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Jain DC, Vilcassim NJ, Chintagunta PK (1994). “A Random-Coefficients Logit Brand-Choice Model Applied to Panel Data.” Journal of Business &
Economic Statistics, 12(3), 317-328.
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m*ﬁ(prices of all brands in the product category) '@o\‘
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library(mlogit)

library(flexmix)

data("Catsup", package = "mlogit")

Catsup$t = seq_len(nrow(Catsup))

vnames = c("display", "feature", "price")

Cdata = reshape(Catsup,idvar = c("id", "t"), times = c("heinz41","heinz32","heinz28","hunts32"),
timevar = "brand", varying = matrix(colnames(Catsup)[2:13], nrow = 3, byrow = TRUE),
v.names = vnames, direction = "long")

Cdata$choice = with(Cdata, choice == brand)

Cdata = Cdata[, c¢("id", "choice", "t", vnames, "brand")]

Cdata$brand <- relevel(factor(Cdata$brand), "heinz32")

set.seed(1234)

m?2 = flexmix(choice ~ display + feature + price + brand | id, model = FLXMRcondlogit(strata = ~ t), data = Cdata,

k=2)

Summary(m2)

parameters(m2)

m2_results = refit(m2) HRBDIEERRE BT LEED, HHEBHELAMNDIDTEER

summary(m?2_results)

plot(m2_results)
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BT 1 2 3 4 5 6 7 8 9
MYHAE 2517 2252 2129 -2066 -2041 -2030 -2025 -2019 -2019

AIC 5047 4531 4298 4187 4150 4140 4137 4134 4136
BIC 5091 4626 4445 4385 4399 4430 4458 4486 4487
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SComp.1 SComp.2
Estimate Std. Erro

Estimate Std. o value Pr(>|z])
dls;:‘a, 7 1 1 0 1

brandhunts32 -3.90526é

$Comp. 3

e Std.
display 0
feature
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'log Lik.' -2066.434 (df=27)
AIC: 4186.868 BIC: 4384.588
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BIANE S = 4 TORIRESR

.4 11 Display Feature Price Heinz28 Heinz41 Hunt’s 32
L2 40 % 1.77 * 0.81 * -1.41 % -0.51 * -1.32 % -3.91 *
vIAN2 31 % 1.43 * -2.55% 3.56 * 1.71 * -0.90 *
BIAN3 16 % 1.11 * -2.30* 0.82 * 0.34 *
BITA 13 % 1.02 * 1.61* 217 * 1.34 *
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