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Conference Overview

A Held every two years
A Review and advance the state of marketing science
A 100 participants
I Half academics/Half Practitioners
I Half US/Half Non-US
A Co-sponsors
I INFORMS Society on Marketing Science (ISMS)
I Massachusetts Institute of Technology (MIT)
I European Marketing Academy (EMAC)
I Marketing Science Institute (MSI)




Agenda

A Keynote Address (Glen Urban, MIT)

I Discussant (John Little, MIT)

I Discussant (Gary Lilien, Penn State)
A Sixth ISMS/MSI Practice Prize Competition
A Parallel Sessions

I 15 over 2 day period

I 11 topics of interest to constituency




Viewing the
Implementation of
Marketing Models as
Organizational
Change

Glen L. Urban
Practice and Impact of Marketing Science Conference
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OUTLINE

A Problem of continuing implementation,
Institutionalization, and cultural change

A Three casesi Personal experience
U ASSESSOR (success)
U Intel personal advisor (failure)
U Web and advertising morphing (in process)
A Revised organizational change model
A Lessons for Managers and Researchers
A Discussantsi Little and Lilien
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SUCCESS: ASSESSOR

A Pre-Market Forecasting of new frequently
purchased products

A Priorsi Big Problem and SPRINTER too
late T need pre-market read

A Entry 1 Cal Hodock (Director of Market
Research) at Gillette

A Problem Findingi Gillette Deodorant
A Model Building Criteriai Decision Calculus
A Model Buildingi Trial/Repeat standard

plus emerging Logit modeling /




ASSESSORA CONTINUED

A Estimation and fitting i Laboratory measures
and estimation of Trial/Repeat and Logit
models (Al Silk)

A Trackingi Validation study 8 Gillette products
I 44 pretest versus test-market predictions
(Gerry Katz)
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Figure 16.5 Comparison of Pretest-Market and Test-Market Shares (Urban and
Katz, 1983, p. 223; reprinted with permission)




ASSESSORO CONTINUED

A Continuing Usei Publication, Management
Decision Systems, imitation by BASES and
others T Over 5,000 ASSESSOR tests in last 25
years

A Evolutioni Add trial repeat dynamics, conjoint
I Extend to durables T autos and finally
Information Acceleration

A Cultural Changei pre-market milestone for all
new products




WHAT WORKED

A Early managerial interface and advocate

A Important Problem i pain point

A Simple but powerful model and measurement
A Understandable to prior managerial model

A Validation

A Easy implementation with outside firms i
contracting accepted method i Fast and high
benefit/cost

A Learning and evolution

A Institutionalize the step into process of new
product developmenti h st andar d
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A Priorsi trust and virtual advisors (Trucktown)

A Entry Digital Business Center and Visionary head
of IT R&D committee and project team
(6 people)
A Problem Findingi Download Costs and Difficulty
A Model Development Criteriai Personal Advisor
A Model Buildingi AI/IT Advisor

A Estimation and fitting i simple data base
structures T multiple experiments 1 learning
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MANAGERIAL IMPLICATIONS

Savings for PC Camera downloads

Visitors per month 1.5 Millions
Camera visitors (3.84%) 54,600
Successful downloads (assuming 66.0%) 36,036
Successful downloads (assuming 85.3%) 46,574
Additional successful downloads 10,538
(assuming 100% selects wizard)

Additional successful downloads 3,478
(with 33% selecting new wizard)

Saving per call averted $27.4
Total Saving per year $1.14M
If wizard made more salient $1.73M

(assuming 50% select wizard)

Note: Savings if wizard applied to all products: $29.7M
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ROSA CONTINUED

A Trackingi Use and reduce tele-center costs

A Continuing Usei Visionary Left, team
transfers, and Budget Priorities and NIH/turf
battles T Rosa persists, but not widely
Implemented on other products

A Evolvei Use in HR, but not IT continuing use
I Rosa lived for 6 years
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WHAT WORKED AND DID NOT

A Worked

0

cC: C: C: C:

0

Team

Individuals on team gained visibility from MIT aura
Persona was easy to understand

Multiple experiments

Rosa was implemented and worked (6 years)

HR Adoption by osmosis

A Did Not Work

u
o
o

Lost sponsor and top manager
Budget limits and staff transfers i other priorities

Complexity of tracking on multiple servers i data
problems

Territorial Interests 1 Failure to get buy in at mid level

No continuing top management commitment to implement
widely i people and budgets lacking
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CONCLUSIONS

A Implementation is organizational/cultural change
A Use change process

A Enhancement of Process Modeli New Emphasis
on Cultural Change

A Diffusion i publish, consult, change agent firms,
competition, and aim for establishing a new
standard practice
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«— Better Mousetrap ?

Gary L. Lilien




