Marketing 397: Marketing Models II

Spring 2011
Instructor:        Jason Duan
Meeting Time: Wednesday 2:00-5:00pm
Office Hours:   Wednesday 9:00am-12:00pm or by appointment

Office: 
 CBA 7.238

Phone:
             512-232-8323

Email: 
             duanj@mccombs.utexas.edu 
Course Objects 
This is an advanced PhD seminar course that introduces state-of-the-art theoretical and empirical marketing models using deductive mathematical analysis and inductive statistical reasoning. The objective is to learn to create to novel quantitative marketing models and estimation methods and critically evaluate the models in the literature of quantitative marketing.  
Recommended Textbooks 
Applied Statistical Methods

Rossi, Allenby and McCulloch (2005), “Bayesian Statistics and Marketing,” Wiley. 
*  Gelman and Hill (2007), “Data Analysis Using Regression and Multilevel/Hierarchical Models”, Cambridge University Press.

Multivariate Statistics

Rencher (2002), “Methods of Multivariate Analysis,” 2nd Editon, Wiley.

* Anderson (2003), “An Introduction to Multivariate Statistical Analysis,” 3rd Edition, Wiley.
Dynamic Linear Models

Petris, Petrone and Campagnoli (2009), “Dynamic Linear Models with R”, Springer.

* West and Harrison (1999), “Bayesian Forecasting and Dynamic Models”, 2nd Edition, Springer.
Discrete Choice and Dynamical Models 
Train (2003), “Discrete Choice Methods with Simulation”, Cambridge University Press. (free and downloadable at http://elsa.berkeley.edu/books/choice2.html)
* Adda and Copper (2003), “Dynamic Economics,” MIT Press.

* Anderson, de Palma and Thisse (1992), “Discrete Choice Theory of Product Differentiation,” MIT Press.
Other readings including original journal articles and book chapters will be included in Class Schedule, Topics and Readings.

Class Schedule, Topics and Readings 
Readings with asterisks are recommended, not required.

Meeting 1, Jan. 19: Course overview; introduction to Bayesian inference
Meeting 2, Jan. 26: Bayesian inference, MCMC
Rossi, Allenby and McCulloch (2005), Chapters 2 and 3.

* Gelman and Hill (2007), Chapter 18.
Meeting 3, Feb. 2. : Principal components and factor analysis 
Rencher (2002), Chapters 12 and 13. 
Bradlow (2002), “Exploring repeated measures data sets for key features using Principal Components Analysis,” International Journal of Research in Marketing, 19, 167-179.
* Elrod and Keane (1995), “A Factor-Analytic Probit Model for Representing the Market Structure in Panel Data”, Journal of Marketing Research, 32, 1-16. 
Meeting 4, Feb. 9: Introduction to dynamical linear models (DLM)
Petris, Petrone and Campagnoli (2009), Chapters 2 and 3.

Meeting 5, Feb. 16: DLM and its Bayesian estimation
Petris, Petrone and Campagnoli (2009), Chapters 4.
van Heerde, Mela and Manchanda (2004), “The Dynamic Effect of Innovation on Market Structure,” Journal of Marketing Research, 41, 166-183 .
Meeting 6, Feb. 23: Hierarchical DLM and its applications 
Gamerman and Migon (1993), “Dynamic Hierarchical Models,” Journal of the Royal Statistical Society; Series B, 55, 629–642.

Neelamegham and Chintagunta (2004), “Modeling and Forecasting the Sales of Technology Products,” Quantitative Marketing and Economics, 2, 195-232.
Meeting 7, Mar. 2: Dynamic generalized linear models
Ferreira and Gamerman (2000), “Dynamic Generalized Linear Models,” in Generalized Linear Models: A Bayesian Perspective, CRC.

Teixeira, Wedel and Pieters (2009), “Moment-to-Moment Optimal Branding in TV-commercials:  Preventing Avoidance by Pulsing,” forthcoming, Marketing Science.
* Gamerman (1998), “Markov Chain Monte Carlo for Dynamic Generalized Linear Models,” Biometrika, 85, 215-227.

Meeting 8, Mar. 9: Discrete choice models: logit, mixed logit and probit
Train (2003), Chapters 2, 3, 5 and 6. 
* Chandukala, Kim, Otter, Rossi and Allenby (2008) "Choice Models in Marketing," in Foundations and Trends in Marketing, Now Publishers.

* McCulloch and Rossi (1994), “An Exact Likelihood Analysis of the Multinomial Probit Model,” Journal of Econometrics, 64, 207-240.

Meeting 9, Mar. 23: Discrete choice models and its applications in marketing
Kamakura and Russell (1989), “A Probabilistic Choice Model for Market Segmentation and Elasticity Structure,” Journal of Marketing Research, 26, 379-390.
Berry (1994), “Estimating Discrete-Choice Models of Product Differentiation,” Rand Journal of Economics, 25, 242-262.

* Berry, Levinsohn and Pakes (1995), “Automobile Prices in Market Equilibrium,” Econometrica, 63, 841–890.
* Nevo (2001), “Measuring Market Power in the Ready-to-Eat Cereal Industry,” Econometrica, 69, 307-342.
Meeting 10, Mar. 30: Multiple discrete choice of categories and products

Dillon and Gupta (1996), “A Segment-Level Model of Category Volume and Brand Choice,” Marketing Science, 15, 38-59. 
Dubé (2004), “Multiple Discreteness and Product Differentiation: Demand for Carbonated Soft Drinks,” Marketing Science, 23, 66-81.
* Hendel (1999), “Estimating Multiple-Discrete Choice Models: An Application to Computerization Returns,” Review of Economic Studies, 66, 423-446.
Meeting 11, Apr. 6: Discrete choice with social interactions
Brock and Durlauf (2001), “Discrete Choice with Social Interactions,” Review of Economic Studies, 68, 235-260. 
Hartman (2009), “Demand Estimation with Social Interactions and the Implications for Targeted Marketing,” Marketing Science, 29, 4, 586-601. 
* Bao, Gupta and Kadiyali (2009), “Modeling Endogenous Social Effects: A Study of MBA Student Summer Internship Application Choices,” working paper.
* Bresnanhan and Reiss (1991), “Empirical Models of Discrete Games,” Journal of Econometrics, 48, 57-81.
Meeting 12, Apr. 13: Dynamic models of discrete choice 
Rust (1987), “Optimal Replacement of GMC Bus Engines: An Empirical Model of Harold Zurcher,” Econometrica, 55, 999-1033.
Keane and Wolpin (1994), “The Solution and Estimation of Discrete Choice Dynamic Programming Models by Simulation and Interpolation: Monte Carlo Evidence,” Review of Economics and Statistics, 76, 648-672.
* Aguirregabiria and  Mira (2010), “Dynamic discrete choice structural models: A survey,” Journal of Econometrics, 156, 38-67.
Meeting 13, Apr. 20: Dynamic models and marketing applications

Dubé and others (2005), “Recent Advances in Structural Econometric Modeling: Dynamics, Product Positioning and Entry,” Marketing Letters, 16:3/4, 209-224. 
Erdem and Keane (1996), “Decision-making under Uncertainty: Capturing Dynamic Brand Choice Processes in Turbulent Consumer Goods Markets,” Marketing Science, 15, 1-20.
* Sun, Neslin and Srinivasan (2003), “Measuring the Impact of Promotions on Brand Switching When Consumers Are Forward Looking,” Journal of Marketing Research, 40, 389-405.
Meeting 14, Apr. 27: Dynamic models for market entry and exit
Hitsch (2006), “An Empirical Model of Optimal Dynamic Product Launch and Exit Under Demand Uncertainty,” Marketing Science, 25, 25-50.

Zhu, Sigh and Manuszak (2009), “Market Structure and Competition in the Retail Discount Industry,” Journal of Marketing Research, 66, 453-466.
* Seim (2006), “An Empirical Model of Firm Entry with Endogenous Product-Type Choices,” Rand Journal of Economics, 37, 619-640.

