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As increased quantity and quality

of competition make it more
difficulr than ever to gain competitive
advantage, Simon points to a power-
ful, cost-effective way of achieving
just that: to acquire long-lasting, if
not permanent, sales and profit bene-
fits from a temporary marketing in-
vestment. The examples, the behav-
ioral rationale, and, especially, the sev-
en conclusions invite thought and
empirical testing,

Marnik Dekimpe and I have devel-
oped a rigorous yet practical method
for inferring hysteresis from readily -
available sales and marketing spend-
ing data. We have observed that hys-
teresis necessitates three conditions in
the dara: (1) there must be perma-
-nent change in sales, (2) there must
be only temporary change in marker-
ing effort, and (3) the sales evolution
must be related to the marketing ef-
fort. So far, we have analyzed about
half a dozen marketing dara sets using
the method. In one case, we did dis-
cover hysteresis between the price of a
consumer product and its resulting
sales evolution. By contrast, the ma-
jority of our empirical results point to
evolution or immobility in both sales
and marketing spending. These pre-
liminary findings suggest that hystere-
sis in market response is the exception
rather than the rule, and invite more
study of the conditions under which
it may exist. Simon’s article is an ex-
cellent starting point.
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