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Discussion�:�Satiation�Dynamics

Figure�3��Part�Worth�Dynamics
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• Dynamic�part�worth�for�each�of�the�attribute
• (a)�ID#99:�Attributes�c2,�5,�6,�9,�10,�11�(spice,�pepper)have�

upward trendupward�trend
=>�Spice�attributes�increase�satiation�at�a�faster�than�others

• (b)�ID#26:�Attributes�c1,�3,�7,�8,�12(cheese,�herb)�lead�to�greater�
i isatiation�

=>�Spice�attributes�have�downward�trend,�not�increasing�satiation
47

4

(Compensating�Value� CV)
––

(Kim�et�al.�2002)

–
–

CV

j

CV

j

48

4

5 CV

(a) ID#99 (b) ID#26

4

A
B
C
D

1.
0

1.
2

A

(a)�ID#99 (b)�ID#26
( )j
htCV( )j

htCV

2
3

D
E
F
G
H

0.
4

0.
6

0.
8

A
B
C
D
E
F
G
H

1 2 3 4 5 6

0
1

1 2 3 4 5 6

0.
0

0.
2

0

t t

• ID#99:��E E
• ID#26 F G• ID#26:��F G

–

49

4

6 CV

(a) (b)�

5
6

A
B 2.

0
2.

5

(a)� ( )

C
V

2
3

4

B
C
D
E
F
G
H

Av
er

ag
e 

C
V

1.
0

1.
5

1 2 3 4 5 6

0
1

O i

1 2 3 4 5 6

0.
5

Occasion
Occasion

50



5

•
•
•

SatiationSatiation

•

• ID�POS

•
••

51

• Bhat,�C.R�(2005)�“A�multiple�discrete�continuous�extreme�value�model:�
formulation�and�application�to�discretionary�time�use�decision”,�Transportation�
Research�B,�Vol.39,�679�707.

• Bhat C R (2008) “The multiple discrete�continuous extreme value (MDCEV)Bhat,�C.R.�(2008)� The�multiple�discrete continuous�extreme�value�(MDCEV)�
model:�Role�of�utility�function�parameters,�identification�considerations,�and�
model�extensions,"�Transportation�Research.B,�42,�274�303.

• Carter,�C.K.�and�Kohn,�R.�Carter�(1994)�“On�Gibbs�sampling�for�state�space�models”,�
Bi t ik V l 81 541 553Biometrika,�Vol.81,�541�553.

• Chintagunta,�P.�(1994)�“Heterogeneous�Logit Model�Implications�for�Brand�
Positioning”,�Journal�of�Marketing�Research,�Vol.32,�304�311.

• Elrod T (1988) “Choice Map: Inferring a Product Market Map from Panel Data”Elrod,�T.�(1988)� Choice�Map:�Inferring�a�Product�Market�Map�from�Panel�Data ,�
Marketing�Science,�Vol.7,�21�40.

• Geweke,�J.�and�G.�Zhou�(1996)�“Measuring�the�Pricing�Error�of�the�Arbitrage�
Pricing�Theory”,�The�Review�of�Financial�Studies,�Vol.9,�557�587.

• Kim,�J.,�G.�Allenby�and�P.�Rossi�(2002),�“Modeling�Consumer�Demand�for�Variety,”�
Marketing�Science,�Vol.21,�229�250.

• Kim,�J.,�G.,�Allenby�and�P.,�Rossi�(2007),�“Product�attribute�and�models�of�multiple�
discreteness,” Journal of Econometrics, Vol.138, 208�230.discreteness, �Journal�of�Econometrics,�Vol.138,�208 230.

• Satomura,�T,�J.�Kim�and�G.M.�Allenby�(2011a)�“Multiple�Constraint�Choice�Models�
with�Corner�and�Interior�Solutions”,�Marketing�Science,�Vol.30,�No.3,�481�490

• Satomura,�T.,�J.D.�Brazell and�G.M.�Allenby�(2011b)�“Choice�Models�for�Budgeted�
d d d ll ” k hDemand�and�Constrained�Allocation,”�working�paper,�Ohio�State�University.

52


