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MGT 3052 Marketing Theory II: Strategy

Winter 2004
The purpose of this course is to introduce Ph. D. students to the major streams of research in quantitative marketing strategy. It differs in at least two ways from the fall term offering: (1) whereas the earlier course focused on the consumer, here we will integrate consumer behavior with firm behavior. In almost everything we discuss in this term, the starting point will be a model of consumer behavior, but we won’t stop there, instead pushing the analysis to the next level, asking what the firm (or firms) would/should do in response to the consumer behavior. (2) Methodologically, this installment of Marketing Theory will be more analytical and mathematical. Assumptions will be stated explicitly and precisely (mathematically) and their implications for consumer and firm behavior derived logically.  

As the course title suggests, the focus of this course will be on theory. But for almost every topic we will also discuss briefly what we know about the topic empirically. One or two papers have been assigned for each topic for this purpose.

Students should come prepared each class to discuss the assigned papers. For each session, I have designated some readings as primary (the ones marked with an asterisk) and others as secondary. Class discussions will focus on the primary readings. The secondary readings are intended for future reference if you wish to pursue the topic in greater depth.

The course grade will be based on (1) class participation (10%), (2) homework assignments (40%), and (3) final examination (50%).
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 1 Preliminaries (January 6)

*EL, Chapter 1, Sections 1.1-1.3, 4.
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*d'Aspremont, C., J. J. Gabszewicz and J.-F. Thisse (1979), “On Hotelling's `Stability in Competition' Econometrica, 47 (September), 1145-1150.
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Hauser, J. (1988), “Competitive Price and Positioning Strategies,” Marketing Science, 7 (Winter), 76-91.

Vandenbosch, M. B. and C. B. Weinberg (1995), “Product and Price Competition in a Two-Dimensional Vertical Differentiation Model,” Marketing Science, 14, 224-249.
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*Jeuland, A. and S. Shugan (1983), “Managing Channel Profits,” Marketing Science, 2, 239-272.
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Kalyanaram, G. and G. Urban (1992), "Dynamic Effects of the Order of Entry on Market Share, Trial Penetration, and Repeat Purchases for Frequently Purchased Consumer Goods," Marketing Science, 11 (Summer), 235-250.

Carpenter, G. and K. Nakamoto (1989), "Consumer Preference Formation and Pioneering Advantage," Journal of Marketing Research, 26 (August), 1285-1298.
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*Moorthy, K. S. and I. Png (1992), “Market Segmentation, Cannibalization and the Timing of Product Introductions,” Management Science, 38, 307-324.
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Kalish, S. (1985), “A New Product Adoption Model with Price, Advertising, and Uncertainty,” Management Science, 31, 1569-1585.
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