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— P=T Tt TEHNINN: Xitj = [xitj1; ---:xitjP] BEOT=Y 55y kA JS5VEB TSVRC
ﬂ']: ﬁ*ﬁ (xitjp € R+) ADEEIR VitA VitB VitC
Bll: FALIbA=E M (x;,j, € {0,1}), BE
) T _ — ‘.A “
_ RIGIREATIY: b, = [bjo, by, ., bp] 7 FRADRIREE
— 7 VN (MfE: b Pr(Y, = A) = exp(Vica)
P71 SRBIREL BN T TN | OBRNEREE exp(Vica) + exp(Viep) + exp(Vicc)
_ _exp(Vita)
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“mlogit” ISV — BHEOVYMETIVICLBitETE
_ glﬁut/"\yh’ Nested uy\yh£7_-"}bt‘:&a)gg tﬁ&ﬁ Heinz 41 Heinz 32 Heinz 28 Hunt’s 32
Display .032 .099 .076 .045
[-- - — jd_‘_& 0) Feature .033 .065 .069 .046
#?v‘yja)ﬁﬁEET _aa)ﬁ*ﬁ gaﬁ%}ﬁg‘r% Price($/0z) .046 .031 .043 034
Jain DC, Vilcassim NJ, Chintagunta PK (1994). “A Random-Coefficients Logit Brand-Choice Model Applied to Panel Data.” Journal of Business &
Brand Share 6.5 % 52.1% 30.4 % 11.0 %

Economic Statistics, 12(3), 317-328.
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Kumakura & Russel, A Probabilistic Choice Model for Market Segmentation and Elasticity Structure, J. of Marketing Research 26(4) 1989
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LI AUBIET TURFAN 200 TB-CANT80FDEED T T FADZIRTERT5%
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BIANE S = 4 TOFER

AL Display Feature Price Heinz28 Heinz41 Hunt’s 32
B IAB 40 % 1.77 * 0.81 * -1.41* -0.51 * -1.32 * -3.91 *
'IA2 31 % 1.43 * -2.55%* 3.56 * 1.71 * -0.90 *
'IAN3 16 % 1.11 * -2.30 * 0.82 * 0.34 *
I A 13 % 1.02 * 1.61 * 2.17* 1.34 *

BIAUM : BOAZVERIAN, SEEITRTOR—T T IERH
EZ(CWEM. Heinz 32 D7 5K liED 50

BT AR 2BRICKEVET AUN, FIVLETFICHEEICR.
Heinz 28 D7 7 FMEEHABLY
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=N DRERET -2 D53 h
Allenby, Greg and Peter Rossi (1991), "Quality Perceptions and Asymmetric Switching Between Brands," Marketing Science 10, 185-205.
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Blue Bonnet® Fleischmann’s®

77 > FMffE 177 > FlfE
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House Brand® Generic®
177 > FEfE X7 7 > R ffE

Imperial ®
B3 77 > FlfE
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American Marketing Association(19374E8%3L. REDF )LD EE

M arketing is the activity, set of institutions, and processes for creating,
communicating, delivering, and exchanging offerings that have value for
customers, clients, partners, and society at large. (2017)

- =T ="HmERSHEA" P HRFTER LV OIEBOA TR T2

M arketing research is the function that links the consumer,
customer, and public to the marketer through information--information
used to identify and define marketing opportunities and problems; generate,

refine, and evaluate actions; monitor marketing performance; and improve
understanding of it as a process. (2017)
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— V=TT V—FOTOLRACENVTRER
“Information”X?“Knowledge 2 {827 DEAMN LT —2 2Tk

B =T T4 TV —FLi3? #2

American Marketing Association(19374E5%3L. KEDFER) LB EH

M, arketing research specifies the information required to address
these issues?, designs the method for collecting information?, manages
and implements the data collection process®, analyzes the results®, and

communicates the findings and their implications®.
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F —4: know-nothing, fFFEPES
1E3#R: know-what (who, where, how many, when)
58 know-how, IN2— R EHROES

M know-why, what to do,
why do, what is the best.
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