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PREREQUISITES:

MK 2030 Introduction to Marketing
MK 3131 Marketing Management

CATALOG Practical command of the marketing planning process. Evaluation of

DESCRIPTION: marketing decisions through the application of appropriate metrics.
Assessment of marketing effectiveness through critical interpretation
of analytics. Generation of actionable strategic insights.

RATIONALE: This course is designed for Marketing students, who have already

assimilated the marketing concept and the elements of the marketing
mix. The course bridges the gap between marketing theory and practice
by providing a natural setting for planning, implementation, and
evaluation of marketing activities. Through the use of a simulation game,
it provides the theoretical framework, tools for analysis, planning and the
application of marketing analytics to support planning and control.
Though this process students learn how to act as marketing managers
and harmonize the objectives and resources of the organization with
marketplace opportunities.

LEARNING OUTCOMES:

As a result of taking this course, the student should be able to:

1. Critically appraise tools for making marketing decisions,
considering complex internal and external conditions.

2. Solve strategic marketing problems for new and existing brands
by synthesising conceptual knowledge and employing analytical
techniques.

3. Assess the effectiveness of marketing decisions by selecting,
applying and critically evaluating appropriate metrics and
analytics.

4. Plan and justify the allocation of corporate resources across
brands and markets using data-driven insights under conditions
of uncertainty.

METHOD OF TEACHING AND
LEARNING:

In congruence with the teaching and learning strategy of the college, the
following tools are used:
e Lectures, class discussions and and computer lab workshops
e Homework assignments.
e Office hours held by the instructor to provide further assistance
to students.
e Use of library facilities for further study and preparation for the
exams
e Use of the Blackboard course management platform to further
support communication, by posting lecture notes, assignment
instruction, timely announcements, formative quizzes and online
submission of assignments.
e Computer Simulation Game: Pending License utilization is
conditional upon sufficient budget allocation use of digital
platform to experiment in simulated environment.

ASSESSMENT:

Summative:




1% assessment: 1 hour closed-book Exam, 30%
multiple choice and/or essay type questions
2" assessment: Individual Presentation 35/70.

Group written report: 35/70 Word count: 2,500 70%
Formative:

Course work: 0

Case discussion, assignments

Group Work: 0

Preparation and submission of the simulation
game decisions

The formative assessments aim to prepare students for the summative
assessments.

The Exam tests Learning Outcome 3
The Presentation and the Group written report test Learning Outcomes

1,2 and 4.

Students are required to resit failed assessments in this module.

INDICATIVE READING:

REQUIRED READING:

lacobucci, D. (2021). Marketing Management (latest ed.). Cengage
Learning EMEA. https://www.perlego.com/book/3289603

Kall, J. (2021). Brand Metrics (1st ed.). Routledge.
https://www.perlego.com/book/2555190

Kaurav, R. P.S., & Thomas, A. (2025). Marketing Analytics Using Excel
(1st ed.). SAGE Publications Ltd.
https://www.perlego.com/book/5056169

Larréché, J.-C., & Gatignon, H. (2010). Markstrat: A marketing strategy
game (latest ed.). StratX Simulations.

RECOMMENDED READING:

BOOKS

Inge, C. (2022). Marketing Metrics (1st ed.). Kogan Page.
https://www.perlego.com/book/3709762

ARTICLES

Agag, G., Shehawy, Y. M., Almoraish, A,, Eid, R., Lababdi, H. C., Labben,
T.G., & Abdo, S. S. (2024). Understanding the relationship
between marketing analytics, customer agility, and customer
satisfaction: A longitudinal perspective. Journal of Retailing and
Consumer Services, 77, 103663.

Ambler, T. (2000). Marketing metrics. Business Strategy Review, 11(2),
59.

Baehre, S., O’'Dwyer, M., O’'Malley, L., & Lee, N. (2022). The use of Net
Promoter Score (NPS) to predict sales growth: insights from an
empirical investigation. Journal of the Academy of Marketing
Science, 50(1), 67-84.

Basu, R., Lim, W. M., Kumar, A., & Kumar, S. (2023). Marketing
analytics: The bridge between customer psychology and
marketing decision-making. Psychology & Marketing, 40(12),
2588-2611.

Fischer, M., & Himme, A. (2017). The financial brand value chain: How
brand investments contribute to the financial health of firms.
International Journal of Research in Marketing, 34(1), 137-153.




Frosén, J., Luoma, J., Jaakkola, M., Tikkanen, H., & Aspara, J. (2016).
What counts versus what can be counted: The complex interplay
of market orientation and marketing performance measurement.
Journal of Marketing, 80(3), 60-78.

Georgoff, D. M., & Murdick, R. G. (1998). Manager’s guide to
forecasting. Harvard Business Review, 4, 1.

Goyal, V., & Mishra, P. (2019). Evaluating channel partner’s
performance: Impact of task environments on the relevance of
measurement metrics. Journal of Business & Industrial Marketing,
34(2), 488-504.

lacobucci, D., Petrescu, M., Krishen, A., & Bendixen, M. (2019). The
state of marketing analytics in research and practice. Journal of
Marketing Analytics, 7(3), 152-181.

Kumar, V., Jones, E., Venkatesan, R., & Leone, R. P. (2011). Is market
orientation a source of sustainable competitive advantage or
simply the cost of competing? Journal of Marketing, 75(1), 16—30.

Melovi¢, B., Dabi¢, M., Vukéevié, M., Cirovi¢, D., & Backovi¢, T. (2021).
Strategic business decision making: the use and relevance of
marketing metrics and knowledge management. Journal of
Knowledge Management, 25(11), 175-202.

Mintz, O., & Currim, 1. S. (2015). When does metric use matter less?
European Journal of Marketing, 49(11/12), 1809-1856.

Mintz, O., & Currim, 1. S. (2013). What drives managerial use of
marketing and financial metrics and does metric use affect
performance of marketing-mix activities? Journal of Marketing,
77(2), 17-40.

Molinillo, S., Ekinci, Y., & Japutra, A. (2019). A consumer-based brand
performance model for assessing brand success. International
Journal of Market Research, 61(1), 93—-110.

Pauwels, K. (2015). Truly accountable marketing: The right metrics for
the right results. Marketing Intelligence Review, 7(1), 8-15.
Reibstein, D. J. (2015). Closing the gap between marketing and finance:
The link to driving wise marketing investment. Marketing

Intelligence Review, 7(1), 22-27.

Romaniuk, J., Wight, S., & Faulkner, M. (2017). Brand awareness:
Revisiting an old metric for a new world. Journal of Product &
Brand Management, 26(5), 469—476.

Schultz, D. (2016). Market brand equity: Lost in terminology and
techniques? Journal of Product & Brand Management, 25(6),
507-515.

Sridhar, S., Naik, P. A., & Kelkar, A. (2017). Metrics unreliability and
marketing overspending. International Journal of Research in
Marketing, 34(4), 761-779.

Other sources, including journal and newspapers’ articles, research
papers etc. recommended by the instructor throughout the
semester.

INDICATIVE MATERIAL:
(e.g. audiovisual, digital material,
etc.)

N/A

COMMUNICATION
REQUIREMENTS:

Use of appropriate academic conventions as applicable in oral and
written communications.

SOFTWARE
REQUIREMENTS:

MS Office and Blackboard CMS
Markstrat simulation game or any similar web- based simulation game
selected. Pending License utilization is conditional upon sufficient




budget allocation use of digital platform to experiment in simulated
environment

WWW RESOURCES: Students are expected to use the internet at their own discretion to
select information on the module. Useful sources include:
e https://www.ama.org/data-and-analytics-for-marketers/
e www.businessweek.com
e |ookerstudio.google.com/
e www.hbr.org
e www.marketingpower.com
e https://www.statista.com/
e https://public.tableau.com/app/discover
INDICATIVE CONTENT: Marketing Metrics Basics

Marketing Strategy & Performance Evaluation
Segmentation, Targeting & Positioning
Budgeting, Forecasting & Decision Analytics
Product Launch, Innovation & Analytics
Financial Metrics

Marketing Metrics

Analytics Reporting

Artificial Intelligence in Marketing Analytics

WO NOWULRAWNRE




