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Macé, S. and Neslin, S.A. (2004). The Determinants of Pre- and Postpromo-

tion Dips in Frequently Purchased Goods. Journal of Marketing Research,
41(3), 324–338.

Maddala, G.S. (1983). Limited-dependent and Qualitative Variables in Econo-
metrics. Cambridge, UK: Cambridge University Press.

Maddox, K. and Krol, C. (2004). Marketers to Stress Customer Acquisition
in 2005. B to B, 89(15), 1.

Magidson, J. and Vermunt, J. (2002). Latent Class Models for Clustering: A
Comparison with K-means. Canadian Journal of Marketing Research, 20,
37–44.

Mahajan, V., Srinivasan, R., and Wind, J. (2002). The Dot.com Retail Fail-
ures of 2000: Were There Any Winners? Journal of the Academy of Mar-
keting Science, 30(4), 474–486.

Makridakis, S., Wheelwright, S., and McGee, V. (1983). Forecasting: Methods
and Applications. New York: Wiley.

Malhotra, N. (1993). Marketing Research: An Applied Orientation. Engle-
wood Cliffs, NJ: Prentice-Hall.

Malthouse, E. (2002). Performance-based Variable Selection for Scoring Mod-
els. Journal of Interactive Marketing, 16(4), 37–50.

Malthouse, E.C. and Blattberg, R.C. (2005). Can We Predict Customer Life-
time Value? Journal of Interactive Marketing, 19(1), 2–16.

Man, D. (1996). Answering Some Common Data Warehousing Questions.
Direct Marketing, 59(8), 12–14.

Manchanda, P., Ansari, A., and Gupta, S. (1999). The ‘Shopping Basket’: A
Model for Multicategory Purchase Incidence Decisions. Marketing Science,
18(2), 95–114.
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440

Logit model. See logistic regression

Log-linear model, 300, 301, 304

Looking Glass, 197, 207
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Loyal customer, 29, 33, 36, 37, 39, 43, 44,
272, 273, 280, 554, 575, 588, 653,
761, 800

Loyalty program. See frequency reward
program

M

Machine learning, 10, 11, 258, 285, 287,
401, 416, 424, 440, 465–492, 622,
625, 737

Market basket analysis (MBO)

item aggregation, 346, 347

virtual item, 348, 349

Market orientation, 33–34

Market segmentation, 444, 446, 470, 661

Market share strategy, 34

Marketing campaign. See campaign design

Marketing communication

interactive marketing
communication, 35

Marketing efficiency, 48, 49, 272, 691

Marketing mix model, 18, 740, 741

Marketing orientation. See market
orientation

Marketing productivity, 3, 4, 6, 7, 12,
13, 15–17, 19, 22, 23, 33, 45, 49, 245,
272

Marriott

Marriott’s Vacation Club, 16

Mass marketing, 7, 15, 16, 18, 246, 268,
508, 509, 715, 737

MasterCard, 212, 277

MCI, 68, 69, 193

Mean absolute error, 313, 314, 360

Mean squared error, 308, 313, 314, 490

Memory-based reasoning. See
instance-based learning

Mercedes, 499, 784

Mercer Management Consulting, 28

Merge-purge, 79

Merrill Lynch, 38, 43

Meta Group, 28

Microsoft

Microsoft’s Prepass, 77

Missing data

casewise deletion, 302

data fusion, 305–307

file concatenation method, 306

mean substitution, 302

missing data (generation)
mechanism, 374, 375

missing variable dummy, 307

multiple imputation, 303–305, 307

pairwise deletion, 302

single imputation, 302–303

Model selection, 306, 308, 311, 457

Model wearout, 287

ModelMax®, 20, 253, 254, 259, 445, 616,
617

MovieFinder.com, 354

Multichannel customer management

acquisition channel, 655–657

channel adoption model, 650–651

channel attribute(s), 641, 642, 644–646

channel carryover

channel choice, 637–638, 641–652, 654,

660

channel coordination, 664–666

channel experience, 636, 641

channel functionality, 661, 663

channel integration, 641–643

channel lock-in, 653, 654, 666

channel preference, 644, 659, 660

channel surcharges, 665

cross-channel synergy, 653, 654

cross-impact matrix, 659

Customer Data Integration (CDI), 669,
670

information integration, 643, 672

multichannel design, 659, 661, 663

multichannel shopper, 638, 640, 641

off-shore call center, 667, 668

on-shore call center, 667, 668

outbound telemarketing, 662

research shopper, 653, 666

right channeling, 667–668

shopping advisor, 655

single view of customer, 668–670

single-equation choice model, 652

spillover effect, 642

stand-alone choice model, 648, 650

Multinomial response models

IIA (Independence of Irrelevant
Alternatives), 386

multinomial logit model, 386–388

multinomial probit model, 386

Mystery book reader, 77

N

Nantucket Nectars, 571

National Change of Address (NCOA), 185

National Demographics and Lifestyles
(NDL), 195, 196

National Do-Not-Call Registry, 90

National Express Coach

Nectar, 571, 574, 575
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Negative binomial regression, 389–390

Nested logit (model), 650

Network architecture, in neural network

feed-forward network, 451

hidden layer, 451–454

input layer, 451–453

multilayer network, 451

output layer, 451–453

recurrent network, 451, 452

single-layer network, 451

Neural Network(s)

activation function, 448–450, 453, 456,
461, 462

back-propagation algorithm, 444, 451,
453–457

combination function, 448, 453

generalized delta rule, 455

gradient method, 458

hyperbolic tangent (activation)
function, 449, 450

learning rate, 451, 455, 457

linear (activation) function, 448, 450,
461

logistic (activation) function, 448, 453,
456

momentum parameter, 451, 455, 457

multilayer perceptron, 445–447,
450–464

piecewise linear (activation)
function, 448, 450

radial-basis function neural
network, 440, 445, 447, 460–
464

radial-basis function, 445, 460, 462, 463

regulation parameter, 462, 463

summation function, 448

synaptic weight, 448, 454, 455, 461, 462

threshold (activation) function, 448,
449, 450

Tikhonov functional, 463

universal approximation theorem, 453,
457

Nextmark, 211

Nonlinear regression, 301, 335, 445, 454,

461

Nonparametric regression, 301

O

The Observer

1-rule, 466–468

One-to-one (marketing), 177, 211, 214

Operational efficiency, 48, 49, 51

Optimal contact model(s)

content overlap, 750
dynamic customer response, 765
Dynamic multidimensional model

(DMDM), 772, 774
Dynamic multilevel model (DMLM),

772, 774
forgetting, 754, 758–760, 762, 764, 773
multi-stage optimization, 777
online survey panel, 774
purchase acceleration, 750, 751, 753
rolling horizons, 776
stock variable, 744
wear-in, 754, 762, 764
wear-out, 754, 758, 759, 760, 762, 771,

773, 775
Optimal pulsing strategy, 705
Opt-in, 85–87, 94, 95, 100, 101
Opt-out, 85, 86, 88, 89, 90, 93–95, 98, 100,

101
Organization forgetting, 60
Organizational culture

Clan culture, 70
Market culture, 70

Organizational design, 48–51, 69, 70
Organizational learning, 58, 65
Overfitting, 294, 308, 404, 424, 430, 432,

453, 457

P
P$YCLE, 209
Pareto/NBD model, 123, 125
Pattern recognition, 444
Perceived (service) quality, 586, 611
Permission-based marketing, 75, 94
Personalization, 9, 13, 715, 716, 718, 729,

799
Pfizer, 98, 136, 137
Philip Morris, 212
Pinpoint, 209, 578
Poisson regression, 388–389, 390
Portfolio. See customer portfolio
Positioning map, 534, 646
PRC curve, 362, 363
Preaching to the Choir effect, 280, 284
Predictive log-likelihood, 314, 315
Predictive modeling

composite variable, 253, 254, 256, 257
data preparation, 250–256
hierarchical Bayes model for zip

codes, 254
pre-processing, 253, 255
Type I error, 270–272, 280, 287
Type II error, 270–273, 279, 280, 287

Price-for-information effect, 42
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Pricing

brand-linked purchase, 784

consumer surplus, 785, 788

customer-based pricing, 781–784, 791,
797

end-nine price, 723–725

learning curve, 782, 783

myopic price, 787, 790, 793

optimal acquisition price, 793, 794

optimal introductory price, 790

optimal retention price, 794

price competition, 37–41, 45, 88, 99,
563, 661

price discrimination, 36–38, 41–44, 665,
783, 784, 797–800

product-based pricing, 781

rational expectation, 787

reacquisition price, 795, 796

skim pricing, 782

sling-shot pricing, 794

Primary data, 164, 191, 192, 211–212

Primary reinforcement, 570

Principal-agent framework, 66

Prisoner’s dilemma, 36, 563, 604, 636,
661

Privacy

Chief Privacy Officer (CPO), 98, 99

Concern for Information Privacy
(CFIP) scale, 75, 83, 84

Fundamentalist, 79, 80

Individualism (IDV), 82, 83

Marginalist, 79, 80

Masculinity (MASC), 83, 84

none-of-your business, 75, 91, 92, 97

Power Distance Index (PDI), 82–84

Pragmatist, 79, 80

privacy management, 98

security, 75–77, 81, 82, 84, 90–93,
97

third-party access, 75–77, 91–94,
97

third-party usage, 85

trust and privacy, 97

Uncertainty Avoidance Index (UAI),
82, 83

Privacy regulation(s)

1995 Directive on Data Privacy, 88

CAN-SPAM Act, 90, 93

Children’s Online Privacy Act

(COPPA), 90, 93

compliance monitoring, 93

Computer Matching and Privacy
Protection Act of 1988, 78

Electronic Communications Privacy
Act of 1986, 78

European Directive, 89, 90, 93, 98

full disclosure policy, 88

Gramm-Leach-Bliley Financial
Modernization Act (GLB), 90, 93

Health Insurance Portability and
Accountability Act (HIPAA), 90, 93,
98

Omnibus, 83

Platform for Privacy Preferences (P3P),
93, 94

Privacy Act of 1974, 78

privacy promise, 93, 94

privacy statement, 85–87

Safe Harbor (agreement), 89

sectoral, 83

self help, 83

self-regulation, 93–94, 98–101

World Wide Web Consortium (WC3),
93

PRIZM, 197

Probit model, 281, 334, 377, 379–381, 383,
385, 386, 391, 392, 648, 683

Proctor & Gamble (P&G), 27, 53, 60, 61,
98, 504, 570

Product affinity, 339

Product centricity, 30

Product differentiation, 34

Product management, 30, 52–56, 70

Product manager, 50, 52–56, 70, 71, 596

Product recommendation, 18, 19, 32, 82,
97

Prospect list, 14, 211, 250, 251

Prudential Equity Group, 608, 609

Prudential Insurance, 16

Pruning, in decision trees

Cost complexity, 433

Greedy algorithm, 432

Minimum Description Length(MDL)
principle, 435

Misclassification error rate, 432–434

Purchase history, 4, 16, 18, 78, 85–87, 121,
124, 128, 337, 372, 571, 797, 798

Purchase incidence, 532, 647–650, 652,
686, 753, 798, 799

Purchase intentions, 547, 721

Q

Quaker, 211, 212

Qualitative dependent variable, 377

Quintile analysis, 583
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R

R. L. Polk & Co., 195

Random sub-sampling, 310

Reactivation strategy, 161, 163, 164

Recommendation system, 353, 375, 376,
543

Reference price, 504, 505, 514

Regression-to-the-mean effect, 329, 330

REI, 672, 674

Relationship-oriented company, 272

Renewal rate, 504

Request-for-proposal (RFP) system, 97

Resource-based view of the firm, 51

Response list, 187, 188, 210

Response rate, 4, 14–17, 20, 49, 58, 77, 97,
106, 107, 140, 141

Retention

average retention cost, 679, 680, 691,
692, 696, 698

Customer First retention program, 68,
675

marginal retention cost, 680, 681, 692,
696–701, 703

optimal retention expenditures, 692,
695

retention burden, 703–705, 707–709

retention management, 675–711

retention rate, 24, 25, 56, 59, 105,
107–114, 134, 137, 140

retention response function, 679, 680,
702

Return on investment (ROI), 3, 17, 22, 23,
25, 64, 94, 134, 135, 183, 245, 246,
655, 740

Return on marketing investment
(ROMI), 161

Revenue expansion strategy, 34, 35

Reward program. See frequency reward
program

Reward schedule, in frequency reward
program

linear continuous schedule, 566, 567

step reward, 574

RFM model

frequency, 331–334, 337

monetary (value), 331, 333, 334

recency, 331–335

ROC curve

sensitivity, 315–317, 360–362

specificity, 316, 361

Row and column management, 35

Row management, 35

Royal Bank of Canada, 598

Rule of 100, 227

S

Sainsbury, 574, 575, 578

Sample size, 18, 219, 222, 224, 225,
227–230, 232–234

Sampling cost, 224, 226

Sampling efficiency, 224

Sampling techniques

area sampling, 226

cluster sampling, 224, 226, 227

nonprobability sampling, 223, 224

probability sampling, 223, 224, 226

sequential sampling, 226

simple random sampling, 224–226

stratified sampling, 224, 226

systematic sampling, 224–226

Satisfaction-loyalty-performance link-
age, 25

Saver Card, 574

Scalability problem, 364, 366

Scanner data, 60, 188, 647

Seagram, 212

Search cost, 665

Search good, 643

Sears, 672, 674

Secondary data, 191–193

Secretive data collection, 76, 91–94,
97

Segmentation, Targeting and Positioning
(STP), 506–507

Selection bias, 244, 374–375, 384, 394

Selectivity model, 244, 284

Semi-log model, 300, 301

Share of customer, 26

Share of requirement(s), 27

Share-of-wallet (SOW), 56, 57, 212, 538,
543, 554, 561, 603

Shell International Exploration and Oil
(SIEO), 64, 65

Siebel Systems, 68

Siemens Information and
Communications, 70

Similarity measure

cosine vector similarity, 356–358

entropy-based uncertainty measure,
356

mean-squared difference, 356

pearson correlation coefficient, 356–358,
365, 371

spearman rank correlation, 356, 357

tanimoto similarity, 373

Smart market, 35

Solicited transaction, 336

SONY, 637, 783

Southwest Airlines, 507
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Space allocation

catalog space allocation, 729

customized catalog, 732

optimal allocation, 729, 730, 733–735

shelf space allocation, 729

space elasticities, 730, 731

space response function, 733

Spam, 76, 91–94, 97

Sparbanken Sverige AB (Swedbank),
600–601

Split-hazard model

factor structure, 533

ideal-point model, 533

innovation space, 533

penetration space, 533

Splitting rule, in decision trees

activity-based measure, 432

Bayes’ classification rule, 432

chi-square statistic, 430, 431

Gini index, 427–429

impurity function, 427

information theoretic measure, 429,
430

multivariate splits, 436

Shannon’s entropy, 429, 430

Stackelberg leader, 66

Star model, 48, 54, 69, 70

Stobachoff curve. See cumulative lift curve

Stochastic dynamic program, in optimal
contact model

backward induction, 756

linear programming, 756

steady state solutions, 756

successive approximation, 756,
765

Stochastic RFM model, 336–337

Strategic consumer(s), 42–43, 46

Strategy locator, 48, 50

Structural equation model, 484, 486

Supervised learning, 435, 460, 460

Support vector machines

feature space, 487–489

inner-product kernel, 489

instance space, 488

optimal hyperplane, 487–489

support vector, 486–489

Surplus extraction effect, 40, 41

Switching cost

number portability, 613, 614

physical switching cost, 613,
615

psychological switching cost,
613

Switching regression, 552

T
Tapestry, 353
Targetability, 16, 37–39, 41, 44, 99, 422
Targeting

breakeven response rate, 269
decile cut-off, 279, 280
individual score cut-off, 249, 267,

269–270
lift table cut-off, 267–268
mistargeting cost, 38, 216, 221–223
optimal cut-off, 269

Targeting war, 36, 37, 41, 42, 44

Taster’s Choice, 580

Teradata Center for CRM, 617, 623

Tesco, 3, 5, 574, 576, 578, 716, 799

Test design(s)
fractional factorial design, 241–243
full-factorial experiment, 238, 241–243
orthogonal arrays, 242, 243
quasi-experiment, 243–244
single factor experiment, 235–238

Test sample. See validation sample
Testing

confounding, 242, 243
control group, 235
experimental group, 223, 235

Theory of reasoned action, 643, 644
Thomas Cook Travel, 598
3-Step Category Builder, 61
Tit-for-tat competition, 574
Tobit model. See censored regression
Tower Records, 658
Training sample. See estimation sample
Type of rewards, in frequency reward

program
Cue compatibility, 553
Direct reward, 557, 569
Efficient reward, 563
Expiration, 556, 568
Indirect reward, 557, 569
Intangible reward, 553, 571
Outside category, 556, 557

U
U. S. Census data, 194, 197
Undirected knowledge discovery, 401
United Artists Theatre Circuit, 212
Unsolicited transaction, 336, 337
Unsupervised learning, 416, 460
Up-selling

Data envelope analysis (DEA), 538–
540, 547

linear production function, 540
non-Archimedean infinitesimal, 539
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percentage marketing inefficiency, 541
Slack variable, 539
stochastic frontier model, 540–541
up-selling potential, 538, 540, 541,

547
US West, 60
USAA, 499, 501

V
Validation sample, 249, 255, 259, 268, 275,

278–280, 286, 308–313, 318, 372,
446, 456, 457, 463, 466, 479

Value of information, 191, 216–221, 798
Values and Lifestyles (VALSTM), 187–189
Variable selection

all possible subset regression, 294–296,
299

backward elimination, 295, 296, 459
forward selection, 295, 296
principal components regression, 294,

297–299
sliced inverse regression, 98, 299
stepwise selection, 295–297, 299
Stochastic search variable selection

model (SSVS), 299

Vector autoregression (VAR), 655

Vente, 420

Verizon, 90, 395, 609, 614

Vertical publication, 514

Viking Office Products, 566, 579, 600

W

Wall Street Journal, 513

Wal-Mart, 53, 60, 205, 508, 564, 575, 637,
653, 665

Wannamaker, John, 5, 13, 14, 15

Waters Corporation, 672–673

Web transaction data, 60

Whole foods, 499

Word-of-mouth, 158, 159, 163, 180, 369,

500, 501, 657, 677

X

Xerox, 23, 53

Y

Yahoo, 368

Yield management, 35, 43, 577




