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MeasuringBrandPowerbyaPricingExperiment： 
（１） 

ACaseStudyofKaoosPricingResearchfOrDisposabIeDiaperoMerriesoｉｎｌ９８８． 

KohsukeOgawa（DirectoroftheCenterforBusinessａｎｄ 印

IndustriaIResearch,HoseiUniveIsity） 

１．AResearchDesignforPricingDisposableDiapers 

KaoCorporation1aleadingmanufacturingcompanyoftoiletryandhouseholdproducts，had 

beensufferingfromweakeningitsmarketpositioninthedisposablediape「marketAfterProcter

andGambleintroducedits1INewPampers１ｌｂ｢andintotheJapanesema｢ｋｅｔｉｎｌ９８７，Kaowas 

losingasizablesaIesvolumetounder30％ofmarketshare（FigureA-1）．Onceinl982-1984， 

Ｋａｏ１ｓｉ１Ｍｅｎ｢iesv1withnewIyinventedpoIymertechnologyhadgrabbedamarketshareofmore 

than40％・

ThemarketingresearchdepartmentinKaoplannedtoconductapnceresea｢ｃｈｔｏｈｅｌｐａ 

ｂ｢ａｎｄｍａｎａｇｅｍｅｎｔｔｅａｍｉｎｃｈａｒｇｅｏｆｔｗｏsiste「disposabIesbrands，MerriesandMer｢ies-E

(economy-typeofMerrieslAmarketsu｢veywasdesignedtodiagnoseb｢andpowerandprice 

sensitivityofＭｅｍｅｓａｎｄＭｅｒｒｉｅｓ－ＥａｓｗｅＩｌａｓｃｏｍpetitorIsbrandpower・

lnlg88，therewerefivemajorbrandsinthedisposablediapermarketofJapa､；ｉｅ.， 

IiPampersi1（Ｐ＆Ｇ)，'lMerries'１（Kao)，10Merries-E'１（Kao)，'iMoony1'（Uni-Charm)，ａｎｄ”Ｍａｍｍｙ 

ＰｏｃｏＩ１（Uni-Charm)．Ｍｅｒｒｉｅｓ－ＥａｎｄＭａｍｍｙＰｏｃｏｂ｢andswerebothpositionedtobepopularor 

ofaneconomytypeOthe「threebrandsweremarketedaspremiumbrandsTotalshareof

thesefivebrandsaccountedformorethan80percentoftheentjremarket（FigureA-1） 

Sinceitisnotpermittedtodisclosethespecificbrandnamesinpublic,aIphabeticaIsymbols 

(ＡｔｏＥ）areusedtorepresentthesefivebrandsThequestionnairewhichthemothershadto 

respondcomprisedofMoblocksThefirstblockconsistsofdemographicsofrespondents,ｓｕｃｈ 

ａｓａｇｅｏｆｍｏther，ａｇｅｏｆｂａｂｙ（ｉｎｔｅ｢msofmonths)，ｔｈｅｎｕｍｂｅｒｏｆｃｈｉＩｄｒｅｎｏ「babiesthey

werecaring、FacesheetalsoincIudesquestionsaboutwhichbrandstherespondentspurchase

mostfTcquently,andatwhattypesof｢etailers（supermaIketord｢ug-store）theymoreoftenshop 

（１）Ｏ｢iginala｢ticleofthismanuscr1ptappeareｄｉｎｔｈｅＦｅｂｒｕａＩｙｌ５（1996）issueｏｆ`'ChainSto尼Age１，

(Japan)．Ｍｓ､KyokoAokiheIpedmetotransIateo｢iginalJapaneseversionintoEngIish． 
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Theotherblockinthequestionnai｢ｅｉｓｆＯ「priceexperimentbytrade-offanalysisThis

sectionconsistsofaseriesofl7consecutivequestionnairesheetsFigu｢elshowsthelayout 

ofeachpagePhotographsoftheproductpackagesareputonaccordingtoanalphabetical 

orderofAtoE,withthesaIespricesattachedtoeachphoto（FigurellThe｢espondentswere 

instructedtocheckonebiandofthei「mostfavo｢abIeprofileamongfivebrandswithproposed

pncesattachedbreachpageFigurelillustratesthe9tｈｏｆｌ７ｓｈｅｅｔｓ 

FigurelQuestionnaireLayout（SampIe） 

2.AFactoriaIDesignofPriceandBranｄＣｏｍｂｉｎａｔｉｏｎｓ 

lndesigningthequestionnaireSheet,priceIevelsfbreachbrandwereselectedbasedonthe 

POSdata（PointofSaledata)．Scannerdatawascollectedfromthｒｅｅｓｔｏｒｅｓｉｎｔｈｅａｒｅａｓ 

ｗｈｅ｢ethissurveywasconducted 

Althoughtherewerethreesizesfbrdisposablediapers，ＩＣ.，ｓｉｚｅＭ，ｓｉｚｅＬａｎｄｓｉｚｅＬＬ， 

actualpricesofsizesLandLLwe｢ｅａＩｍｏｓｔｓａｍｅＴｈｅｎｕｍｂｅｒｓｏｆｄｉａｐｅｒｓheetsperpackage 

werea両angedsothatthesaIespncesofsiｚｅＭａｎｄＵＬＬ（denotedasLIateron）shouIdbe

samePOSdataindicatedthat,ａｓexpected,retailpriceofeachbrandwasfluctuatingwithinits 

particuIa「rangeAssuch,ｗｅｃｏｕｌｄｓｅｔａｐｒｉｃｅｏｆｅａｃｈｂｒａｎｄｔｏbeanyoneoffOurlevels,which

wouldrepresenta｢ealisticsalespricewhenrespondentsbuyadisposabiediaperatretaiIshop 

３１ 
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AsTablelindicates，ｔｈｅｐｒｉｃｅｌｅｖｅｌｓｗｅｒｅｓｅｔｗｉｔｈａｎintervaIof200yen，maintaininga 

fixed「angeofpricefluctuationof600yenfo「ａＩｌｂ｢andsAlthoughthemaximumandminimum

pncesweredifferentamongbrands,burpnceIevelsweresetforeachb｢and（Tableｌ）．Ｔａｂｌｅ 

２showsaresultingfacto｢ialdesignofbrandandpricecombinations．Ｆ｢omlsttol6thprofiles， 

oneofthefOurpriceIeveIscouldappea｢fOurtimesfOreachbrandlnthelastprofileset（ｃａｓｅ 

#１７)，wesetaI1pricestobeatthesamelevelofl,ｇ８０ｙｅｎｐｅ「packagelnordertocompa｢e

brandstrength,choiceshareofbrandunderthesamepricewouldbeuseful 

TabIelBrandPriceLeveIs 

Bra､。

１９８０ ２１８０ ２３８０ ２５８０ 

１５８０ １７８０ １９８０ ２１８０ 

１７８０ １９８０ ２３８０ ２１８０ 

１３８０ １５８０ １９８０ １７８０ 

１３８０ １５８０ １７８０ １９８０ 

(Yen） TabIe2CombinationofPriceandBra､。

１０ 

Thesurveywasconductedinthesubu｢bａｎａ｢ｅａｏｆＮａｇｏｙａＣｉｔｙｏｎＦｅｂ｢ua｢ｙ２２，２４ｔｏ２６， 

．TwohundredandMenty-fivemothersusingdisposabIediape｢ｓｆｏ「theirbabieswere1988．TwohundredandMenty-nvemothersusingdlsposabIedIape｢ｓ１ｏ「tnelrDaDleswere

recruitedtojointacentrallocationtest・ＴａｂｌｅｓＡ－１ｔｏＡ－４ｓｈｏｗ｢espondents’（theirbabies'）

3２ 

Bra､。 Piecesperpackage(M/L） P｢iceleveIs(Yen） 

Ａ 48/4２ 2,580 2,380 2,180 1,980 

Ｂ 42/3６ ２ 1８０ １ 980 １ 780 １ 580 

Ｃ 48/4８ ２ 380 ２ 1８０ １ 980 １ 780 

， 48/4８ １ 980 １ 780 １ 580 １ 380 

Ｅ 42/3６ １ 980 １ 780 １ 580 １ 380 

ｃａｓｅ 

Ｂ｢and 

Ａ Ｂ Ｃ ， Ｅ 

１ 2,580 2,180 2,380 1,980 1,980 

２ １ 980 １ 980 ２ 1８０ １ 780 １ 780 

３ ２ 380 １ 780 １ 980 １ 580 １ 580 

４ ２ 1８０ １ ５８０ １ 780 １ 380 １ 380 

５ １ ９８０ ２ 1８０ ２ 1８０ １ 530 １ 380 

６ ２ 580 １ 980 ２ 380 １ 380 １ 580 

７ １ 980 ２ 1８０ １ 980 １ 380 １ 780 

８ ２ 1８０， １ 780 ２ 380 １ 780 １ 380 

９ ２ 580 １ 780 ２ 180 １ 980 １ 380 

1０ ２ 380 ２ 1８０ １ 780 １ 580 １ 780 

1１ ２ 1８０ １ 980 ２ 1８０ １ 580 １ 580 

1２ ２ 380 ２ 1８０ ２ 380 １ 380 １ 380 

1３ ２ 580 １ 580 １ 980 １ 580 １ 380 

1４ １ 980 １ 780 １ 780 １ 380 １ 580 

1５ ２ 380 １ 980 ２ 380 １ 980 １ 780 

1６ 2,180 ２ 1８０ ２ 180 １ 780 １ 980 

1７ 1,980 １ 980 1,980 １ 980 １ ９８０ 
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demographicsfortheentiresamplｅａｎｄｂｙｓｉｚｅｏｆｄｉａｐｅｒ・Theresponsesfromthisp｢icing

｢esearchenablesustocalcuIatechoicesharesofthefivealtemativebrands,usingfi｢stchoiceas 

themostpreferred、Table3showsthechoiceresultsfO「ａｌｌｌ７ｐｒｉｃｅ/brandcombinations

sepa｢ately． 

SampIeCompositionofRespondents（％） 

TａｂＩｅＡ－１ＢｙＳｅｘ 

Ｍａｌｅ ５１６ ５５３ 

Ｆｅｍａｌｅ ５３２ ４４７ 

TａｂＩｅＡ－２ＢｙＭｏｎｔｈｓａｆｔｅｒＢｉＩｔｈ 

ｌ－３ｍｏｎｔｈｓ 

４－６ｍｏｎｔｈｓ 

7-9ｍｏｎｔｈｓ 

ｌＯ－１２ｍｏｎｔｈｓ 

ｌ３－１５ｍｏｎｔｈｓ 

ｌ６－１８ｍｏｎｔｈｓ 

ｌｇ－２４ｍｏｎｔｈｓ 

２５ｍｏｎｔｈｓ 

TａｂＩｅＡ－３ＢｙＢｉｒｔｈＯｒｄｅｒｏｆＢａｂｉｅｓ 

ｌｓｔｃｈｉｌｄ ５３０ 

２，．child ４７３ 

３rdchild 

４thchild 

TａｂｌｅＡ－４ＢｙＴｙｐｅｏｆＳｔｏｒｅｓ 

５８２ ５９０ ５７６ 

２９８ ３２３ ２８０ 

３３ 

Total M-size Lsize 

Ｍａｌｅ 516 46.2 553 

Female 4８４ 5３２ 4４．７ 

Total M-size Lsize 

1-3months ２．７ ６．５ 

4-6months 1３．８ 31.1 1.5 

7-9months 9８ 1６１ 5.3 

10-12ｍｏｎｔｈｓ 1４．７ 1１．８ 1６．７ 

13-15ｍｏｎｔｈｓ 1４．２ 1４．０ 1４．４ 

16-18ｍｏｎｔｈｓ 1３．３ 9.7 1５．９ 

19-24ｍｏｎｔｈｓ 23.1 ８．６ 33.3 

２５ｍｏｎｔｈｓ－ 8.4 ２．２ 1２．９ 

Total M-size L-size 

1stchild 4８１ 40.9 53.0 

2,．child 39.1 47.3 3３．３ 

3rdchild 1２．４ 1１．８ 1２９ 

4tｈｃｈｉｌｄ－ ０４ ０８ 

Total M-size Lsize 

Supermarket 5８２ 59.0 5７．６ 

DrugStore ２９．８ 32.3 2８．０ 

ConvenienceStore 

Ｇ｢oceryStore 

DepaltmentStore 2.7 ４．３ 1５ 

DiscountStore／ＨｏｍｅCenter 5.3 ２２ 7.6 

Others 4.0 ２２ 5.3 
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Ｔｈｅｆｉｇｕｒｅｓｉｎｐａ｢enthesesareprOjected（o「estimated）choiceshares，whichwiIlbe

explainedinthenextsectionAsfa「ａｓｔｈｅｂｒａｎｄｃｈｏｉｃｅｓｈａｒｅｕｎｄｅｒｔｈｅｓaｍｅｐｒｉｃｅｉｓ

ｃｏｎｃｅｍｅｄ（figuresinthelastIineofTable3)，ｉｔｓｅｅｍｓ「easonabletoconside「thatbrand

powero「ｂ｢andstrBngthis「epresentedinanaIphabeticalo『der,Ａ,Ｂ,Ｃ１Ｄ１ａｎｄＥ

3．ＭｕＩｔｉｎｏｍｉａＩＬｏｇｉｔＦｏｒｍｕｌａｔｉｏｎｏｆＢrandChoiceModel O 

lnordertocalibratebrandpoweｒａｎｄｐｒｉｃｅ（dis-)utilityempirically，wecanusethe 

well-knownlogitfOrmulationofbrandchoice（McFaddenl973).（１）Ｌｅｔｕｓｓｔａ｢twithintroducing 

aconceptof’attractivenessifOreachbrandasadeterminantOfconsumerlspreference 

IAttractivenesslor1utility1fUnctionofbrandisdesignedtodescribethediffe『enceofpreference

betweenb｢ａｎｄｓ 

Ｉｎｏｕ「caseofdisposablediaper，fiveprofilesp｢esentedatoｎｅｔｉｍｅｌｅｎｄｗｅｉｇｈｔｔｏｔｈｉｓ

ｃｏｎｃｅｐｔＷehypothesizethatatt｢activenessofeachbrandcouldcompletelyexplainthe 

relationshipbetweenbrandandpriceConsequentIy，itseemsreasonabletoexpressthe 

attractivenessofeachprofileasthesumofthevalueofbrandj，ａｊａｎｄｔｈｅ（dis-)utilityofprice 

leveli，βiasfolIows： 

AI＝αｊ＋βｉ＋Ｅｋ (１） 

where，Ekdenotesarandomerrorterm． 

１nchoosingQnefrom5profiles1demographicattributesof「espondentsmightsignificantly

influencebrandchoicebehavio「ｉｎｔｈｅｉ「purchasingdisposabIesSuchunobse｢vabIefactors

shouldbetakeni､toaccountintermsofrandomchoiceprobability、Ｇｉｖｅｎａｐ｢ope「distribution

assumption，ｉｅ.，doubleexponentialdistributiontｏＥｋ，thechoiceprobabiIityofonebrand 

amongotherscanbefOrmulatedinafamiIiarMultinomiallogibtypefUnctionAccordingly，the 

choiceprobabilityPjofbrandjisputasfOIlows： 

５ 

Ｐｊ＝ｅｘｐ（AI）／｛Ｚｅｘｐ（Ai)｝（２） 

ｉ＝１ 

（１）McFadden,，．（1973)，，℃onditionalLogitAnaIysisofQuaIitativeChoiceBehavior,`'ｉｎＰ・Ｚａ｢embka，

RontiersofEconometricsⅢAcademicＰ尼ss．
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4.ＥｓｔｉｍａｔｉｏｎｏｆＢｒａｎｄＰｏｗｅｒａｎｄＰｒｉｃｅUtiIity 

Whenestimatingparametersofb｢andvalueajandpriceutiliWβｉ,itisimportantforusto 

approximatetheactualchoiceshares（PDwiththecorrespondingmodel-basedtheoretical 

choicep｢obabilitiescalib｢atedbylogitformula（１）ｉｎTable３． 

lnordertoobtainparametersinthiscase,wemadeuseofNakanishiandCoope｢ｉｓｍｅｔｈｏｄ 

(1974).（１）Table4showsestimation『esultsofbrandpowerandpriceutilityvaluesby

Log-CenterlngMethodbyNakanishiandCooper,whichisastatisticalva｢iationofOLS（Ordina｢y 

LeastSquare）methodtodeaIwiththedisc｢etechoicesituationSpecificallyinthisapplication1 

brandEandthemaximumpriceIeveIof2,580ｙｅｎａｒｅｄｅｆｉｎｅｄａｓ$lbaseleveli'ｏ「ｚｅ｢outilily、

Ａｎｙｏｎｅｏｆｂｒａｎｄｐｏｗｅ｢value（fo｢ｂ｢ａｎｄＡｔｏＥ）orpriceutility（for1,350ｙｅｎｔｏ2,580yen） 

shouldbemeasuredasdifferencefromthis'izerdibasevalue． 

TabIe4ResuItsofOLSMethod（byLogCenteringTransformation） 

ResuItsbyRegressionAnaIysis 

：3１ 

［ル

Ⅱ【

０００ 

０２８ ０．１６ 

０８４ ５１２ 

１１０６ ３月【

２．１８ ０１８ １１８１ 

２５６ ０１９ 

０２０ １５８１ 

（１）Nakanishi，ＭａｎｄＬＧ・Coope「（1974)，IlParameterEstimationlbraMultiplicativeCompetitive

lnteractionModeI:LeastSqua『esApp｢oach,''JoumaIofMarketingResea｢ch,１１，（August)．

3６ 

StandardDeviationofY 0２３２ 

SquaredR 0.944 

ＳａｍｐｌｅＳｉｚｅ 8５ 

DegreeofFreedom 7５ 

Bra､。
Regression 
Coefficient 

Standard 

Deviation 
卜value

Ａ ０．８２ ０．１２ 6６７ 

Ｂ ０．７２ 0.10 7.39 

Ｃ －０．３８ 0．１１ －３．３９ 

， 0２９ ０．０８ 3.67 

Ｅ 0．００ 

P｢iceLeveI UtiIityValue 

理,580 ０．００ 

\２ 380 ０２８ ０１６ 1．６９ 

\２ 1８０ ０８４ ０．１６ 5.12 

￥１ 980 1７５ ０．１６ 1１．０６ 

￥１ 7８０ ２．１８ ０．１８ 1１．８１ 

￥１ 580 ２５６ 0.19 1３．１１ 

￥１ 380 ３．１３ ０．２０ 1５．８１ 
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substjtutingtheestimatedvaluesfo「equation（２），wecancaIculatetheoreticalb｢and

sharesintheparenthesesofTabIe3・AlthoughsomeestimatedvaIuesshowsubstantial

deviationsfromaggregatechoiceprobabiIities，ｅ,９，ｆｂ「ｂｒａｎｄｓＣａｎｄＤｉｎＣａｓｅ＃１７，overall

fitnessoftheprOjectedtoactualsharesseemstobequiteniceThelinegraphsinFigurｅ２ 

｢evealthedifferencesbetweentheoreticalandprOjectedshares,bothfOrcaIcuIatedon5profiIes 

ofbrandsAtoEfOr17cases． 

Figure2ComparisonbetweenObservedVaIuesandEstimatedVaIues（shares〉
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Theabsoluteerrorbetweenactualandtheoreticalvaluesis２８％onaverage1andstandard 

deviationofdiscrepanciesisabouｔ2.2％、lnessencaitisreasonabletoconcludethatthese
● 

resultsdemonstratetheutilityofpredictivevalidationofthelogitfOrmulations（１）ａｎｄ（２） 

discussedabove． 

lnconcIusion，estimatedparamete｢sofpricesensitivityandbrandstrengthmustbe「eliable

becauseofhighR-squaredｖａｌｕｅ（､944）andsignificanttPscores（Table４)．Toextendthis 

analysisfUrther，wewilIfirstsplittheentiresampleintosub-groups，acco｢ｄｉｎｇｔｏｔｈｅｔｙｐｅｓｏｆ 

ｓｔｏｒｅｓａｎｄｔｈｅｂirthorde「ｏｆｂａｂｉｅｓＴｈｅｎｗｅｍｏｖｅｏｎｔｏａｓｓｅｓｓｔｈeaccountabilityoftheresult

ofthisquestionnairesuⅣey，comparingitwiththePOSdatacoIlectedf｢omthreesupermarkets 

ope｢ａｔｉｎｇｉｎｔｈｅ「esea｢ｃｈａｒｅａＴｈｉｓｗｉｌｌ「evealthattowhatextenttheresultcanexplain

changesinthesalesshare． 

5．BrandPowerandPriceSensitivity 

Theestimationresultsmentionedaboverevealanunexpectedfindingconcemingb｢and 

power・lnpreferenceorder,ｂｒａｎｄＣｗａｓ「ankedasthird・However,trade-offanalysisbetween

b｢andpowerandpriceutjIitygradedthestrengthofbrandCatthebottomｏｆａｌｌｆｉｖｅｂ｢andswith 

itsco｢TespondingutilitｙｖａＩｕｅｏｆ－０３８（Table４)．ltisshockingallthemo｢e,becausethechoice 

shareofbrandCwａｓ１６０％，rankedthethird，whenanidenticalprice（１９８０yen）was 

presentedfo「allfivebrands

Ontheotherhand，regardingthepriceutilityvaIue,ｗｅｏｂｓｅ｢vedaninterestingphenomenon 

thatutilityfUnctionofpricesuddenlydecreasesatthepointof2POOyen（Figure3)．Ｔｈｉｓｓｏ｢tof 

ideaistheequivalentof1kinkeddemandcurve1inmicro-economictheo｢ｙＡＳＦｉｇｕｒｅ３ｓｈｏｗｓ， 

thepriceutilitycurvefallsjustafte｢2,000ｙｅｎ（acurvingpointatl,980yen)．Toparaph｢ase 

this1aconsume「tendstobemoresensitiveafterthｅｐｒｉｃｅｈｉｔｓｔｈｅｍａｒｋｏｆ２,OOOyenOnthe

contrary,ａｓlongasthepriceremainslesstha、２，０００yen,theslopeofthepnce-utilitycurvetend

toberelativelyflat 

Ata｢oundl,g80yen1thepriceとutilitycurveshowsasmall1hook'totheup-leftdi｢ection・As

isthecasewithothergoods,oncepricelevelisfixedatamarginalpointsuchasl980yen,the 

pncebecomesunIikelytochange,whichthetheoryofkinkeddemandcu｢vepredicts． 
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Figure3BrandValueandPrice-UtiIityCurve（WhoIeSampIe） 

6．DifferenceinPriceSensitivitybySegment 

Figures4to6illustratethebrandvalueandprice-utilitycurvesbymarketsegment 

Figure4(b)，thethickIinerepresentsforthesegmentoffirstbabies,andthethinlineforth 

I、

rIgu｢ｅ４(、ﾉ，InemIcKIInerepresen[sTormesegmentorhrstbabIes1andthethinlineforthatof

othe「ｂａｂｉｅｓＴｈｅｓｌｏｐｅｏｆｔｈｅｔｈｉｃｋＩｉｎｅｉｓflatterthanthatofthethinIine，obviously，since

novicemothe｢ｓａ｢egenerallylackingintheknowledgebothfOrbabyproductsandnwtunng,ｔｈｅｙ 

ｔｅｎｄｔｏ「eIyonadvertisements，reputations，orbrandnamesltfOIlowsthatⅢasageneral

tendencyforthem，thebrandstrengthofexpensivebrandsarerelativelyrankedhigh，andthat 

thepricesensitMWremainslow 

Asamothe「becomesexperienced，however,brandnamebecomesIessimportanｔＡｓｔｈｅｙ

3９ 

1０ 

０５ 

Utility 

Value 

0０ 

－０．５ 
ＢｒａｎｄＡＢｒａｎｄＢＢｒａｎｄＣＢｒａｎｄＤＢｒａｎｄＥ 

LTL二iござ

Hosei University Repository



cometojudgethequalityofthebabyProducts,pricesensitivityinc｢easesTherelativelysteep 

cuⅣｅｏｆｔｈｅＵＰｌｉｎＩｉｎｅｓｕｐｐｏ｢ｔｓｔｈｉｓａｓｓｕｍｐｔｉｏｎＴｈｅｓａｍｅｉｓｔ｢ueoftheevaluationofbrand 

st｢ength・ＩｎＦｉｇｕｒｅ４(a)，mothersoffhstbabiesevaluateb｢andAandBhigherthanother

mothe｢ｓｄｏＴｈｅｓｅＭｏｂｒａｎｄｓａｒｅｇｅｎｅ｢alIyconside｢edasquaIitybrands 

Figure4BrandVaIueandPrice-UtiIityCurve（ByBirthOrderofBabies） 

Figure5showstheresuItoftheaboveanaIysisfocusedonthetypesｏｆｓｔｏｒｅｓｗｈｅｒｅｔｈｅ 

〕ndentsusuaIlyboughtdisposablediapers、ThethinnerIineinFigure5(ｂ）iIlustratestherespondentsusuaIlyboughtdisposablediapers・ThethinnerIineinFigure5(ｂ）iIlustratesthe

reactiontop｢icechangebythemotherswhomainIyusedtoshopatdrugstores、Thethickline

correspondstothosewhousedtobuyatsupermarkets， 

Theprice-utiIitycurveissteeperfOrsupermarketusersIｔｉｓ「easonabIetothinkthat

pnce-sensitivehousewivesboughtdisposabIeｓａｔｓｕｐｅｒｍａ『ketsOntheotherhand，arguably，

consume｢ｓｗｈｏｂｏｕｇｈｔｔｈｅｍａｔｄｒｕｇｓｔｏｒｅｓwereconsideredasmorebrand-onentedorp｢ice 

４０ 

(a)BrandVnlue 

1０ 

Utility 

VhUDn② L=ここ
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insensitive.(’ 

Figure5BrandVaIueandPrice-UtiIityCurve（ByStoreType） 

Segmentingthehousewivesbythestoretypestheyused，ｂ｢andstrengthmeasu｢ｅｓｗｅｒｅ 

ｌａｔｅｄａｓｉｎＦｉｇｕｒｅ５(ａ)．Here，again，ｇ｢aphssuggestthatd｢ugsto｢eusersapp｢eciated ｅｓｔｉｍａｔｅｄａｓｉｎＦｉｇｕｒｅ５(ａ)．Here，again，ｇ｢aphssuggestthatd｢ugsto｢eusersapp｢eciated 

hlghqualitymorethansupｅｒｍａｒｋｅｔｕｓｅｒｓｄｉｄＶｉｅｗｅｄｉｎｔｅｒｍｓｏｆｔｈｅｓｉｚｅｏｆｄｉａｐｅｒｓ，asin 

Figureaitispossibletogetaninsightonhowthei｢experienceasproductusersinfluencedp｢ice 

(1)However,whatshouldberemembe｢edhereisthatthisp｢iceexpenmentwasconductedabouttenyears 

ago，Sincediscount-typedrugstoreshavebeen旧pidlyincreasinginnumberandshareasimila「survey，

ifconducted,couldnowshowreve『sedslopesofsuperma｢ketsanddmgstores．
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sensitivity，becauseusually1babiesusesizeMuntiltheyreachl2thmonth，ａｎｄｓｉｚｅＵＬＬａｆｔｅ「

that 

Figure6BrandVaIueandPrice-UtiIityCurve（ＢｙＳｉｚｅ） 

7．PriceSimuIation：ＢｒａｎｄＥ 

Usingestimatesofbrandpowerandpriceutility，ｗｅｃａｎｓｉｍｕｌａｔｅｈｏｗｔｈｅｍａｒｋｅｔｓｈａ｢e 

changesasp｢icechangesfOranyoneofexistingbrandsFigure7demonstratestheresuItof 

1pricesimulationIfo「ｂｒａｎｄＥｌｎｔｈｉｓｃａｓａｔｈｅｐｒｉｃｅｏｆｔheothe「ｂ｢andsarefixedatanidentical

level（1,980yen)．Thetheo｢eticalshareofbrandEwas１３．６％，whenthepricewassame 

throughoutallbrands． 
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Fｉｇｕｒｅ７ＰｒｉｃｅＳｉｍｕＩａｔｉｏｎ 

4０ 

3０ 

Share 

2０ 

〆－，

％ 
、＝〆

1０ 

1３８０ 1５８０ １７８０ １９８０ 

Price(Yb､） 
2１８０ 2380 2580 

Ｌｅｔｔｈｅｏｔｈｅｒｂ｢andsbeatthesamepricaanddecreasethepriceofbrandEgradually、

Thenattheminimumpricelevelaslｏｗａｓａｔｌ,380yen,theaggregatechoiceshareofbrandE 

surgesupto３９％・Reflectingthesteepslopeoftheprice-utiIitycurveinFigu｢ｅ３，itssharesoa｢s

rapidlyasthepriceisbelowl,580yen、

Regardingtheincreaseinprice，theresuItisoppositeAsthepncerisesfToml,980ｔｏ 

2,180yen,asitexceedsthemarkof2000yen,theshareofbrandEplummets,which,howeverp 

fOllowedbyamodestdec｢ｅａｓｅＡｔｔｈｅｍａｘｉｍｕｍｐｒｉｃｅｏｆ２,５８０ｙｅｎ，brandEobtainsmerelya 

３％shareThissuggeststhatthisbranｄＥｈａｓｑｕｉｔｅａｓｍａｌｌｎｕｍｂｅｒｏｆＩｏｙａＩｃｏｎｓｕｍｅｒｓｗｈｏ 

ｂｕｙｔｈｅｂ｢andregardlessoftheprice 

PricesimulationcouIdbeappliedtotheplanningofsalespromotionby「etaile｢ＳＦＯ「this

purpose,thefirstthingtodoistocalculatebrandsharesusingPOSdatawhichenabIesusto 

estimatethebrandst｢engthandpriceutilitycurveThenthedataoftheplannedpricesfo「each

brandwasputintothemodelfOrｍｕｌａ(2)．Thisproceduresupposedlymakesitpossibleto 

simulateb｢andshareswithinacatego｢y、

8．FrameworkofSalesTrackingSurvey 

Thepricesimulationinthelastsectionisbasedonbrandchoicebehaviourbythe 

housewivesSurveyedHowever,aswediscusslate「indetails，thisbrandchoiceenvironmentis

４３ 

、

。

～ 
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quitediffcrentfromtheactualsalesconditionsatthesto｢es． 

．Ｔｈｅｄｉｆｆｂ｢encebetweentheactualandsimulatedshoppingenvironmentsnecessitatesa 

furtherexamination・Toconfirmthevalidityofquestionnairesurveyatthecent｢allocation，we

willcheckthetheoreticalsha｢es，whichａ｢eprOIectedbytheutiIityestimatesfromthe 

questionnairesurvey，ｗｉththebrandsaIesperfOnnanceatactualstoresActualsales『eco｢d

wastrackedfo「１６weeks、Itsbasicresea｢chframewo｢kisasfolIows

AfterfinishingthequeStionnairesurvey，ｗｅｃｈｏｓｅＧＭＳ（Gene｢ａｌＭｅ｢chandiseStore） 

retailersequippedwithPOSsystemwithintheresearchareaAtthesestores,wecontrolIedthe 

pricesoffivedisposablediape「brandsasmuchaspossible，trackingtheirdaiIysaIesbyPOS

data，ResearChersvisitedtheaffiIiatedstoreseveryaftemoonbetween2to4ｐ．ｍ．，andchecked 

thesalespromotionssuchasfeaturelayouts，enddisplays，aisledisplays，recommendedsales， 

andspeciaIdiscounts 

ThenwecompiｌｅｄｔｈｅｄａｉｌｙＰＯＳｄａｔａｉｎｔｏｗｅｅｋｌｙｄａtaandcomparedthemwiththe 

calculatedortheo｢eticalsharesasfollows： 

First，basedontheestimatedpa｢ametervaIues1wecomplementedpriceutiIityvaIuefOr 

eachbrand，usingtheirdailysalesprices．（１）Then，wecalculatedattractivenessofeachbrand， 

andbysubstitutingitfOrthelogitfunction,weobtaineddailybrandshare(prOjected)．The 

estimatedbrandshareisaveragedbyweekasthetotalshareofdailyshare 

lncidentally,incomputingma｢ketshares,weexcludedthesaIespromotionacUvitiesvariable 

colIectedfTomstores・ＴｈｅmainreasonofthisisbecausetherewerestrongcorreIationbetween

thesalespmmotionvariableandsalesprices． 

9.ComparisonbetweenActuaIandPrOjectedShares 

Figure8exhibitsatimeseriescompansonbetweentheactuaI1yrecordedsharesand 

prOjected／theoreticaIsharesoffivebrandsonaweekIybasisAsfOrtherecordedsharesby 

POSterminals，duringthisperiod，ｔｈｅｓｔｏｒｅｐｎｃｅｓｏｆＢｒａｎｄＡ，Ｃ，andEwereoftenfIuctuaUng 

ma｢kedly．（２） 

(1)TheutiIityvalueatanoptionalp｢icelevelisobtainedbydividingtheutiIityvaIuesmeasu｢ed5points 

proportionateIybylineaTinteIpoIation、Ｆｏ｢instance,sincethep｢iceutiIityvalueofl,680yenisjustinthe

middIeofl,580ａｎｄｌ７８０ｙｅｎ,ｓｏthat（thepr1ceutiIiiyvalueofl,680）＝（(theｐ｢iceutilityvalueoflp580） 

＋（thepnceutilityvalueofl970)）／２＝(2.18＋2.56）／２． 

(2)ThepricelevelsweTepIannedtobemanipulatedIb「ｏｎｅｂｒａｎｄ．
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Figure80bservedandPredictedVaIuesofMarketShares（TrackingSurvey） 
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ThosefivegraPhssha｢ethreecommoncharactenstics． 

①Asfarasweeklydataisconcemed,thepredictiveaccu｢acyofmarketshareisnotve｢ｙｈｉｇｈ 

Ｔｈｅ｢eisamarkedpredictionerrorof２．０to25atmaximumHowever， 

②Thedifferencebetweenactually「ecordedandpredictedvaluesbecomesmuchsmalle「fOr

brandswhenthedataareaveragedbythewholesurveyperiodAnd， 

③Comparedwithpredictedshares,actualmarketsharestendtofluctuateupanddownWhat 

causesthese「esults？

Suchadeviationoftheo｢eticalf｢omactualshareswouldmakeitdifficuIttoapplyour 

estimationp｢oposedmethodtoactualmarketingdecisionmakingHowever，giventhatthe 

reasonsofthisdeviationareidentified,anymodifiedmodelfOrmulationcouldexpIainactualshare 

changesmuchbetter、

１ｔseemsthattherearethree｢easonswhyaCtualmarketshareswouldfluctuatearoundthe 

predictｅｄｖａＩｕｅｓ 

ＴｈｅｆｉｒｓｔｒｅａｓｏｎｉｓｔｈｅｓalespromotioneffectofmerchandisedispIayedatstorefronts 

Gene｢allyspeakingibrandsatpromotionarestackedmassivelyvis-a-visregularitemsandsold 

withprice「eduction，whichattractsmo｢eattentionatthestorefrontthanonthequestionnaire

survey・AsaresuIt,thetotalsalesquantityondisplaytendstosoaratstores

Thenext｢easonistheeffectof1multiplepu｢chases1・Thequestionnairesurveyexpected

thehousewivestobuyonlyoneunitofproductateverypurchaSeoccasionHoweve｢’inreaIity， 

consumersoftenstackupmorethanｏｎｅｕｎｉｔａｔｓａｌｅｓｌｎｔｈｉｓｃａｓｅ，thesalesquantity（ｏ「

markedshare）ｏｆａｂｒａｎｄｗｉｔｈｍｏｒｅｐｒｉｃｅ「eductionarelikelytobegreaterthanthatonthe

surveysituationatthecentrallocation・

LastIy1thereisfluctuationsinsalescausedbyconsumers11stockpilingioriadvance 

purchase１．Thestockkeepinglevelofdisposablediaperishigh，sincediaperｈａｓ「elatively

durable・UsuaIlyittakesmothe｢ｓｔｗｏｔｏｔｈｒｅｅｗｅｅｋｓｔｏｕｓｅｕｐｏｎｅｐａｃｋagewith36to72units

ofsheet・Accordinglyionceab｢ａｎｄｉｓｓｏｌｄｏｎｓａＩｅ，itpromptsmultipleo「advancepurchase，

anditsstockathomeincreasesWhensalespromotionweekscontinueeveryotherweek，the 

actualsalesquantityfIuctuatesupanddownmorethaninthepredictivetheoreticaIvaIue.(１） 

（１）Nakajima（1993）ｐ｢oposedanimp｢ovedmodelwhichtheo｢eticallycove｢ssuchfluctuationsinsales 

quantitiesasgivenThemainachievementofNakajimaIsliesinthetheonzationof'theeffectofstock 

piling1，Nakajima，Ｍ（1993)，`lMeasurementofPriceElasticityandScannerDataⅧｉｎＯｇａｗａＫｅｄ 

(1993）ｉＰＯＳａｎｄＭａ｢ketingSt｢ategy1,Yuhikaku1Tokyo 
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10.OveraIIResearchDesign 

Figure9presentstheove｢ａｌｌｄｅｓｉｇｎｏｆｉＫａｏｏｓＰ｢icingResea｢chExpenment1One 

componentis'conlointanalysis'byquestionnairesurveyandtheotheris'trackingswvey'byPOS 

dataAlthoughthenumberofsampleswere225,､otsolargethoughthispriceresea｢ch,which 

combinedquestionnairesuweyaｎｄＰＯＳｄａｔａ「igo｢ouslypredictedb｢andpowerandprice

responsevariａｂｌｅｓａｔｔｈｅｓａｍｅｔｉｍｅＴｈｕｓ，itpioneeredaprototypeofambitiousresea｢cｈ 

design． 

Figure90veraIIResearchDesign 
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