Applications of
Management Sciences

in Marketing

edited by

DAVID B. MONTGOMERY
and

GLEN L. URBAN

of the
Alfred P. Sloan School of Management
Massachusetts Institute of Technology

00229547

TECHNISCHE HOCHSCHULE

DA ST A0T

A 1 7/7/,2" b7

CBEVRIEBSWHU AR TOLERRE

Prentice-Hall, Inc., Englewood Cliffs, New Jersey



Contents

I

MODELS OF
MARKET RESPONSE

1

Management,
Compulers, and
Market Stmulation . . . 3

ARNOLD E. AMSTUTZ

2
Testing
Brand-Swifching
Models . . . 26

DONALD G. MORRISON

vii



3

A Stochastic Response Model
with Application
to Brand Choice . . . 47 5

DAVID B. MONTGOMERY

4.

A Theory of
Market Behavior
after Innovation . . . 68

GEORGE H. HAINES, Jr.

S

Stochastic Consumer Models:
Some Comparative Results . . . 99

DAVID B. MONTGOMERY

II

ADVERTISING
DECISIONS

6

A Model of
Adaptive Control of
Promotional Spending . . . 117

JOHN D. C. LITTLE

viii



7

A Dynamic Model
for Competitive Marketing
in Coupled Markets . . . 144

MELVIN F. SHAKUN

8

A Media
Planning Calculus . . . 152

JOHN D. C. LITTLE
LEONARD M, LODISH

9

A Goal Programming Model
for Media Planning . . . 190

A. CHARNES
W. W. COOPER
J. K. DEVOE

D. B. LEARNER
W. REINECKE

10

Note on an Application of
a Goal Programming Model
for Media Planning . . . 201

A. CHARNES
W. W. COOPER
D. B. LEARNER
E. F. SNOW

ix



11

A Quantitative Approach
to Magazine Advertisement
Format Selection . . . 209

DANIEL S. DIAMOND

11}

PRICING
DECISIONS

12

Information Processing
Model of
Executive Decision . . . 231

JOHN A. HOWARD
WILLIAM M. MORGENROTH

13

A Mathemaltical Modeling
Approach to
Product Line Decisions . . . 247

GLEN L. URBAN

14

The Use of Models

in Markeling
Timing Decisions . . . 265

SIDNEY W. HESS

X



15

Art and Science
of Compelitive Bidding . . . 287

FRANZ EDELMAN

IV
DISTRIBUTION DECISIONS

16

A Geographic Model
of an Urban
Automobile Market . . . 313

THEODORE E. HLAVAC, s=.
JOHN D. C. LITTLE

17

Brand Switching and
Mathematical Programming
in Markel Expansion . . . 323

PHILIP H. HARTUNG
JAMES L. FISHER

18

A Model of the Distribution
of Branded Personal Products
in Jamaica . . . 339

JOHN U. FARLEY
HAROLD J. LEAVITT

xi



v

PERSONAL SELLING
DECISIONS

19
Sales Planning and Control

Using Absorbing Markov Ch)ains ..

WILLIAM W. THOMPSON, jr.
JAMES U. McNEAL

20

An Analysis of
Sales Tours . . . 368

JAMES B. CLOONAN

21

An Optimal Plan for
Salesmen’s Compensation . . . 379

JOHN U. FARLEY

V1

NEW PRODUCT
DECISIONS

22

The Evalualion of
Potential New Product
Alternatives . . . 393

MARSHALL FREIMER
‘LEONARD S. SIMON

xii

. 357



23

A New Product Analysis
and Decision Model . . . 410

GLEN L. URBAN

24

Forecasting the Demand for
New Convenience Products . .

WILLIAM F. MASSY

Vi

IMPLEMENTATION
AND THE FUTURE

25

Interactive Visual Display
Systems and Management
Problem Solving . . . 459

MICHAEL S. MORTON

26

The Wizard
Who Oversimplified:
A Fable . . . 478

HAROLD PETERSON

xiii

442



