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Advance Courses:

     Marketing Management
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Course objective:
  In this course, you will learn how to analyze marketing data to help make decisions about market segmentation and target market selection; new product and service development; product positioning; and allocation of marketing mix expenditures to accomplish objectives. Specifically, we will use Excel Add-Ins to learn how to use and interpret: 

· Multinomial Logit/Choice Modeling 
· Conjoint analysis,

· Cluster analysis,

· Bass models,
· Marketing mix response models.

Achieving the objective

    The theory of Marketing Models will be covered by lecture sessions which will comprise about 50% of the class hours. These lectures will be based on the material contained in the text book which has a theoretical orientation. The practice with software will be applied by problems discussions which will comprise about 50% of the class hours.

    Experience has shown that an efficient way to study the course material, particularly the quantitative part, is by solving problems related to the theory and its application. Some of these will be discussed in class. The students should do all the assigned problems. The Marketing Engineering software provides multiple analysis models to solve the problems in the case materials. Students should be very familiar with this application software.

Teaching material

· Textbook: Principles of Marketing Engineering 2nd Edition. By Gary L. Lilien,
Arvind Rangaswamy, Arnaud De Bruyn, DecisionPro, Inc. (2013)
· Slides: provided by the lecture at the beginning of the course
· Technique notes: provided by the lecture when necessary
· The software: The Excel add-in associated with the book will be in available on the 
computers in the lab center of management school. Additionally you can download a copy for use on your own computer. 
Evaluation

The grades will be weighted as follows:

	
	Term Exam
Presentation
Class participation


	 40%

 30%

 30%

  


Schedule
_______________________________________________________________________
Session 1       Topic: Introduction and Course and Software Overview 


      Readings: textbook Chapter 1 



___________________________________________________________
Session 2-1     Topic:  Segmentation


                   Readings: textbook Chapter 3

(Cluster Analysis software)

Session 2-2     Presentation 3: Conglomerate’s New PDA
___________________________________________________________
Session 3-1     Topic: Targeting



       Readings:textbook: Chapter 3 (continued)



                  (Multinomial Logit/Choice Modeling Software)

Session 3-2     Presentation 1: Bookbinder’s BookClub (pp 185-187) 
____________________________________________________________   
Session 4-1      Topic:  Positioning



       Readings: textbook Chapter 4



                   (Positioning Software) April 24


Session 4-2      Presentation 4: Positioning the Infiniti G20 (pp 148-154)

____________________________________________________________

Session 5-1     Topic: New Product Design: Conjoint Analysis
Readings: textbook  Chapter 7 pp 233-253



                   (Conjoint Analysis Software)

Session 5-2      Presentation 2: Forte Hotel  Case (pp 113-116)

     __________________________________________________________________
Session 6-1      Topic:  ADV Budget: ADBUDG


        Readings: textbook Chapter 9, pp253-271

Session 6-2     Presentation 6: BlueMountain Coffee
__________________________________________________________________
Session 7-1     Topic: New Product Forecasting



      Readings: textbook Chapter 7, pp253-271



                  (Bass Model Software)

Session 7-2     Presentation 5: Zenith High Definition Television (pp 277-282)

     ___________________________________________________________________
Session 8      Topic:  Implementation and the Future of Marketing Engineering

                     Reading: textbook Chapter 11


__________________________________________________________________
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