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The first half of the courseis to introduce Bayesian methods. We discuss various
models of interest in marketing and illustrate how Bayesian can be applied to these
marketing models. We will also discuss the interface between empirical marketing
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and channel management, the empirical consumer behavior model, and social
influence/word of mouth.

The second half of the course focuses on the special topics, especially the latest
interests of the modern marketing models. The topics include search engine marketing,
survival analysis, coupon targetability, online promotions, and computational
advertising.
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The main goal of thecourse is to provide students with the necessary quantitative
skills to (a) read and criticizeresearch papers (b) conduct independent quantitative
research for dissertations
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Week 1-5: (Prof. Qingyi Huang)

Methodologies:
Week 1-3: Bayesian estimation for marketing models

- Bayesian Essentials and regression, Introduction to MCMC, Logit and Probit
example, Hierarchical linear model

Topics:

Week 4: Empirical models in channel
- Customer multichannel behavior, marketing strategies in multichannel management,
trade promotion, manufacturer & retailer interaction

Week5: Interface between empirical marketing and consumer behavior, Social
influence/Word of mouth

Week 6-10: Special Topics (Prof. Meng Su)

Week 6:

Topic: SURVIVAL ANALYSIS / COMPETING RISKS MODELS
Reading:

Gupta, Sunil. (1988), “Impact of sales promotions on when, what, and how much to



buy.”Journal of Marketing Research, 25 (4), 342-355.

Vilcassim, N.J., and Jain, D.C. (1991), “Modeling Purchase Timing and Brand Switching
Behavior Incorporating Explanatory Variables and unobserved Heterogeneity,” Journal
of Marketing Research, 28(1), 29-41.

Seetharaman, P.B., and Chintagunta, K. Pradeep, (2003), “The Proportional Hazard
Model for Purchase Timing: A Comparison of Alternative Specifications,” Journal of
Business & Economic Statistics, 21 (3), 368-382.

Week 7:
Topic: PROMOTION TARGETABILITY/PRICE DISCRIMINATION
Reading:

Zhang, Jie and LakshmanKrishnamurthi (2004). “Customizing Promotions in Online
Stores”, Marketing Science, 23 (4), 561-578.

Venkatesan, Rajkumar and Paul W. Farris (2011). “Measuring and Managing Returns
from Retailer-Customized Coupon Campaigns,” Journal of Marketing, forthcoming.

Cheng, Hsing Kenneth and KutsalDogan (2008). “Customer-Centric Marketing with
Internet Coupons,” Decision Support Systems, 44, 606-620.

Supplement:
Tellis, Gerard J. (1986). “Beyond the Many Faces of Price: An Integration of Pricing
Strategies,” Journal of Marketing, 50 (4), 146-160.

Su, Meng, Xiaona Zheng, and Luping Sun (2013).“Coupon Trading and Its Impact on
Consumer Purchase and Firm Profits”.Working paper.

Week 8- 9:

Topic: COMPUTATIONAL ADVERTISING

Reading:
Teaching material from Andrei Broder and VanjaJosifovski
1. Overview of Computational Advertising

Marketplace & Economics Considerations
Search Engine Marketing
Displayed Advertisement (Real time bidding)

Behavioral Targeting
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Recommender System

Supplement:



Ghose, A., S. Yang. 2009. An empirical analysis of search engine advertising:
Sponsored search in electronic markets. Management Science. 55(10) 1605-1620.

Week 10:
Topic: Review/Final Exam
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In each session, the classes consist of instructor’s lectures and student-led
presentations and discussions. The discussion of each topic will be based on a few
readings identified for the topic. In addition to covering an overview of a topic,
productive directions of future research on the topic and some ways of conducting
such future research will be indicated.
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Studentsare required touse the software package R.
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Related research papers will be provided as reading assignment.
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Participation in class discussion is important and each student is expected to
contribute.Please feel free to ask questions and to voice your ideas and opinions
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»  Attendance and Participation (25%)

»  Presentations (25%)
»  Final Exam (50%)



