
[Download pdf ebook] Bayesian Statistics and Marketing

Bayesian Statistics and Marketing

Peter E. Rossi, Greg M. Allenby, Rob McCulloch 
audiobook | *ebooks | Download PDF | ePub | DOC

#1458574 in eBooks 2006-01-11 2006-01-11File Name: B003U8ADLU | File size: 75.Mb

Peter E. Rossi, Greg M. Allenby, Rob McCulloch : Bayesian Statistics and Marketing  before purchasing it in 
order to gage whether or not it would be worth my time, and all praised Bayesian Statistics and Marketing: 

0 of 0 people found the following review helpful. Great book, even if you don-t do marketing!By Luis-DurhamIf you 
want to teach yourself bayesian econometrics, this is a great resource. I had learned bayesian inference mostly from a 
statistical point of view and had issues in translating it to econometric reasoning -modeling choice behavior and the 
like. Rossi's book is very compact and comes with its own package that is regularly updated. Unlike most 
econometrics texts, this one is not excessively technical and goes light on the algebra -keep in mind, though, that it is 
an advanced undergrad or graduate book.0 of 1 people found the following review helpful. Five StarsBy 

http://f3db.com/pub/links.php?id=B003U8ADLU


CustomerVery useful for phd students in marketing.0 of 3 people found the following review helpful. bookBy VickyI 
was learning Bayesian statistics when a professor recommended this book to me, it is not very thick but all the stuff 
inside are handson and usefulwould recommend to everybody.

The past decade has seen a dramatic increase in the use of Bayesian methods in marketing due, in part, to 
computational and modelling breakthroughs, making its implementation ideal for many marketing problems. Bayesian 
analyses can now be conducted over a wide range of marketing problems, from new product introduction to pricing, 
and with a wide variety of different data sources. Bayesian Statistics and Marketing describes the basic advantages of 
the Bayesian approach, detailing the nature of the computational revolution. Examples contained include household 
and consumer panel data on product purchases and survey data, demand models based on micro-economic theory and 
random effect models used to pool data among respondents. The book also discusses the theory and practical use of 
MCMC methods. Written by the leading experts in the field, this unique book: Presents a unified treatment of 
Bayesian methods in marketing, with common notation and algorithms for estimating the models. Provides a self-
contained introduction to Bayesian methods. Includes case studies drawn from the authorsrsquo; recent research to 
illustrate how Bayesian methods can be extended to apply to many important marketing problems. Is accompanied by 
an R package, bayesm, which implements all of the models and methods in the book and includes many datasets. In 
addition the bookrsquo;s website hosts datasets and R code for the case studies. Bayesian Statistics and Marketing 
provides a platform for researchers in marketing to analyse their data with state-of-the-art methods and develop new 
models of consumer behaviour. It provides a unified reference for cutting-edge marketing researchers, as well as an 
invaluable guide to this growing area for both graduate students and professors, alike.

"..an asset for business schools and marketing researchers." (Technometrics, May 2007)"'Bayesian Statistics and 
Marketing' comes from three pioneers in the field of market research and fills a hole in the existing literature on the 
topic." (Journal of the American Statistical Association, December 2006)"hellip;extremely useful to both researchers 
and practitioners who are interested in understanding the power of these methods for solving important marketing 
problems." (Journal of Marketing, October 2006)" This book deserves to be widely adopted by business schools, and 
widely read by more numerate marketing practitioners." (Short Book s, April 2006)" hellip; valuable to marketing 
researchers and others working on related applications, especially if they use advanced logistic and probit models." 
(JRSSA, Vol. 169, No. 4, October 2006)" hellip; an excellent book for researchers in applied Bayesian statistics." 
(Journal of Applied Statistics, Vol. 33: 9, 1034, November 2006)lsquo;hellip;an important study tool for potential 
practitioners or all those researchers who study Bayesian methods through "learning by doing" (Statistical 
Papers,48,2007)From the Back CoverThe past decade has seen a dramatic increase in the use of Bayesian methods in 
marketing due, in part, to computational and modelling breakthroughs, making its implementation ideal for many 
marketing problems. Bayesian analyses can now be conducted over a wide range of marketing problems, from new 
product introduction to pricing, and with a wide variety of different data sources.Bayesian Statistics and Marketing 
describes the basic advantages of the Bayesian approach, detailing the nature of the computational revolution. 
Examples contained include household and consumer panel data on product purchases and survey data, demand 
models based on micro-economic theory and random effect models used to pool data among respondents. The book 
also discusses the theory and practical use of MCMC methods.Written by the leading experts in the field, this unique 
book:Presents a unified treatment of Bayesian methods in marketing, with common notation and algorithms for 
estimating the models.Provides a self-contained introduction to Bayesian methods.Includes case studies drawn from 
the authorsrsquo; recent research to illustrate how Bayesian methods can be extended to apply to many important 
marketing problems.Is accompanied by an R package, bayesm, which implements all of the models and methods in the 
book and includes many datasets. In addition the bookrsquo;s website hosts datasets and R code for the case 
studies.Bayesian Statistics and Marketing provides a platform for researchers in marketing to analyse their data with 
state-of-the-art methods and develop new models of consumer behaviour. It provides a unified reference for cutting-
edge marketing researchers, as well as an invaluable guide to this growing area for both graduate students and 
professors, alike. 


