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Abstract

Purpose — Marketing scholars have developed various types of mathematical models for describing marketing phenomenon,
because there is no single model comprehensive enough to incorporate all the relevant marketing phenomena. This study
tries to summarize the behavioral foundations and the mathematical derivations of the most widely used marketing models
and discusses their strategic implications. This study selected four representative marketing models: multinomial logit(MNL)
model, elimination-by-aspects(EBA) model, Hauser and Shugan model and Bass diffusion model. Especially, this study
focuses on Hauser and Shugan(1983)'s Defender model and discusses the model's behavioral foundation and its
implications.

Research design, data, and methodology - Of the four selected model, the multinomial logit model is selected as the basic
normative model and the other three models are described as descriptive models in contrast. Starting the discussion from
the multinomial logit model, this study explains what important strategic variables are incorporated in each of the four
models. The llA(independence of irrelevant alternatives) axiom and Luce choice model is also discussed in relation to the
multinomial logit model. The concept of ‘efficient frontier is discussed in relation to Hauser and Shugan’s model. Graphs and
tables are used to represent the key implications. No empirical study is included.

Results - The analyses of the mathematical marketing models are shown to be very useful in understanding the essence of
positioning strategy. The multinomial logit model implies the importance of increasing utility or consumer preference level.
The EBA model implies the importance of lowering the inter-brand similarity and dominating the competitors. Hauser and
Shugan model implies the importance of considering customer heterogeneity distribution in selecting the target market.
Conclusions - It is shown that the concepts of ‘efficient frontier is useful in understanding the effectiveness of positioning
strategy. Market positioning can be understood as occupying some place on the efficient frontier. The important strategic
implications can be summarized as follows: Always try to increase customer preference by providing what they value, and
differentiate from competing alternatives as much as possible. The best positioning strategy is to dominate all the
competitors and the worst is to be dominated by the competitors.
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RUCE 1983HE0| £7HE O] =22 1 FR8at ol 2
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9l A (300 A", A" & CHaat 2Lk

A ={jlisAand Ty; > i}
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<Figure 3> Competitive Relationship Among the Alternatives i, j,
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32. m8H A9l Jfgnt ZXINY & AAY E2

Hauser and Shugan Z¥& O[sfistn HE3H7| M=
HHE AIFOAM o XES0| Aot o =0 &8
T[E=Xof CHet SEO| ERsith MA 2K HHAO|A OofH
ME CHOHSO| dESHY L™ +=F oldel HRFES KHXISH
=X AHEEE o) 2K+ FHo| CHdst MESS LIEt
W= B2 ES0| §A4 2=of Ut 7HYsHRL ol &0l
M MESIX| 2ot MESS XLt 2

BoiAo| gojo] ot JHo| H()S MeEict 1
A
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<Figure 4> Z0| 9|2 253 YE{O| JHYO| AX[5HA &

Ct. Hauser and Shugan2 O|2{3t =MA0| X3t EEEE
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‘288 2 C'(efficient brand)2t2 X|ASIRUCE 7 |M &E
X Haicat ofd A CHotol| olshAM = X|HiZ|X| %US2S
O|O|StC} Hasuer and Shugan =Z0|A HA|Z|X|= QUKD
ol2fet 28X EWESO| LIEE Y A I =2 JHEKA
O|&9| ZR)2 ‘=8%X ZdA(efficient frontier)2t £E = QU
= Zi0|Ct Aol 7|8t0| &l= £7440| CHYSHAIH o2t A%
CHotSol YIKIE 2Kt HTAO| EHY == QKT 2Kt HH
£ Sof OIT ST 1 oyl XYoE BThE 4 UCk

7;; approaches ©o

. approaches 0

> Atttri. 1

<Figure 4> An Example of the Efficient Brands

(-rl-j is the slope of the line connecting the adjacent two points)
HHE 7t 28X BEMETL KB Chgel U2 SFA
7{0f SiCt.

minl90°, a;;.] > max[0°, a;;_] (40)

O|lAdE2 07t BE2EE WE I £, >07t &= &2 20|
57| = oiCh CHdst Mz E 718 AH[AHE & HOlk StLQ|
EH-5E AHX HTolME Z[19| Cjete® QIAML|X| Rdh=
oot AlFOIM dES 4= Q22 2Q0[sioh. BEAE MY
2 ZX|IMEe| JfE0| ER3A AHEBEHO|EZ =752(Won,
2013B), MEHDYN AHEX|O| O|F2 MUY= A+e= X
QQFCE Montgomery (2012)7F =21 ZA|(profit frontier)2t1 £
2z 82 o33 22X EHES0| YAt ZAME <|O|
St} CHE ZHEO|AM 0| HYSHH CHSnb 2o AIZo| Aet
Bo| & HJO| EXfE M 0|F2 7|E2E <Figure 5>2 Z0|
TN HHS 12719 YYo= L 5 ULt O|F 449 &
oo ME2E2 EdY XNME Cot ZTigg I o 40| YojLt=
XNE gz HE|S|E™ <Table 1>1} ZLCt.

Attri. 2
A
~ 1
\___\.. 5 9
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12 ™.
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<Figure 5> Division of the Multidimensional Space Where a New
Brand Can Enter (with the Existing Brands A and B)

<Table 1> The Analysis of the Competitive Relationship between
the Existing Alternatives and the New Entrant(C) in
Each Domain

Changes in the The Area Dl Explangtl_ons on
" the Competitive
Competitive where the . .
. ) Relationship between the
Relationship after New .
. . New Alternative (C) and
the Introduction of a | Alternative s .
. the Existing Alternatives
New Alternative (C) | Can Enter (A B)
1 C and B Jointly Dominate A
The New Alternative 5 C Dominates Only A
Do_ml_nates the C Dominates Both A and B
Existing
Alternatives(A, B) 10 C Dominates Only B
1" C and A Jointly Dominate B
The New Alternative 2 i’ Dﬁwsk ?2‘% 3 e @
Coexists with the SEvarke are
Existing Alternatives 6 C Draws Only a Portion of
(The Shaded Area A and B’s Market Shares
in -
) C Draws Only a Portion of
[Figure 5]) 2 B’s Market Share
3 C is Dominated by A
) C is Dominated by Both A
The New Alternative 4 and B
is Dominated by the - -
Existing Alternatives. 7 C is Dominated by A and
B Jointly
8 C is Dominated by B

Oiets Zte| X[HiEtA= OAHENME TR S AHF
H|O|Ct (Huber et al. 1982; Montgomery 1989). <Table 1>9|
O O 20| LIEILIRO| AMMZ CIt '3, 4, 7, '8 EHof
TISHH 7|ZEHE A, BO| QJof X|HIZ|O MESIK| Z5HA &
Ch G99 ‘30| T AMAZF2 A0l 2lsiA, &0 Tst MKFE
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2 BOj| 2lsiiM, ‘40 ZIUSH HR= & 250 2lshA X[HiEIC

At BE 0l= ot JIX[0f SfshAMEt X|HiEl= &S Huber et

al. (1982)2 H|CH&A X|Hlj(asymmetrical dominance)2tl X|

7| SHRUCE ‘7 HYE2 HREES| EH0M HO| =2l%[X|
o

—_—a—~

o
xob FE{2| X[B{O|CHWon, 2011). Of FHOM LMHF C=
Ao OfSHME, BO|l SlsiME XIHiEX| RSIAXIT At BO|
ol QfsiA XIEREZ| [HE0) O[3 CHOH HA| HH| Al
Me HEE 7Hsg0| 00|Ct. fLISH O] B9 C= Aft BE
Of= ot ZpX|2F AUCHH M = AAZ| WZO|Th. &4 1
2 SABte &H|AkE BE MEg AO|H(B > O > 4), £
28 Tk 2HZE AS MEE o7 mEo|ct
(A > C> B). 0|2t= HILHZ 1, ‘5 ‘9, 10, “11°9| A0
et UME2 7IE MESS AIHISH] W20 7|E et
A%t BE otLh, 52 = ZF AZOAM ARRERIA Eoh 382
Z [Figure 5]0 Ao EA|El 12749 AY = 2, ‘6, 12’2 EY
of TIYeh CHRHRE 7|E CietSdt SESHA =3, LiHX| 9
oAM= 7IE tietolut MZ2 et & StLtZE AIFOIM Al2t
XA et} olzist 2|0 2lsiA <Figure 4>1f Z0| 9|2 =
EHconcave)HEQ| 54 Yo Y MEFS0| LHEECE AE
oM HMES0|l ZdstH BRG0I FEI 7HH0l M= oF
of et of M2 L2z 50| Lottt

OPAE oM EX|AM S(positioning)O| 2t 2= AfAL H2H

EE MZOM ‘B2EY B2UER X2 BEF Ste 2E2=2
ofgfe == ALk o BHAIYS 22, off 40| =F
= 71 ZXNE EJA=LED H S8 A2 U4z
2EXQ HUET E[= AOICh 28H EME=Z X2 Y|
M= 7I1ES 28X FAE FloHE MES S0 7|
=o| m8H 2 8% 0[U2 2H

BHEES X[HisHOf SHC) B2
Z12te] ST e Sl 7|1FE 71&e FAE FOEHSI2EMN
7tset Z{0|CHTellis & Golder, 2001). 1222 ZX|MYO|Zt
U3 o2 Elh= 0| ofLzt X[&£H HALE ARe| 28
X 4AE H57te W2t 2 = Ut thed| T &4
O A ZEXIECH s A2 AFOIM WESHT| 23 BEX
10| OfL|C}. O£ E0{, <Figure 5>0|A EY ‘70 f/X|at =2
HEQo|l 22 AWM EdceRrt EF £-0M /E KX[Gtn
UX[DH AH|XFEOf| 2l MEHE|X| =Lt XpAF HHET} Hi
EAl 8% EHMETL Zojofft P FOl FRES X
o QUCL ZHEHQl 2EoM HIjMe R 280 &2 HEL
280| W2 HE0|2t= 7fE2 Hauser and Shuganl| ¥
OlM= & 20l ZX| RotCh B8 MZA|Z0| ofC|Ltoy|
2tM /80| 28&l= Aotk § E2 HE0l § =2 R
=2 XX[gt= ZA0| otLzt o 2 AtEE0| oSt ME
O] @ =2 {85 XX|StCt. Hauser and Shugan 232
TEXMOZ Luce2YE =2 MNLEHE £ OfL|2} SAME &1t
ok tdeh = QY| UH20| O EZZMQl ZHolztn & =
ULCE Jefut 24 =9 of{a & o] 7HX| aAE Mo
A Hlojy Ao 42| g8&X= AUCL & o wd
FO|HM HEIIsT Zdg DtE= A2 £40| 371 Ol&el

AEfo| ZHOl XM AISt=

ror
o
m

320z HEE = AUes YutH
AEE A|ZE|0jOF & Z4O|Ct.

O|MIZFR| A7Hst MNL 2y &MYEXAH 2d, 2o
Hauser and Shugan 20| 7tX|1 Q/Ues EX|MY 2 A|AL
HE da2lotH 2t 2ot

<Table 2> Summary of the Marketing Models Discussed in the
Study and the Positioning-Related Implications

Model I .
Classification Models Positioning-Related Implications
. Utility .
Basic Maximization |~ Provide the Value that Customers
: aximization
Normative Model Want.
Models (MNL Model) (Increase the Customer Preference.)
- Differentiate from the Competitors.
Models L :
) (Decrease the Similarity with the
Incorporating : )
L Competing Products by Increasing
the Similarity .
Unique Features.)
Effect . .
- Dominate the Competing Products.
(EBA Model, o
GEBA Model)|” Increase the Category Ffrototypwahty.
- Use the ‘Decoy Brand’ if Necessary.
- Analyze the Customer
o Heterogeneity, and Determine the
Descriptive Target Sub-market to Gain
Models Models Competitive Advantage.
Incorporating |- Try to Enter the Sub-market as
Customer Large as Possible, but Avoid the
Heterogeneity | Market where There are Two Many
(Hauser and | Competitors.
Shugan |- Dominate the Competitors, but First
Model) Avoid Being Dominated by the
Competitors.
- Watch Out for the ‘Joint Dominance.’
- Be an ‘Efficient Brand.’

AZoiM 28 BAE B0l 2HAIFH Lotrts Aol
7|gel Froor & HEY geo|nd, 1240 & EXME H
gfo| aiyol2tn & + 71Ee 28y BAE =SS5
Xote 7|g2 2Fet ARES AX[oHA| Rotn ~EECE 1
2Lt 71E ME=2l SHAE St i ®MES AIZO
EAGIEEE AH|AHSO0| OAE XSt +83=0| K=
AlZto] ZRsirt. J2feh MANF SHito] 2Rt AlZts AL
K| Rot= 7|92 Al AZOIM Ri2| HX| ZoHA Ett HZF
o ZXINE g0 UM ol2fet AlMF =Htugo| Chet
=27t 235170, O[oX|= FoM= oot 2HE ZHO
Basso| MA|Z SHitEZHS DX = AT1GHCL

4. BassQ| MHZESH 2H
4.1. BassQ| MA|E B H

FE 2| 28Ee UME StEYQl Basso| =ity
HUHZFO0| EAlE o= OjE0| S7tE07t= IFE0) tiSt &
= B2 U= ZYoIch YoM =2t BHS2 F2 o™ of
AIFol £4 oiets dEY =tEs CfRD QU0 UNE =
A 2H2 A SEO| WE oiEo|Lt ME=tEo| HotE
=437 2ot ZYO[Ct. 2ref AB|X MFo| 280 et
2t FOjelArEEE o, O =80| HotK| WL XM Ee
OHE0| 43 S7t=le ol Ldg = Btk AAE +
OixtzE 23 =+ A= UAHS =2 2ZHo| East 0|fs

et rjo

AN
&2 olgo] CH2 ¥&eol, 02 S0 Mz word-of-
mouth) 52| Al etale LEtd 4 Qe 2Ho| T
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sta, HREE Ao, AEE U = US #
TOiHE2 AHAlel FOHE o A ez
F(Simonson, 1989).

HY ME AI’“OHH (AHE EA0|Z) AIE tTEX] OfH AH]|
A7F AMHES FOIRES HES s F(H)Z2 LIENE £
ULt TPFSERE t7} 91’é!¢-. F(t)= 10 7P7HIILE1I 0l
= BEAE e ZE AH|Ats = AMNES FoisHA &
Zo|gtn 7pdstD Q17| W2o|ch F(¢+) O/ n:| st
2 f(E & 2 U=, f(H)s EF A o 2H|XEZE K|
E2 FoOjg g50lct F(HE ™3| BN 22l ME
2 defol g4 L(t)E 718e £ ded Lt)Es 2K}
MHEO| EAE O]% tAI7F0I SE ANFo HiKES =8
stE0|Ch L(t) & ZUE SE2AM 2H|XPF t A Hri ™
TR 3 MES FOSHK| KTt A[-O| E|0{MOF HES T
ojet =52 o|0|otct. StEH2 AH|X7L X HHEFOE
St= HOIEHCH= Mo of It FASHAHL =2 0% 7
Mo =718 #= HME, RSk 52 7t 59 WK
(durable goods) ME2| =2E O|Fst=0 Hgst ZHo|Ct
Hlo|= HMz|of wat L(t) S AAtstH crear 2ok

[ 20|C}t AIRIES CIE AIZHEQ| JOIE EdiM I HEH
2 OtL|2} Ol
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o
H
2 & W o

rot rulo N
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L(t) =Pr(tA1 - oll 7 3 | ¢ — 174 -l 8h4] &)
_ Pr(tflﬁ}x]lg TFufElA &L N A A ]:F'UH?;S:Y)
a Pr(t— 1A A7MA] FwahA] <)
Pr(¢A1 5ol 7-mf 31)

 Pr(e— A TS € ) “n

AAN)E HEUCTR(F(1))d HESEZ(F(L)E LIEHY
M CHE2o| Al(45)2 ZCt (f)'— TN 0 =t AI-DK| +
Ofst DZHE9| & H|E0 | SHIOE0|H, f(t)= H1AIENX|
TONSHKA] A2 DMS F tAIFO| FOiSHs DZHS2| H[ZO|Ct
__J@®)

L(t) 71_17(” (42)
Bass7} MAISH ARIZE St BHE AMHES AH|XZ} POYS}
=0 g2 0X= Q22 3A F K2 2FS0 KAl

SCt 3t 7KK BN Ja0l s Al ZKinnovation effect)
O|T L2 8 7}X|= QX sk2i0l ks Ikimitation
effect)0|C}t. Bass REOA= HASIE p2 ZHIZINE 2
LIEHEHCE Bass7b 119 ZHE % i LIEFL DR HE A2 &
HIXF TOjo| dgks F&= Q20| WEMHME ST (Y
2t FHURIERZ) F 7K 2 P22

ATk

A@43)0IN N2 BHAIE Lol ’5 DA market
potentlal)E LIEILT, Ol E&& ATt %%‘7312?_ A
ES TOisHA 2 Ho= ISt Ni)E t A-TIR| A
EZg Jojst DZE9| £0|C} pQt g= ZtZt &Al(innovation)
A9t ZHK(imitation)H|=~E LtEHHCE Ol siAMSHAIH pt
CHE AEECl g2 X §a SXEQ HHo=Z *'Xﬂ

TOS=E S5 LIEHLY I’%* 0|2t nE S, EHsE'H
Hof olgt FOIE 2lOIstch q= CHE AMSO| Bo| Foig
& O FOi=E0| 0K Y& LIEHHD], =t 2
o 7of Fetel LN FerAg oojpicy. N(t) = NF(t)o|n
ot t A-o MBS POjSHe AHIXFES] ARl n(t)
= Nf(t)e=M EF AI"* tof Fofet ArEtEel ==0Itt Of
B2 Offet 2 7|2 SA0| ZEEICKA 44, 45, 46). O|=
AIE oM HZE2 EHOjE oFdt= 7|= 34/0] &Lt
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nJan

n(t) =pN+(g—p) N(t) — = [N(t)]? (44)

f@t) =p+(qg—p)F(t) —q(F(t))*
=((p+*/p)le "/ ((¢/p)e” PT9" +1)?] (45)
F(t) =(1—e ') /(14 (p/g)e ' #*?) (46)

o QI [9

me ZWo=Z LIEILH EZA|REA 2 (market  potential)O| 1,
S(t) = t AIEoMQ of=olatH, S(t)& cheel Al @n)at 2
o LtEfd = QUck Y(t)& tAIENRIQ] FHojzo|ct
(S(H) =mf(t); Y(t) =mF(t)). £5 DAL} S THop
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<Figure 6> The Internal and External Effects on New Product
Adoption According to the Bass Model



Jee-Sung Won / Journal of Distribution Science 14-11 (2016) 61-73 71

OAe 2¥e O 9470 ojEo|Lt HReE & MY o
ool 0jXl= geES ool YElE HOojFT| Qo) 2&EC
SO DfEO|Lt HRE S THHFs 25| JILEX]|
20 o= FE =Fo|Mde=E JIHE £ 97 MEo| £33
Sotot= Myets, 2O%, X 52 (B a0 =
otEl EME Felstis) &8E|7| of#ECh d2jM EX|AE
St $=™El X|$=(modified exponential) 4=, Bass ZH,
Gompertz 23, ADBUDG L&(Litle, 1979) S0| ZREIC}
1O 3 MEEQ| sn BHUEL|OjME HIZE Hejs 2o S-

—_

SME 7HX|C2tE BassQ| 20| AAFHO| DA EH &
At 7ty FeE7| W2 7HY 2| 28ECt Basso| 2t
22 F He| SEet ZP(special cases)S 7HEICE K R
£ 0=02! ZeoH o] FP Bass Y2 X =Y

(exponential distribution)0| E=IC} X|&= ZHe O E ZEat
i 250 8%l X|4=(modified exponential) 2O0|2}10
StCHLilien & Rangaswamy, 2005). X|+=2H0A= DS
(hazard rate)0| &==(p)O|C}. O|H2 2HIXPZ} HMES MEo}
=0 AOAM o]0 Aot 2 ARNSO0| FOR=7Ht T3

o

FS OKX| Y FLE UEUCL 5, PHED 59| Y

50| 90| @ QXQl Y@M S)0f oYefMEt Poj
Shs 29 LIERCE

f(t)

= 48

) P 49)

OI71A2] A% pi YA =OlEIUE MNL B3 S3t ZHo| 7

QXN MO YS FE HZO FYUOER B &

= =
ACk o3t FP TNABEE(-XIOB)E CH2d ze
HEIS JHRCHa Yol 4.

F(t) = [l —exp(—at)] (49)
5 N E2st 42+ p=0Q 4224 0] 420 Bass
0 =

02 ZX|AEl(logistic) Z&O0| =
A8 DY X 2Yo| S92 Xglvh B¥YS & £ ULk

SXAE 840 Y2O0ls S(hazard rate)0] 2F T
AL 2}

OfZ(F(1)0ilZt Hl2sto] S7etCHA! (50)). Of

=0| 27 CIE AMEE2| Fojoot gaks 2, AA
= E7to| 7|=siM e FofeIAEEE

E2X|AEl &40| HEf= Basse| ZdI Q

ENZH O theshr| 2o ANE 2t F=FokeH g8y
7= BCE 2L} AH|XRSO| o[AMAE I #HAE O|EN St
o| ofsty| 20| Bass 20| O MZELCL OE S0, B
X|AE gtg=0| 22 HIE O2izo| YEf= Bass 2¥ut Hlx
SHX|TH CHE AMEMEQ| FOH7F ME Qe X7|0= Off= +
ojgr = QICH= QOjE E7| ME0| FoI7t =7 FOiE
Al = e OE 27t 2Q5l0h= O|EX SHAEEZ 7HA|
I QJCH

X
lo

)
ol (50)
SXAE B OIS 22 HE|S JHECHbE Yol 44

1

Ft)= 1+exp(—bt)

22 Bass7t MA|gH ZHO|M= AlZte] SE0| WE FHOj
2ol BTk LIEILHQI D OHAE M=o g 52 ZtsIX|
IUCE 2Lt Ol W2 =& IFE0| SESI0 OtAE
£=2 Bass IH0| ZETA|F|HE AEE S}QUCHHorsky &
Simon, 1983; Horsky, 1990; Bass, 1980; Bass et al., 2000;
Kalish, 1985; Robinson & Lakhani, 1975). 0|% Horsky and

Simon(1983) RS AJWSIH Ct21} ZCh
S(t) =la+Bin (A(t) +q¥Y{t—1)]lm — ¥(t)] (52)

A(t) : tAIRol 2o

B : =D Bay

Y(t) @ tAIEIR|Q] SROlE
S(t) : tAIHoIA oz

m : AIEFEREE

s DOl Ofaf JHX O waS0| EEEE A Al
HE 2 7130 Tg FHXE wit

E =i oy M g¥ziol 7t
7

OAE2 OFE7E MSsts 4PO| ME 2H|RRS| HHESS
B |

g7t B120|Ch OO Pots HASo| oHo)s
At oImEZo| HAO| YOD, Olzfet WAL 345 s
BAZ FABAIE 20| Jhselct BHE HOlES SefA
D42 Y & QICIE JKE BT oAZEE =otE
& 92 Zolct. JeiLt X WElo| Cio|EE RO7| HE
0% SO2 1A YBEIX| RelCitE DHO| i OfsHE

SollA OtAE Hatof| CHeM HCF MAZE Q! o|si7t 7HsSICt.
DHE ZOlofM O|20| YNEln 2Ho| S-SHEo| w2t o
O|E{0] CHEt MYH2 =OIX|X|TH OBtE £7| 2HO| 7HX|1
U= EhETh2 ARRtEICHL =2 CHgt ROoRojA EME0R =2
Ol ez ASE|HAM =7 ng FYoM JHESH= W
50| FA[0f O|2X A Aol 23[3{ Aetr|7|= BiCt Ot
AE 2OME ZHEEO| LME|HM 233 RHol A
(prototype)O| ZHA|: QUJUE 0| U= SEU CHEH ZFE
Sl= ofo[z{Lst Yol YojLtn QU= Zo|Ct ol EXE
ost7| fsiMe= 2-ol 7|2 ZHEol Cigt o7t Oie =582
sich & dAFolM= D" It e 2R ™SO0
CHshA 7|2 P8t Sz SO sl n&Sta 2HEEl Al
AEE EelSHRALE.

MNL 22 IIAQAD 25X 2830t 20| 7|xst0]
LME Yoz M HE 280 Cfoh AH[XF QMo S22
‘o] EXfgrg 7Hgstct. 2Lt 280 SEAel RES =Y
SEN AYERES =Y = Ul 71282 AMNEE WS
oot SMYUNA Y2 YN S AHetE 42 3ol 7t
A AS+E FFES =9 = USS AAfRICE 22|
Hauser and Shugan 282 AH|X} F|gko| Ex 5 2ofof M
FESZ UZY = USE AARICEL JHE AHIXFES FEO|
o
=

HBEO U= AlFO FYetozn HRE2 =2 + UK/



72 Jee-Sung Won / Journal of Distribution Science 14-11 (2016) 61-73

2 AUAS0| HEY POl 12 AFo=
| Basso| Bt RHS DYX FIIS I
SlBt AlFOl 2 TYSts 2Ol KRS Al

og)

oot

Ze 0pilE HNOjRtE CHYY WEjZ ot EHO| ts

SICk. Ol2f3t ClYet HEo| BHSS MU J|TER BII

of JbE erarElel Hefo| RYe MuE g =0,

2ol 7|gi0| gl HERE O[20| Ukt EfESI}, Bo|
I

So1m JPgo| galxelst, Melst, dHE S e Yoo o
St HANOE SiZElLrt, SN SEES T2 A
Of HAT YTt F o YelE RWOE B IHSHI S

O Ozt HIP7|E0| € == UACE 2H[XHe| O]EH:2 MNL
FHOM £4F2E 25 S¢f ggg 2 AL, 2 FF
oM A7lst HEQF ZH0| Hause and Shugan?| RHOZT L}
Bt & QACE |FARE 20F GA| MNL 22 HHAIA g
g = 0, EBA ZHES SoiA Htde = Aok 2 AT
M 2705ts 22 &H[AF O|2Y, fAME 21 7 8=nt
S OHAIENA 7HY 325 #oS0M 2 Bles9 9
Ddoz LIEtH off| 71X HElel EHE T 71 S5,

References

Bass, F. M. (1969). A New Product Growth Model for
Consumer Durables. Management Science, 15(4),
216-227.

Bass, F. M. (1980). The Relationship Between Diffusion
Rates, Experience Curves, and Demand Elasticities
for Consumer Durable Technological Innovations.
Journal of Business, 53(3), 51-67.

Bass, F. M., Jain, D., & Krishnan, T. (2000). Modeling the
Marketing-Mix Influence in New-Product Diffusion. In
V. Mahajan, E. Muller & Y. Wind(eds.), New-Product
Diffusion Models, Boston, MA.: Kluwer Academic
Publishers.

Carpenter, G. S., & Nakamoto, K. (1989). Consumer
Preference Formation and Pioneering Advantage.
Journal of Marketing Research, 26(3), 285-298.

Chernev, A. (1997). The Effect of Common Features on
Brand Choice: Moderating Role of Attribute
Importance. Journal of Consumer Research. 23(4),
304-311.

Chernev, A. (2001). The Impact of Common Features on
Consumer Preferences: A Case of Confirmatory
Reasoning. Journal of Consumer Research, 27(4),
475-488.

Debreu, G. (1960). Review of R. D. Luce, Individual
Choice Behavior: A Theoretical Analysis. American
Economic Review, 50, 186-188.

s ZHOEtD MAF EEHSHE
7Y ZOFOfA EEE|Of2 Of% Chef
SOIM I3 YRET HEFHoz &I ZX|M
AEE FalYok= FHolM 2 e7el SHAFOo| EXHeot
HAMXOZ =0O|El Hauser and Shugan Z&2 TAX
O] O MeHEel 2¥o|7| o X HMZol ZX|IAM
Mot=0 g8%7| ojg@tts SAIFO| ALk

OE 2Ho| 71y S5t aasior & ¢
= It RAMY, 2HIXF O|ZY, 2|1 AfeH
AHBZHE SO|Ch RS £ 22
M S5 LCHROX= 2802t HSH?Q

of

b =

= 0%
Of ojm

38 ox
o
aro

or ro

- {0

B H ogt

b

r
mjo mt Jm & ok min

A oo O > min mjo A
oC

oo

>
rir
1Y fot

082
oo

M ot

-||> 1

Il o
=L

0% kI re
M>mx foom klof 2 hr oo M 2

0 0
>

r

ro
els
Bl
rir
=
alm
mujn
ie)
inl
rhr
rQ
-
rr
oX
>
_0'1-
X
ro
=1
OoE
i)
o
o2t
B

=

Ao wrelole J|eH nEe Ay o
Heyo| ofeld Y 2uHoz dE 4 Uss
QITh £ QROIAE ChS W2 wHS #stn 9l
o 713l AIAPYE Fgetn, olS0| thmsta
S2 2gsio] oY mrMLol S o
A} SIS0l O|Z0fX|D gle gine
Aitg ZolL gint YozE KMoz
{0/ch. B30l= S EXINY G0 chek A
O XZEO{A OfiF HASI} ADH} AFOIA 2utso
2 EXHY E0| USTHE B 4+ Uk KE A% 59
%177} 0|0 FoF & Zo|ct

oN H
DRl
oo %

S

_,_

ogt
re M
4>
8 Jetzorir
ot 4
0% == oy

i
>

o
m
<

oF TN

N

2 HooR et o
Ot
== 5
>

2

Guadagni, P. M., & Little, J. D. C. Little (1983). A Logit
Model of Brand Choice Calibrated on Scanner Data.
Marketing Science, 2(3), 203-238.

Hauser, J. R., & Shugan, S. M. (1983). Defensive
Marketing  Strategies. Marketing  Science, 2(4),
319-360.

Horsky, D. (1990). The Effects of Income, Price and
Information on the Diffusion of New Consumer
Durables. Marketing Science, 9(4), 342-365.

Horsky, D., & Simon, L. S. (1983). Advertising and the
Diffusion of New Products. Marketing Science, 2(1),
1-18.

Huber, J., Payne, J. W., & Puto, C. (1982). Adding
Asymmetrically Dominated Alternatives: Violations of
Regularity and Similarity Hypothesis. Journal of
Consumer Research, 9(1), 90-98.

Kalish, S. (1985). A New Product Adoption Model with
Pricing, Advertising, and Uncertainty. Management
Science, 31, 1569-1585.

Krantz, D. H. (1967). Rational Distance Functions for
Multidimensional Scaling. Journal of Mathematical
Psychology, 4(2), 226-245.

Lilien, G. L., Kotler, P., & Moorthy, K. S. (1992). Marketing
Models. Englewood Cliffs, NJ.: Prentice Hall.

Lilien, G. L., & Rangaswamy A. (2005). Marketing



Jee-Sung Won / Journal of Distribution Science 14-11 (2016) 61-73 73

Engineering: Computed-Assisted Marketing Analysis
and Planning(2nd), New Jersey: Prentice Hall.

Little, J. D. C. (1979). Aggregate Advertising Models: The
State of the Art. Operations Research, 27(4),
629-667.

Little, J. D. C. (1970). Models and Managers: The
Concept of a Decision Calculus. Management
Science, 16(8), B466-B485.

Louviere, J., Hensher, D. A., & Swait, J. D. (2000). Stated
Choice Methods: Analysis and Application, Cambridge,
UK: Cambridge University Press.

Luce, R. D. (1959). Individual Choice Behavior: A
Theoretical Analysis. New York: John Wiley & Sons.

Marschak, J. (1960). Binary Choice Constraints on
Random Utility Indicators. in K. Arrow, Stanford
Symposium of Mathematical Methods in the Social
Sciences, Stanford: Standford University Press.

McFadden, D. (1973). Conditional Logit Analysis of
Qualitative Choice Behavior. in P. Zarembka,
Frontiers in Econometrics Applications, Cambridge,
Mass.: MIT Press.

Montgomery, H. (1989). From Cognition to Action: The
Search for Dominance in Decision Making. in H.
Montgomery & O. Svenson (eds.), Process and
Structure in Human Decision Making, New York:
Wiley.

Montgomery, C. A. (2012). The Strategist: Be the Leader
Your Business Needs, Harper Collins Publishers.

Restle, R. (1961). Psychology of Judgment and Choice,
New York: Wiley.

Robinson, B., & Lakhani C. (1975). Dynamic Price Models
for New Product Planning. Management Science,
21(10), 1113-1122.

Rooderkerk, R. P., Van Heerde, H. J., & Bijmolt, T. H. A.
(2011). Incorporating Context Effects into a Choice
Model. Journal of Marketing Research, 48(4),
767-780.

Rosch E., & Mervis, C. B. (1975). Family Resemblances:

Studies in the Internal Structure of Categories.
Cognitive Psychology, 7(5), 573-605.

Simonson, |. (1989). Choice Based on Reasons: The Case
of Attraction and Compromise Effects. Journal of
Consumer Research, 16(2), 158-174.

Tellis, J., & Golder, P. N. (2001), Will and Vision, New
York: McGraw-Hill.

Thurstone, L. L. (1927). A Law of Comparative Judgment.
Psychological Review, 34(4), 273-286.

Tversky, A. (1972). Elimination by Aspects: A Theory of
Choice, Psychological Review, 79(4), 281-299.
Usher, M., & McClelland, J. L. (2004). Loss Aversion and
Inhibition in Dynamical Models of Multialternative

Choice. Psychological Review, 111(3), 757-769.

Veryzer, R. W., & Hutchinson, J. W. (1998). The influence
of Unity and Prototypicality on Aethetic Responses
to New Product Design. Journal of Consumer
Research, 24(4), 374-394.

Won, E. J. S. (2012). A Theoretical Investigation on the
Attraction Effect Using the Elimination-by-Aspects
Model Incorporating Higher Preference for Shared
Features. Journal of Mathematical Psychology, 56(5),
386-391.

Won, J. S. (2011). A Theoretical Investigation on the
Effects of Dominance and Survival Probabilities on
the Brands’ Market Shares. Journal of Commodity
Science and Technology, 29(4), 19-32.

Won, J. S. (2013A). A Critical Review on Behavioral
Economics with a Focus on Prospect Theory and
EBA Model. Journal of Distribution Science, 11(5),
63-76.

Won, J. S. (2013B). Comparative Analyses of Mass
Marketing and Target Marketing Based on Price
Elasticity and Production Cost. Journal of Distribution
Science, 11(4), 61-72.

Won, J. S. (2014). Analysis of the Concept of Positioning
from the Perspective of Behavioral Economics.
Journal of Product Research, 32(5), 157-177.





