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The Practice and Impact of Marketing Science 

January 15 ï16, 2010

MIT

Cambridge, Massachusetts



Conference Overview

ÁHeld every two years

ÁReview and advance the state of marketing science

Á100 participants

ïHalf academics/Half Practitioners

ïHalf US/Half Non-US

ÁCo-sponsors

ïINFORMS Society on Marketing Science (ISMS)

ïMassachusetts Institute of Technology (MIT)

ïEuropean Marketing Academy (EMAC)

ïMarketing Science Institute (MSI)



Agenda 

ÁKeynote Address (Glen Urban, MIT)

ïDiscussant (John Little, MIT)

ïDiscussant (Gary Lilien, Penn State)

ÁSixth ISMS/MSI Practice Prize Competition 

ÁParallel Sessions 

ï15 over 2 day period

ï11 topics of interest to constituency



Viewing the 
Implementation of 
Marketing Models as 
Organizational 
Change

Glen L. Urban

Practice and Impact of Marketing Science Conference

January 15, 2010



OUTLINE

ÅProblem of continuing implementation, 
institutionalization, and cultural change

ÅThree cases ïPersonal experience

üASSESSOR (success)

ü Intel personal advisor (failure)

üWeb and advertising morphing (in process)

ÅRevised organizational change model

ÅLessons for Managers and Researchers

ÅDiscussants ïLittle and Lilien 



CHANGE PROCESS (Initial Model)
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SUCCESS: ASSESSOR

ÅPre-Market Forecasting of new frequently 
purchased products

ÅPriors ïBig Problem and SPRINTER too 
late ïneed pre-market read

ÅEntry ïCal Hodock (Director of Market 
Research) at Gillette

ÅProblem Finding ïGillette Deodorant

ÅModel Building Criteria ïDecision Calculus

ÅModel Building ïTrial/Repeat standard 
plus emerging Logit modeling 



ASSESSOR ðCONTINUED

ÅEstimation and fitting ïLaboratory measures 
and estimation of Trial/Repeat and Logit 
models (Al Silk)

ÅTracking ïValidation study 8 Gillette products 
ï44 pretest versus test-market predictions 
(Gerry Katz)





ASSESSOR ðCONTINUED

ÅContinuing Use ïPublication, Management 
Decision Systems, imitation by BASES and 
others ïOver 5,000 ASSESSOR tests in last 25 
years

ÅEvolution ïAdd trial repeat dynamics, conjoint 
ïExtend to durables ïautos and finally 
Information Acceleration

ÅCultural Change ïpre-market milestone for all 
new products



WHAT WORKED

ÅEarly managerial interface and advocate 

ÅImportant Problem ïpain point

ÅSimple but powerful model and measurement

ÅUnderstandable to prior managerial model

ÅValidation

ÅEasy implementation with outside firms ï
contracting accepted method ïFast and high 
benefit/cost

ÅLearning and evolution

ÅInstitutionalize the step into process of new 
product development ïñstandard practiceò



FAILURE: INTELôS ñROSAò 

ÅPriors ïtrust and virtual advisors (Trucktown)

ÅEntry Digital Business Center and Visionary head 
of IT R&D committee and project team 
(6 people)

ÅProblem Finding ïDownload Costs and Difficulty

ÅModel Development Criteria ïPersonal Advisor

ÅModel Building ïAI/IT Advisor 

ÅEstimation and fitting ïsimple data base 
structures ïmultiple experiments ïlearning
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Rosa (to reduce tele -center costs)
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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 
(assuming 100% selects wizard)

10,538

Additional successful downloads 
(with 33% selecting new wizard)

3,478

Saving per call averted $27.4

Total Saving per year $1.14M

If wizard made more salient 
(assuming 50% select wizard)

$1.73M

MANAGERIAL IMPLICATIONS

Savings for PC Camera downloads

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



ROSA CONTINUED

ÅTracking ïUse and reduce tele-center costs

ÅContinuing Use ïVisionary Left, team 
transfers, and Budget Priorities and NIH/turf 
battles ïRosa persists, but not widely 
implemented on other products

ÅEvolve ïUse in HR, but not IT continuing use 
ïRosa lived for 6 years



WHAT WORKED AND DID NOT

Å Worked

ü Team

ü Individuals on team gained visibility from MIT aura 

ü Persona was easy to understand

ü Multiple experiments

ü Rosa was implemented and worked (6 years)

ü HR Adoption by osmosis 

Å Did Not Work

ü Lost sponsor and top manager

ü Budget limits and staff transfers ïother priorities

ü Complexity of tracking on multiple servers ïdata 
problems

ü Territorial Interests ïFailure to get buy in at mid level

ü No continuing top management commitment to implement 
widely ïpeople and budgets lacking



CHANGE PROCESS (Revised Model)
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CONCLUSIONS 

Å Implementation is organizational/cultural change

ÅUse change process

ÅEnhancement of Process Model ïNew Emphasis 
on Cultural Change

ÅDiffusion ïpublish, consult, change agent firms, 
competition, and aim for establishing a new 
standard practice



Marketing Model Implementation Jan 2010 21

Gary L. Lilien

Comments on:  �³�,�P�S�O�H�P�H�Q�W�D�W�L�R�Q���R�I��
�0�D�U�N�H�W�L�Q�J���0�R�G�H�O�V�´

Better Mousetrap ?


