Behavioral Models
for Market Analysis:
Foundations for
Marketing Action

Francesco M. Nicosia

University of California, Berkeley

Yoram Wind
Wharton School,
University of Pennsylvania

. TECHNIQCL‘E HOCH CU-’UU L‘r\D”STA“T

. 7 .:-v:-,nr-':ﬁ:?'s ticiehre
Inveric-Nr. . A Y409,
Abstel-tin . ALE / gg()

Sacdchgaebiete!

L 0@&%@5.&2 ...........

The Dryden Press
Hinsdale, lllinois



Contents

Chapter 1
Introduction
Yoram Wind and F. M. Nicosia

Part One
Constructing Models

Chapter 2
~The Social Context
of Science
{ L. Vaughn Blankenship 9

Chapter 3
The Structure
and Purpose
of Marketing Models

G. Zaltman 25
Chapter 4
Some Practical Problems
in Building

Substantive Marketing Models
Luis V. Dominguez and F. M. Nicosia

Part Two
Models of Market Analysis:
The Buyers
Chapter 5

Applications of Behavioral
Models to the Study
of Individual Consumers
J. A Lunn 61

41



v

Chapter 6
Applications of Behavioral
Theories to the Study
of Family Marketing Behavior
R. Ferber 80

Chapter 7
Behavioral Models
of Organizational
Buying Processes
F. M. Nicosia and Yoram Wind 96

Chapter 8
A Normative Theory
of-Market Segmentation
William F. Massy and Barton A. Weitz 121

Part Three -
Models of Market Analysis:
The Competitive Setting

Chapter 9
Theories to Describe
Some Competitive Conditions
in Which the Firm Operates
James M. Carman 147

Chapter 10
"The Perception
of a Firm’s
- Competitive Position
Yoram Wind 163

Epilogue
C. West Churchman 182



