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"Hierarchical Bayes Modeling — A New Research Tool"
AMA Marketing Research Conference, September, 2003

"Bayesian Statistics and Marketing"
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ART Forum (tutorial), June 2009
Hebrew University (tutorial), Israel, April 2009
DStatG (German Statistical Association) September 2008
University of Connecticut, May 2006
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Johannes Kepler University, Austria (tutorial) September 2005
Korea University (tutorial) May 2005
University of Alberta (tutorial), May 2005
Taiwan Institute of Marketing Science, 2004
National Chiao Tung University (Taiwan), December, 2004
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Peking University, June, 2004
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Taiwan National University, December 2002

"Conceptualizing and Measuring User Wants: Understanding the Source of Brand Preference"
University College, Dublin, May 2003
Cardiff University Graduate School of Business, May 2003
London Business School, May 2003
University of Texas, San Antonio, April 2003
University of Michigan, School of Business, January 2003
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Ohio State University, Fisher College of Business, November 2002
Northwestern University, Kellogg School of Management, September 2002
New York University, Stern School of Business, June 2002

Advanced Research Technique Forum (AMA), June 2002

"When BDT Meant Bayesian Decision Theory: The Influence of Paul Green's Research"
The University of Pennsylvania (Wharton), May, 2002

"Modeling Interdependent Consumer Preferences"
Advanced Research Technique (ART) Forum, June 2003
Tohoku University, Sendai, Japan, December 2002
Department of Ag. Econ, Ohio State, October, 2002
Joint Statistical Meetings, New York, August, 2002
INFORMS Marketing Science Meetings, University of Alberta, June 2002
Case Western Reserve University, April 2002
University of Wisconsin — Madison, April 2002
University of Connecticut, February 2002

"A Choice Model for Packaged Goods: Dealing with Discrete Quantities and Quantity
Discounts"
University of lowa — October, 2002
University of Wisconsin — Milwaukee, April 2002
Purdue University, March 2002
University of Cincinnati, February 2002
University of Houston, November 2001
University of British Columbia, September 2001
Advanced Research Technique Forum (AMA), June 2001
University of Chicago, GSB, May, 2001
University of California, Berkeley, March 2001

"The Effectiveness of Brand-Related Segmentation Variables: Empirical Evidence and
Conceptual Frameworks"
Sawtooth Software Conference, 2001
University of Pennsylvania (Wharton), October, 2000
University of Washington, September, 2000

“Overcoming Scale Usage Heterogeneity: A Bayesian Hierarchical Approach”
Vienna School of Business and Economics, March 2000
University of Southern California, January 1999
Department of Statistics, Ohio State, January 1999
Washington University, March 1999
University of Toronto, March 1999
Advanced Research Technique Forum (AMA), June 1999

"A Hierarchical Bayes Model of Primary and Secondary Demand”
Advanced Research Technique Forum (AMA), June 1998
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"Hierarchical Bayes Methods in Conjoint Analysis”
Graduate School of Business, University of Chicago, May, 1998

"Market Segmentation in the 215 Century: Discrete Solutions to Continuous Problems"
Marketing Science Institute Conference, June, 1998
Harvard University, April, 1998
University of Florida, March, 1998

"A Dynamic Model of Purchase Timing with Application to Direct Marketing”
Yale School of Management, December, 1997

"An Introduction to Hierarchical Bayes Modeling"
Advanced Research Technique Forum (AMA), June 1998
Advanced Research Technique Forum (AMA), June 1997

"On the Identification of Market Segments"
American Marketing Association Summer Educator’s Conference, August 1997
Advanced Research Techniques Forum (AMA), June 1997

"A Hierarchical Bayes Model of Purchase Timing with Application to Direct Marketing"
51 NSF-NBER Seminary on Bayesian Inference in Econometrics and Statistics
Notre Dame University, May 1997
Cornell University, April 1997

"Using Nonparametric Random Effects Probit Models to Model Purchase Probabilities"
International Society for Bayesian Analysis (ISBA), Chicago, August 1996

"Getting the Most Out of Database Marketing: New Approaches to Understanding Individual
Differences"
School of Database Marketing, University of Notre Dame, August 1996

"Recent Advances in Disaggregate Analysis: A Primer on the Gibbs Sampler"
Advanced Research Technique Forum (AMA), June 1996

"Customer Valuation: A Hierarchical Bayes Approach for Estimating Recency, Frequency and
Monetary Value in Direct Marketing"
University of Pittsburgh, February, 1996
University of Michigan, January, 1996

"Using Extremes to Design Products and Segment Markets"
Advanced Research Technique Forum (AMA), June, 1995
Stanford University, May, 1995
The University of Texas at Austin, April, 1995
Pennsylvania State University, February, 1995
Department of Statistics, Ohio State, September, 1994

"Hierarchical Conjoint Analysis"
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American Statistical Association Meetings, Toronto, August, 1994
Marketing Science Conference, University of Arizona, March, 1994

"Challenging Conventional Wisdom About Price Sensitivity, Advertising Effects and Brand
Loyalty"
Duke University, Fuqua School of Business, October, 1993
Georgetown University, College of Business and Economics, October, 1993
International Society for Bayesian Analysis, San Francisco, August, 1993
Marketing Science Institute, May, 1993

"Incorporating Prior Knowledge into the Design and Analysis of Conjoint Studies"
Advanced Research Technique Forum (AMA), June 1996
Marketing Science Conference, Washington University, March 1993

"The Purchase Behavior of the Infrequent Shopper"
Marketing Science Conference, Washington University, March 1993
Harvard Business School, March, 1993
University of Delaware, February, 1993

"Household Level Customization of Marketing Instruments: A Decision Theoretic Approach"
Marketing Science Conference, Washington University, March 1993
DMA National Convention, Dallas, October 1992

"Modeling Household Purchase Behavior"
Carnegie Mellon University, GSIA, May, 1992.
University of Chicago, Graduate School of Business, April, 1992.
Ohio State University, Department of Statistics, April, 1992.

"Modeling Competitive Subsets and Product Differentiation"
The University of Toronto, College of Business, March, 1992.
The Wharton School, University of Pennsylvania, April, 1991.
Marketing Science Conference, University of Delaware, March, 1991.

"A General Approach to Modeling Heterogeneity in Choice Models"
Marketing Science Conference, University of Delaware, March, 1991.

"Adjusting for Household Heterogeneity"
Marketing Science Conference, University of Delaware, March, 1991.

"Quality Perceptions and Asymmetric Switching Between Brands"
Washington University, Olin School of Business, February, 1991.
TIMS-UCLA Special Interest Conference on New Frontiers in Scanner Research,
January, 1991.
University of Rochester, Simon School of Business, November, 1990.
University of Chicago, Graduate School of Business, May, 1990.
Microeconomics Workshop, Ohio State University, May, 1990.
Cornell University, March 1990.
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Marketing Science Conference, University of Illinois, March, 1990.

"Hypothesis Testing with Scanner Data: The Advantage of Bayesian
Methods"
Marketing Science Conference, University of Illinois, March, 1990.

"Adoption Rates for Non-Durables: Evaluating the Marketing Mix and Generating Early
Forecasts"
Marketing Science Conference, University of Illinois, March, 1990.

"Cross Validation, the Bayes Theorem, and Small Sample Bias"
Marketing Science Conference, Duke University, March, 1989.

"There is no Aggregation Bias: Why Macro Logit Models Work"
University of Texas at Dallas, April, 1991
Marketing Science Conference, Duke University, March, 1989.
Dartmouth College, February, 1989.

"A Unified Approach to Identifying, Estimating and Testing Demand Structures"
Ohio State University, Department of Agricultural Economics, November, 1988.
Ohio State University, Department of Statistics, October, 1988.
Marketing Science Conference, Seattle, March, 1988.

"How Do Brands Compete?"
ORSA/TIMS Fall Meeting, Denver, Colorado, October, 1988.

"Modeling Promotional Competition"
Marketing Science Institute meeting on Measuring and Evaluating Sales Promotions from

the Manufacturer and Retailer Perspectives, Boston, May, 1988.

"State Space Models in Marketing"
Invited Lecture at the University of Texas at Austin, April, 1988.
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