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This study focuses on the price competition among
Alpha company’ s MP3 product variants over the
products evolutionary cycles. This study adopt
multinomial-logit market share attraction model to
obtain cross price elasticities among MP3 products,
and to identify price variations of four separate
line segments influenced by each product’ s relative
attractiveness. The results indicate product with
relatively low and high price in product portfolio
always yield positive attractiveness, which verifies
the extremeness aversion effect of consumer’ s
compromise behavior. It the price gap between the
lowest and the second lowest product is high, the
extremeness aversion effect and compromise effect
does not exist; consumers will then chose the lowest
price product. The results present important
applications for manager in manage the product
portfolio of various product lines.
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1. "Autologistic Models Of Cross-Selling Patterns On New Product's Organic Growth," with
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8th Global Marketing Dynamics Conference (06/22/2011)

The 2011 conference theme is Transformative Marketing, which explores not only the
classical role of Marketing to transform commodities (cars, detergents) into brands (BMW,
Surf), but also its modern role to transform customers, communications, co-creation,
collaboration, and communities. The con-sponsors of this conference include Marketing
Science Institute; University of California Davis (Graduate School of Management); Center
for Excellence in Brand & Customer Management (CEBCM) at the Robinson College of
Business at Georgia State University; and China India Consumer Insights (CICI) Program
at Yale Center for Customer Insights. Our paper is scheduled at the “New product Diffusion”
session, along with “Econometric Methods” and “Durable Goods Marketing” sessions. Most
presented papers are technical or so called marketing modeling school that is dominated
by many Indian scholars including, Pradeep Chintagunta (U Chicago), Oded Netzer
(Columbia U) ,Gerard Tellis (USC), V. Kumar (GSU), Vish Krishnan (UC San Diego), and
Ram Rao (UT Dallas) That | know of. This might be the reason this conference is held in
India. The editor-in-chief of Marketing Science, Steven Shugan (U Florida), has also shown
up and presented the paper titled, “Validating Dynamic and Other Model.” This is a mind-
boggling and truly wisdom searching conference. The forthcoming conference will be
hosted by Marnik Dekimpe at Tilburg University, Netherlands.
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Competition of Cross-Price Elasticity and Product Evolutionary Cycle
in the Single Brand Product Category

Abstract
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Abstract

This study focuses on the price competition among Alpha company’ s MP3 product
variants over the products evolutionary cycles. This study adopt multinomial-logit
market share attraction model to obtain cross price elasticities among MP3 products,
and to identify price variations of four separate line segments influenced by each
product’ s relative attractiveness. The results indicate product with relatively low and
high price in product portfolio always yield positive attractiveness, which verifies the
extremeness aversion effect of consumer’ s compromise behavior. It the price gap
between the lowest and the second lowest product is high, the extremeness aversion
effect and compromise effect does not exist; consumers will then chose the lowest
price product. The results present important applications for manager in manage the
product portfolio of various product lines.
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FEE:  Marketing Dynamics Conference [mde2011jaipur@gmail.com] {588 Marketing Dynamics Conference [mde201 1 @ucdavis.cdu)
FEEM: 011545208 2I0= 4 856

Weie#:  ctang@mail.ncedutw

B Decision on MDC 2011 Abstract

Dear Ying Chan.

Congratulations! Your abstract titled. "Autologistic Models Of Cross Selling Patterns On New

Product's Organic Growth." has been accepted for presentation at the 8t Global Marketing Dynamics

Conference to be held at the Rambagh Palace Hotel in Jaipur. India from 95th 97th July. 2011. Please
forward this email to vour co authors. if applicable.

We need to schedule vour talk in the conference program. To this end. would you please register as

soon as possible. but definitely before May 15t 920117 To register. click here:
http//www.regonline.com/Regizster/Checkin.aspx?EventID=962566.

We want your visit to India to be memorable. So we have organized the optional Pre Conference Tour

(July 297 4 24th) please see http//www.gsm.ucdavis.edu/mde201Ipretour/ for itinerary and costs.
Briefly. we will pick you up at the Delhi airport on your arrival. book your hotels in Delhi and Agra.
provide airport transfer to the pre-booked hotel in Delhi and then. in the next two days. we will visit
the famous monuments like Taj Mahal. Agra Fort, Sikandra. and Fatehpur Sikri aleng the way to the
conference in Jaipur. If interested. you need to re gister for the Pre Conference Tour at the same time
vou register for the conference.

To further facilitate vour planning. we have provided more information on travel preparations (visas.
health. travel guides). cultural program (during the conference). < FONT color=#0000ff=hotel
accommodations (in Jaipur). and general conference. If you have additional questions. please feel free
to contact us (mdc2011@ucdavis.edu).

We look forward to welcoming you to India!
Warm regards.

Prasad Naik & Ashwin Aravindakshan
Co-chairs. MDC 2011.



1A R ke 42
8th Global Marketing Dynamics Conference (06/22/2011)

The 2011 conference theme is Transformative Marketing, which explores not only the
classical role of Marketing to transform commodities (cars, detergents) into brands (BMW,
Surf), but also its modern role to transform customers, communications, co-creation,
collaboration, and communities. The con-sponsors of this conference include Marketing
Science Institute; University of California Davis (Graduate School of Management); Center
for Excellence in Brand & Customer Management (CEBCM) at the Robinson College of
Business at Georgia State University; and China India Consumer Insights (CICI) Program
at Yale Center for Customer Insights. Our paper is scheduled at the “New product Diffusion”
session, along with “Econometric Methods” and “Durable Goods Marketing” sessions. Most
presented papers are technical or so called marketing modeling school that is dominated
by many Indian scholars including, Pradeep Chintagunta (U Chicago), Oded Netzer
(Columbia U) ,Gerard Tellis (USC), V. Kumar (GSU), Vish Krishnan (UC San Diego), and
Ram Rao (UT Dallas) That | know of. This might be the reason this conference is held in
India. The editor-in-chief of Marketing Science, Steven Shugan (U Florida), has also shown
up and presented the paper titled, “Validating Dynamic and Other Model.” This is a mind-
boggling and truly wisdom searching conference. The forthcoming conference will be
hosted by Marnik Dekimpe at Tilburg University, Netherlands.
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Overview

* This study employs the autologistic model in

analyzing spatio-temporal pattern of new product
development and 1ts trinsic growth.

* Keywords: product evolutionary cvcle, organic

growth, cross-price elasticity, compromise effect,
autologistic modeling

Overview

1. Product Evolutionary Cycle

PLC: tautology in deterministic & sequential stages
(Dhallaand Yuspeh, 1976; Hunt, 1976, 2010; Tellis and Crawford,
1981; Wind and Claycamp, 1976)

PEC: products are continually changing and evolving
(Chandrasekaran and Tellis, 2007; Holak and Tang, 1990; Norton and
Bass 1987; Tellis and Crawford, 1981)

r cladogenesis

_anagenesis
1 4
3




Overview

2. Organic Growth

Intrinsic (vs. Extrinsic) processes: metabolisms, niche/habitat
growth, epidemics, new product diffusion (self-limitation)

Interactive Marketing: up-selling, down-selling, cross-
selling (Kamakura et al. 2004; Li et al. 2005)

Shopping basket: cross-product categories (Ainslie and Rossi
1998; Macchanda et al. 1999; Seetharaman et al. 2003)

Ll

Overview

3. Compromise Effect

Extremeness Aversion: an adjacent non-dominated alternative

tends to increase the attractiveness of the alternative (Huber, Payne,
and Puto, 1982; Kiverz, Netzer, and Srinivasan, 2004; Simonson and Tversky, 1992)

Tradeoft Contrast: a new alternative can increase the
attractiveness of similar alternatives in the choice set.
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Relevant Research Streams

A. Spatial Science
- Spatial Statistics (Besag 1972, 1974, 1975):
topological, geometric, geographic characters

- Spatial Economics: location theory, regional
science, economic geography (Krugman 1991)

%
* * * * * * *
* (j%{) * * X % ¥ % X % %
* oo x x % %
*
First-order Second-order Third-order

10

Relevant Research Streams
B. Spatial Marketing

- Spatial Marketing: law of retail gravitation
(Reilly 1931). spatial retailing (Ingene 1984),
MDS mapping (DeSarbo and Wu 2001), auto-
logistic model (Bradlow et al. 2005 Russell
and Petersen 2000)

11




Relevant Research Streams
C. Spatial Competition

Cross-price elasticity structure, inter-brand
substitutability, multinomial logit modeling (MNL),
positioning map, hidden Markov model (Bucklin and
Srinivasan 1991; Cooper 1988; Kamakura and Russell
1989; Russell 1992; Netzer, Lattin, Srinivasan 2008)

l:(:f)xn. Bageaea © - “l Sagrmant 7
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Relevant Research Streams

D. Spatial Mapping on intra- inter- and cross-
price competition (Gonz alez-Benito1, Mart'inez-Ruiz
and Molla-Descals 2009)

4()

7 (J)= 2;'&;4 7

|{ .

b

S IV=| Byp= X s By | ()

\ =

a. Price varation in one brand can have different effects to price
variation in other brands (i.e., j —j =j — ).

b. Price of each brand can have different effects across competing
brands(i.e., j—j =j— ).

13
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Growth,” =’ with
Min-Hua Wu, 8th Global

Marketing Dynamics
Conference, Jaipur,
India, 25th-27th July,
2011.

2.7 What have Dbanks
done wrong? Configuring
the competitive
disadvantage of
banks,” with Fen-May
Liou, WASET (World
Academy of Science,
Engineering, and
Technology)
International
Conference, Paris,

France, June 2012.
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