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<219 2> Marginal Incremental Gains Over Overall Response

¥ Marginal Incremental Gains = (% marginal response / overall response -1) X 100.
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D el:irﬂs%f;up Database Model Rcel;g:) r:g" e Re‘?g(%:sg; §:1e
10 69.5 69.5 220.28
20 495 59.5 - 17419
30 38 52.3 141.01
40 26 45.7 110.60
50 14 394 8157
60 7 340 56.68
70 6.5 301 8.7
80 3 26.7 23.04
90 35 241 11.06

100 0.5 21.7 0.00
total 217
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<E 1 > dojgjdo]x~ 29 Gains Chart

¥ %Gains in Response due to model = (Cum % Response/Overall Response — 1) X 100.
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A9 20% A9 ¥4 %Responsed 59.5%°] 4.
Hkg- 219l 4 = 30,000 X 0.595 = 17,850.

Hl& / Whga} = 30,000 X 320 /17,850 = 538 (9).
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PFERE RgFE ddEDY F3 %Response2 21.7%°l
Hk8-zl9] 4 = 30,000 X 0.217 = 6510.

ul-g / ¥hgzk = 30,000 x 320 /6,510 = 1,474 (9).
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