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A Study on Empirical Validity of Shared Beliefs of Marketing Strategy
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The empirical validity of “ conventions” shared bﬁ practitioners and
researchers on marketing strategy is examined through quantitative research using real data and
analysis by simulation under hypothetical conditions. In the quantitative research, various methods
such as discrete-continuous choice models, complex Hilbert principal component analysis, latent
class analysis, and structural estimation were applied to purchase history data in the Japanese beer
market, and some important findings were obtained on the validity of the conventions regarding new
product introductions and marketing mixes. In addition, the validity of conventions in segmentation
and targeting was examined by applying agent-based modeling for new product introduction strategies.
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4.0 .05 .00 .00 .00 .00 .00 .00 154 4 4
5.0 .05 .00 .00 .00 .00 .00 .00 104 4 4
6.0 .05 .00 .00 .00 .00 .00 .00 54 4 4
7.0 .05 .00 .00 .00 .00 .00 .00 4 4 4
8.0 .00 .00 .00 .00 .00 .00 .00 4 4 4 4 4
: Hub-seeding is best; : Random-seeding is best; Else: No seeding is best.

A: the constant of seeding cost per seed; &: the degree-dependent cost;
G = 4: small-world network; G = 10: quasi-scale-free network.
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