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Foreword

Shortly after World War II, a move began to adapt some off the
mathematical approaches developed for military opérations #0 the
problems of business management. This movement, kpown gen-
erally as “operations research,” focused largely on such problems
as production scheduling, physical distribution, capital budgeting,
and inventory control during its rapid rise in the 1950’s. Only in
recent years has there been substantial interest among marketers
in operations research and a significant effort to apply mathemati-
cal models and techniques to marketing management.

In this volume Professor Buzzell seeks to describe the nature of
some of the applications of mathematical models to marketing
problems, to outline some of the limitations and potentialities of
this new development, and to analyze some of the problems market-
ing men will encounter in utilizing these techniques. He sets forth
in nonmathematical terms the underlying concepts involved in the
use of mathematical models in a manner designed to assist market-
ing management to work effectively with technical specialists. Per-
haps of even greater importance, he deals with the use of mathe-
matical models in the context of the marketing process as it exists
in practice. The case studies are not abstract descriptions of prob-
lems; they present the full backgrounds of the marketing situations
in which the models were employed. As such they will also be of
value to staff specialists in providing a better appreciation of the
context in which their mathematical skills are to be used.

If the application of models is to bear real fruit in the future,
there must be a blending of the markgting manager’s understanding
of the complex reality of the marketing problems with the analytical
skill of the mathematically trained researcher. An important ob-
jective of this study is to highlight the necessity for this blend and
to contribute to its development by providing materials relevant to
the activities of both parties in this joint task.

The study was initiated with the financial support of an alloca-
tion from funds contributed to the School by The Associates of the
Harvard Business School. In the course of the research Professor
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vi Foreword

Buzzell established close working relationships with the Marketing
Science Institute, and the Institute at a later stage made a specific
grant to the School for the partial support of this research. May I
express for the School its gratitude for these two sources of financial
support.
BERTRAND Fox
Director of Research
Soldiers Field
Boston, Massachusetts
May 1964
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This book summarizes the results of an investigation ofthe appli-
cations of mathematical models to problems of marketing manage-
ment. Unlike some other recently published boaks with similar
titles, it is not a textbook on “mathematics for nonmathematicians.”
The purpose of the study was to evaluate the uses and limitations
of mathematical concepts and techniques from the standpoint of
the marketing manager.

The idea for the study grew out of my “discovery” of mathe-
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Slater (now at Michigan State University).
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