
