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		Abstract

		New product launches are often accompanied by extensive marketing communication campaigns.  Firms' allocation decisions for these marketing communication expenditures have two dimensions - across consumers and over time.  This allocation problem is different relative to the problem of allocation of resources for existing products. This is because in the case of new products, consumers are uncertain about the quality of new products and learn about them through marketing communication.  Further, different consumers may have different rates of learning about product quality, i.e. there may be heterogeneous learning.  Thus, consumer responsiveness to marketing communication could vary along two dimensions.  For each consumer, this responsiveness would vary over time, as she learns about product quality.  Across consumers, there would be differences in responsiveness in each time period.  For optimal allocation of marketing communication across both consumers and time, firms would need estimates of how responsiveness to marketing communication varies across consumers and over time.     

Past studies in this area have typically studied one of these two dimensions in which responsiveness varies.  They have either looked at heterogeneity in responsiveness across agents or the variation in responsiveness over time.  In the context of new products, past research has looked at how consumer learning about product quality causes responsiveness to vary over time.   In this study, we build a model that allows for heterogeneous learning rates and obtain  individual-level learning parameters for each consumer. We use a novel and rich panel dataset that allows us to estimate these parameters of the model.    

To obtain individual-level estimates of learning, we add a hierarchical Bayesian structure to the Bayesian learning model.  We exploit the natural hierarchy in the Bayesian learning process to incorporate it within the hierarchical Bayesian model.  We use data augmentation, coupled with the Metropolis Hastings algorithm to make inferences about individual-level parameters of learning.  We conduct this analysis on a unique panel dataset of physicians, where we observe prescription decisions and detailing (sales force effort) at the individual physician-level for a new prescription drug category.     

Our results show that there is significant heterogeneity across physicians in their rates of learning about the quality of new drugs.  We also find that there are asymmetries in the temporal evolution of responsiveness of physicians to detailing - physicians who are more responsive to detailing in early periods are less responsive later on and vice versa.  These finding have interesting implications for targeting of detailing across physicians and over time.  We find that firms could increase their revenues if they took these temporal and cross-sectional differences in responsiveness into account while deciding their allocations of detailing. 


	

	

	
		
		


	

	
	

		
		

	
	


	

	
	
	
		
	
	
	

	
	
		
		
			
				
			
		
		Keywords: Resource Allocation, Pharmaceutical Markets, Learning Models, Markov Chain Monte Carlo Methods 

	
	

	
    

    
	

	
	
		JEL Classification: C11, C23, C25, M31, M37, L65, D83

	
	

	
	

























    	
	
	
	
   	
	
	
	
	
	            
	















	











    
    










    
    
    
    
















	



    




	
		Suggested Citation:
		Suggested Citation
	

	
		
			Narayanan,  Sridhar and Manchanda,  Puneet, Heterogeneous Learning and the Targeting of Marketing Communication for New Products (June 2007).  Available at SSRN: https://ssrn.com/abstract=935339 or http://dx.doi.org/10.2139/ssrn.935339 
		
	

	

	
	
	

	
		
	

	

	
	
		

	










    
    










    
    
    
    





















	

	


	























	
	

		

		

		
		
		

		
		
			
				
					
						Sridhar Narayanan (Contact Author)

					
			
		

		
		
		
		

		
		
			
				
					
					
					
					
					
					
					
					
					
						
						
						


						
					
					[image: Stanford Graduate School of Business]
				
			

			
				
				
				
					
					
					
					
				
					
					
					
						
					
				
			

			
				
				
				


				Stanford Graduate School of Business  ( email )

			

			
			
				
				
				
					655 Knight Way
Stanford, CA  94305-5015
United States
650-723-9675 (Phone)

				

				
			

			
				
				
					HOME PAGE: http://https://gsbapps.stanford.edu/facultybios/bio.asp?ID=409
				

			

		

		
	

	

	
	

		

		

		
		
		

		
		
			
				
					
						Puneet Manchanda

					
			
		

		
		
		
		

		
		
			
				
					
					
					
					
					
					
					
					
					
						
						
						


						
					
					[image: University of Michigan, Stephen M. Ross School of Business]
				
			

			
				
				
				
					
					
					
					
				
					
					
					
						
					
				
			

			
				
				
				


				University of Michigan, Stephen M. Ross School of Business  ( email )

			

			
			
				
				
				
					701 Tappan Street
Ann Arbor, MI MI 48109
United States
734-936-2445 (Phone)
734-936-8716 (Fax)

				

				
			

			

		

		
	

	





	

	

	
	
		
	

	

	
	




				
				
				









	
	    












    
    






    
    







    









    
        
        
        
            
            

            

    

    

    

    

    

    


        
            

    

    

    

    

    

    


        
            
                
                    [image: PDF icon]Download This Paper
                    
                
            

        
    
        
    

            
            
                

                

    

    

    

    

    

    


        
            

    

    

    

    

    

    


        
            
                
                    Open PDF in Browser
                    
                
            

        
    
        
    
            
        

    




















	














	
	    







 



	




	







	







































				

				

				
					
						

						
						

						

						
						

					
				

			


			
				
					
						
						
	










	
	    














	
	    














	
	    







	
		Do you have negative results from your research youâ€™d like to share?

		
			

    

    

    

    

    

    


        
            

    

    

    

    

    

    


        
            
                
                    Submit Negative Results
                    
                
            

        
    
        
    
		

	



					

				
				
					
					


	












	
	
	








	
		
			Paper statistics

		

	


	
		
		 
			
				Downloads

				      710

			

		
		
		
			Abstract Views

			    4,347

		

		
		 
		
			Rank

			   67,166

		

		
	


	
		
            
            	       40 Citations
		

	

	
		
			
				       38 References
		

	



	
		PlumX Metrics

		
			
		

		
			
		

	





				


				
				
				
					

    
        
            Related eJournals

        	
                    Quantitative Marketing eJournal

                    
                        
                        

    

    

    

    

    

    


        
            

    

    

    

    

    

    


        
            
                
                    Follow
                    
                
            

        
    
        
    

                        

                        
                            

                            
                            
                                Quantitative Marketing eJournal

                                
                                    Subscribe to this fee journal for more curated articles on this topic
                                

                                
                                    
                                        FOLLOWERS

                                              359

                                    

                                    
                                        PAPERS

                                            2,044

                                    

                                

                                
                            

                        

                    

                


        
        

    


				


				
					
					

















    
        
            Recommended Papers

            	
                        
                        

                        
                        
                        Consumer Learning and Heterogeneity: Dynamics of Demand for Prescription Drugs after Patent Expiration

                        
                            By
                                
                                
                                    
                                    Andrew T. Ching
                                    
                                
                            

                        
                        
                    
	
                        
                        

                        
                        
                        A Dynamic Oligopoly Structural Model for the Prescription Drug Market after Patent Expiration

                        
                            By
                                
                                
                                    
                                    Andrew T. Ching
                                    
                                
                            

                        
                        
                    
	
                        
                        

                        
                        
                        A Dynamic Model of Brand Choice When Price and Advertising Signal Product Quality

                        
                            By
                                
                                
                                    
                                    Tulin Erdem, 
                                    
                                
                                    
                                    Michael P. Keane, ...
                                    
                                
                            

                        
                        
                    


                    
                        	
                            
                            

                            
                            
                            Advertising, the Matchmaker

                            
                                By
                                    
                                    
                                        
                                        Bharat N. Anand
                                         and 
                                    
                                        
                                        Ron Shachar
                                        
                                    
                                

                            

                            
                            
                        
	
                            
                            

                            
                            
                            The Risk Reduction Role of Advertising

                            
                                By
                                    
                                    
                                        
                                        Dmitri Byzalov
                                         and 
                                    
                                        
                                        Ron Shachar
                                        
                                    
                                

                            

                            
                            
                        
	
                            
                            

                            
                            
                            The Effects of Detailing on Prescribing Decisions Under Quality Uncertainty

                            
                                By
                                    
                                    
                                        
                                        Andrew T. Ching
                                         and 
                                    
                                        
                                        Masakazu Ishihara
                                        
                                    
                                

                            

                            
                            
                        
	
                            
                            

                            
                            
                            Measuring the Informative and Persuasive Roles of Detailing on Prescribing Decisions

                            
                                By
                                    
                                    
                                        
                                        Andrew T. Ching
                                         and 
                                    
                                        
                                        Masakazu Ishihara
                                        
                                    
                                

                            

                            
                            
                        
	
                            
                            

                            
                            
                            The Impact of Advertising on Consumer Price Sensitivity in Experience Goods Markets

                            
                                By
                                    
                                    
                                        
                                        Tulin Erdem, 
                                        
                                    
                                        
                                        Michael P. Keane, ...
                                        
                                    
                                

                            

                            
                            
                        
	
                            
                            

                            
                            
                            Market Experimentation in a Dynamic Differentiated-Goods Duopoly

                            
                                By
                                    
                                    
                                        
                                        Godfrey Keller
                                         and 
                                    
                                        
                                        Sven Rady
                                        
                                    
                                

                            

                            
                            
                        



            
            
                 
            
        

    

				

			

		


		
				
					Feedback
					
				

			

			


	
		
		Feedback to SSRN

		
			
				
					Feedback
					 (required)
				
				
			

			
				
					Email
					 (required)
				
				
			

			
				Submit
				
			
		

		

		If you need immediate assistance, call 877-SSRNHelp (877 777 6435) in the United States, or +1 212 448 2500 outside of the United States, 8:30AM to 6:00PM U.S. Eastern, Monday - Friday.

	







	

	
	
		
		

	




	
	





  
  

	
	
		
	


	
	
		
			
			
		
	
		
	
		
			
				
			
			
		
	
		
	


	
	
	






		
		














	
		
			
				
                    

    

    

    

    

    

    


        
            

    

    

    

    

    

    


        
            
                
                    Submit a Paper
                    
                        
                    
                
            

        
    
        
    
					Section 508 Text Only Pages
				

			
			
				SSRN Quick Links 

					SSRN Solutions
	Research Paper Series
	Conference Papers
	Partners in Publishing
	Jobs & Announcements
	Special Topic Hubs


			

			
				SSRN Rankings 

					Top Papers
	Top Authors
	Top Organizations


			

			
				About SSRN 

					Network Directors
	Announcements
	Contact us
	FAQs


			

			
		

			
	
	


		
			
				
			

			
				
					Copyright
					Terms and Conditions
					Privacy Policy
				

				
					All content on this site: Copyright Â© 2023 Elsevier Inc., its licensors, and contributors. All rights are reserved, including those for text and data mining, AI training, and similar technologies. For all open access content, the Creative Commons licensing terms apply.

					We use cookies to help provide and enhance our service and tailor content.

					To learn more, visit
					Cookie Settings.
					
						
							
							This page was processed by aws-apollo-l200 in   0.093 seconds 
						
					
					

				

			

			
				
			

		

	









	
		
		
		
		


    
        
        
        

        
        
                
                
                    
                
            
    

    

    


		






    























    




    








	


		[image:  ]

		
		
		
		
		
		
		
		
		
		
	
