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MKTG 562-IDS 540 – FALL 2017 
UNIVERSITY OF ILLINOIS AT CHICAGO MBA/MSM/MSMIS/MSBA+ 

Wednesdays, 6:00-8:30 p.m. 
TAFT Hall, Room 120 

 
 
Course:   Marketing Analytics / MKTG 562 CRN: 39779 [Prerequisite: MKTG 500]  

IDS 540 CRN: 41005 
      
Professor:   Alan J. Malter, Ph.D., Associate Prof. of Marketing, Dept of Managerial Studies 

Office address: Room 2221 University Hall 
E-mail:  amalter@uic.edu   Tel. 312-413-4142 
Office hours: Before class or by appointment 

 
Texts: REQUIRED: Lilien,  Gary  L.,  Arvind  Rangaswamy,  and  Arnaud  De  Bruyn  (2017),  

Principles  of  Marketing  Engineering  and  Analytics,  3rd  Edition,  DecisionPro,  Inc.  (State  
College,  PA  16801;;  814-234-2446;;  www.mktgeng.com).  ISBN-10:  0985764821                                                                      
ISBN-13:  9780985764821  

   Also  available  in  select  countries  in  e-book  format  from  Google  Books.  
 
 REQUIRED: Marketing  Engineering  for  Excel  software  (available  for  purchase  on-line  

from  www.mktgeng.com).  We  will  use  MEXL  Version  2.1  (new  version).    Access  to  all  
cases  and  datasets  for  the  course  are  included  with  the  software.  It  is  recommended  to  
bring  a  laptop  to  class  to  better  follow  the  examples  and  cases.  ME  Cloud  available  for  
Mac  users.  

  
OPTIONAL: Palmatier,  Robert  W.  and  Shrihari  Sridhar  (2017),  Marketing  Strategy:  
Based  on  First  Principles  and  Data  Analytics,  London:  Palgrave/Macmillan.  ISBN-10:  
1137526238      ISBN-13:  9781137526236  Paperback  or  Kindle  available  on  Amazon  (~$55)  
https://www.amazon.com/Marketing-Strategy-Based-Principles-Analytics-
ebook/dp/B01N7YWQZR/ref=sr_1_1?ie=UTF8&qid=1504108394&sr=8-
1&keywords=robert+w+palmatier  

 
 “ForClass” – details to be announced 
 
Articles: Additional cases, articles and other materials to be posted on BB or distributed. 
 
Objective: To develop knowledge, mindset, and analytical skills to be effective marketing 

decision-makers. 
 
Grading: 400 total points, distributed as follows: 

40 points: quality and consistency of contributions to class discussions 
60 points: mid-term exam 
60 points: final exam 

  80 points: group case presentations 
80 points: Case preparations 
80 points: Toolkit summaries  
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Marketing  Engineering  for  Excel  (MEXL)  Software  v2.1  -  Student  Access    
  

Introduction  
In  order  for  students  to  obtain  the  Marketing  Engineering  for  Excel  software  package  at  a  reduced  academic  cost,  we  
have  password  protected  the  student  version  download  page.  This  software  normally  retails  in  the  commercial  market  
for  $1,500  but  to  make  this  software  and  the  concepts  accessible  to  students,  we  have  special  educational  licenses  
available.  In  order  for  students  to  download  the  educational  version  of  the  software,  please  go  to  the  following  page  
on  the  marketing  engineering  website:  
  

http://www.decisionpro.biz/students/new-students/subscribe-to-student-materials/levels 
 

and  enter  the  following  Student  Access  Code:  
  

MKTG5555 
  

  
Please  note  that  the  Download  Password  will  change  in  January  and  July  of  each  year.    
  
Academic  Pricing  
  
Six-month  license  (includes  “ENGINIUS”  license  and  DecisionPro  cases):  $45.00  
  
One-year  license  (includes  “ENGINIUS”  license  and  DecisionPro  cases):  $60.00  

 
Two-year  license  (includes  “ENGINIUS”  license  and  DecisionPro  cases):  $90.00  
 
Textbook order details: 
 
https://www.decisionpro.biz/store/students/purchase-textbook 
 
  

PRINCIPLES OF MARKETING ENGINEERING AND 

ANALYTICS 3RD EDITION 

 (Softcover) 

  
  

$37.50    

      

 
Authors:  Gary L. Lilien, Arvind Rangaswamy, and Arnaud De Bruyn   
Paperback:  328  pages  
Publisher:  DecisionPro,  Inc.  (April  2017)  
Binding:  Softcover  
ISBN-10:  0985764821  
ISBN-13:  9780985764821 
  

Also  available  in  E-book  format  from  Google  Books.  ($17.90)  
  

Not  available  yet  from  Amazon.com.  



 

 3 

Instructions:  http://www.decisionpro.biz/read-me-first 
 
 
Read Me First  
  
DecisionPro  supports  students  in  many  ways  including  discounted  academic  software  (over  90%  off  retail  price)  
which  includes  business  cases  to  supplement  your  learning.  In  order  to  get  the  best  use  of  the  student  section  of  our  
website:  

•   1Create  an  Account  on  our  Website  -  In  order  to  download  or  purchase  any  materials,  the  first  step  is  
to  create  an  account  on  our  website.  After  basic  registration  you  will  be  able  to  purchase  textbooks  and  
download  the  accompanying  Technical  Notes.  

 
Link to Frequently Asked Software Questions (FAQ’s): 
 
http://www.decisionpro.biz/support?view=faq 
 
 
Other materials to download (free): 
 
Tutorials for each MEXL tool – Always use “MEXLv2.1” (required): 
 
http://www.decisionpro.biz/students/current-students/download-software-tutorials 
 
 
 “Technical Notes” for each MEXL tool (optional): 
 
http://www.decisionpro.biz/downloads/students/technical-notes 
 
 
Supplemental Videos of Marketing Analytics applications (optional): 
 
http://www.decisionpro.biz/students/current-students/supplemental-videos 
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MARKETING ANALYTICS COURSE OVERVIEW 
 
WHY STUDY MARKETING ANALYTICS?   
 
As a manager, you must be an effective decision maker. Marketing decision-making resembles design 
engineering – putting together concepts, data, analyses, and simulations to learn about the marketplace 
and to design effective marketing plans. Although many people view marketing as an art and others 
regard it as science, this course views marketing as a combination of art and science to solve specific 
problems. Students will learn concepts and will work hands-on with data and software tools for making 
decisions regarding segmentation and targeting, positioning, forecasting, new product and service design, 
and the elements of the marketing mix. Through the course, students will learn to take advantage of the 
massive amounts of data available in most organizations, using that data to make better-informed 
decisions, and to create compelling evidence to persuade other executives to support those decisions. 
  
GOALS FOR THE CLASS: 

1.   To gain working knowledge of analytical tools to help make better marketing decisions. 
2.   To gain enough hands-on experience with these tools to be comfortable knowing when and how 

to apply these tools in your career. 
3.   To enjoy ourselves while we accomplish the above. 

 
WHAT WILL CLASS BE LIKE?   
 
This course focuses on helping students develop an analytical and systematic set of skills and processes 
for making marketing decisions. Although processes can be taught by lecture, the development of skills 
requires hands-on practice. Lecture will be used when needed to orient you to a topic/skill, but the 
majority of the class will focus on short case studies that include real market research and financial data. 
To analyze these data sets, we will use a software package called Marketing Engineering for Excel*.  It 
loads on top of Microsoft Excel (which means that if you can operate Excel, you can learn this software) 
and includes the set of analysis tools for the course. Most class periods will include some lecture, some 
discussion, and some time working through the case exercises. Out-of-class preparation will be critical to 
prepare you to participate in (and benefit from) the in-class activities. 
*Student licenses for the software are very reasonable, and a commercial version of the software is available. 
 
GRADES:   
 
Your grade will be solely a result of your performance on the assignments, exam and class participation.  
If you earn 90% or more of the total points possible you will receive an A, 80% to 89.99% will earn a B, 
70% to 79.99% will earn a C, below 70% will earn a D, and below 60% will receive a failing grade. 
 
ACTIVITIES: 
 
1. Class participation -- (40 points) -- Class attendance and regular participation in class discussions 
and case discussions are the only way for you to earn these points. You will get the chance to do a lot of 
talking during class.  It will, however, be done in an orderly way. Each student deserves a classroom 
environment that makes it possible to concentrate and learn.    
•   Participation in discussion – to be an effective participant in our discussions, it is vital that you read 

the assigned chapters and cases and work through the analysis exercises in advance.  Although the 
classroom is a learning environment in which I encourage everyone to participate, you will earn these 
points through the quality (not only the quantity) of your comments and questions. Throughout the 
term, I will keep track of the degree to which your comments and questions contribute meaningfully 
to class discussion.    
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2.  Two Examinations -- (Mid-term Exam – 60 points; Final Exam – 60 points) – These tests will ask 
you to analyze data, interpret findings, and make decisions.  NO MAKEUP WILL BE POSSIBLE 
UNLESS ARRANGEMENTS ARE MADE BEFORE THE ORIGINAL TEST TIME.   
 
3.  Case studies – Group Presentation – (80 points) – In class we will discuss cases, giving you an 
opportunity to practice applying each of the tools we will learn. You will earn points for each case for the 
effort and quality of your work on assigned questions and exercises related to the cases, and for your 
willingness and ability to present your analyses informally. You are encouraged to work on the cases in 
study groups, but each student is individually responsible for knowing the material and how to use the 
analytical tools. In addition, each group will be responsible for presenting one of the cases in class 
(subject to change, depending on final course enrollment). Each presentation will be 30 minutes long, and 
answer the questions posed for that case. This will involve applying some technique for data analysis. The 
presenting team must also submit a copy of their visuals. The group presentation is worth up to 50 points. 
Your individual contribution to case discussions will be part of your class participation grade. 
 
 4.  Case preparations (individual) – (80 points) – In order to have high-quality in-class discussions of 
the cases and maximize your learning and understanding of the ME tools, it is essential that each student 
prepare each case in advance of the class discussion. To help you prepare, each student will submit brief 
answers to case questions for each assigned case before the case is discussed in class (for all cases, 
including the case your group presents to the class). Questions typically ask what problem and decision 
are facing the firm in the case, what type of data they collected, which tool they used to analyze the data, 
and your conclusion of what the managers (and you) learned from analyzing this case. EACH student in 
the class must turn in their own summary, and it must be unique (i.e., individually written; identical 
summaries from two or more students will all receive zero points). All summaries must be submitted 
before the beginning of the class period in which the case will be discussed. NO late summaries will be 
accepted (since that defeats the purpose of the assignment). Questions to prepare for each case will be 
posted in advance on ForClass. Further details to be announced. 
 
5. Toolkit summaries – (80 points, individual) – At the end of each unit (tool), including the unit in 
which you present one of the cases in class, you will turn in a Marketing Engineering Toolkit, consisting 
of a brief (1 page, single-space) summary of each of the analytical tools that we cover (Customer Choice–
Logit, Customer Lifetime Value, Segmentation and Classification, GE portfolio model, Pricing, 
Positioning, Bass Forecasting, Conjoint, and Resource Allocation).  The toolkit will serve as a reference 
resource for you.  For each tool, you will (a) label the page with the tool name, (b) indicate the types of 
research questions the tool is designed to answer, (c) in layman’s terms, explain how the tool works, (d) 
in layman’s terms, describe the main output that you get from the tool, and (e) describe the type of data 
required for the analysis. Preparing the toolkit will also help you prepare for the exam. Each toolkit will 
be due by the class period after the case has been discussed in class. 
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MKTG 562-IDS 540: Course Learning Outcomes:  

1. Students will be able to identify basic statistics, methods, and data sources used in marketing 
analysis.  	 

2. Students will be able to select appropriate marketing analytic tools to solve common 
marketing problems.  

3. Students will be able to practice and demonstrate computational and computer- based skills to 
perform common forms of marketing analysis.  	 

4. Students will be able to correctly employ marketing analytic tools to improve strategic and 
tactical marketing decisions.  

5. Students will be able to summarize the advantages and limitations of marketing analytic tools 
for common marketing decisions.  	 

6. Students will be able to combine multiple marketing analytic tools to solve more complex 
marketing problems.  

 
UIC statements regarding academic integrity, opportunity to evaluate the course, and 
accommodations for students with disabilities, are as follows: 
 
ACADEMIC INTEGRITY 
 
This course and its associated coursework are being administered under the policies of the 
University of Illinois at Chicago (UIC) College of Business Administration Honor Code. All 
students are expected to respect and uphold the Honor Code found at this link: 
http://catalog.uic.edu/ucat/colleges-depts/business-administration/#j4.  

In keeping with CBA policy, evidence of academic dishonesty may result in a failing grade for 
the course and disciplinary review by the University. Academic dishonesty includes, but is not 
limited to, cheating (giving or receiving aid), fabrication/falsification, plagiarism (including not 
accurately referencing source material), bribes, favors or threats, examination by proxy (taking 
an exam for someone else), grade tampering and submitting non-original works authored by 
someone other than the student. Refer to the student handbook or Student Disciplinary 
Procedures for definitions and details:  

http://www.uic.edu/depts/dos/docs/Disciplinary%20Actions.pdf  

 
 
COURSE EVALUATIONS: Near	  the	  end	  of	  the	  semester,	  you	  will	  receive	  an	  email	  from	  
the	  Office	  of	  Faculty	  Affairs	  inviting	  you	  to	  complete	  a	  confidential	  online	  course	  evaluation	  
as	  part	  the	  Campus	  Program	  for	  Student	  Evaluation	  of	  Teaching.	  Student	  course	  
evaluations	  provide	  very	  important	  feedback	  to	  instructors	  and	  are	  also	  used	  by	  
administrators	  in	  evaluating	  instructors.	  An	  email	  confirmation	  will	  be	  sent	  to	  you	  after	  
you	  complete	  each	  one.	  Please	  save	  and	  upload	  your	  confirmation	  email	  for	  this	  course	  to	  
Blackboard.	  Your	  answers	  will	  remain	  completely	  confidential	  and	  will	  not	  be	  linked	  to	  
student	  names. 



 

 7 

 
 
ACCOMMODATION FOR STUDENTS WITH DISABILITIES  

Concerning disabled students, the University of Illinois at Chicago is committed to maintaining a 
barrier-free environment so that individuals with disabilities can fully access programs, courses, 
services, and activities at UIC. Students with disabilities who require accommodations for full 
access and participation in UIC Programs must be registered with the Disability Resource Center 
(DRC). Please contact DRC at (312) 413-2183 (voice) or (312) 413- 0123 (TDD).  . More 
information may also be found at the DRC Website located at http://drc.uic.edu/. 

Students requesting accommodation must provide each instructor with a letter outlining the 
specific accommodations requested for a specific course. These letters are developed by the DRC 
in coordination with the student and presented to the instructor by the student prior to the start of 
each semester.  
 
 
Feedback to the Professor 
The marketing faculty are committed to continuous improvement in the quality of teaching and learning.  
Please feel free to speak to me at any time about any aspect of this course, including things you think are 
going well, or things that need to be improved. You may also submit such comments anonymously (to my 
mailbox in the department office) or by e-mail. These will help me gauge how the course is progressing 
and how to make it a worthwhile experience for you. 

 



 

 8 

MKTG 562/IDS 540 FALL 2017- TENTATIVE COURSE SCHEDULE  
 

Week Date Day Topic/Activity 

1   Aug  30   Wednesday   Chapter  1  –  Greetings,  E-MAIL  ASSIGNMENT  (due  Sept  1)  

Course  overview,  Marketing  Engineering  (lecture)  

Additional  Reading:  Davenport,  2006,  “Competing  on  Analytics,”  
Harvard  Business  Review,  Vol.  84,  No.  1,  pp.  98-107.  

Additional  Reading:  Lodish,  2001,  “Building  Marketing  Models  that  
Make  Money,”  Interfaces,  Vol.  31,  No.  3,  part  2  of  2,  May-June,  pp.  
S45-S55.  

2   Sep  6   Wednesday   Intro  continued  …  

Additional  Reading:  Blattberg  &  Deighton,  1996,  “Managing  
Marketing  by  the  Customer  Equity  Test,”  Harvard  Business  Review,  
Vol.  74,  No.  4,  pp.  136-44.  

3   Sep  13   Wednesday   Chapter  2  –  Customer  value  assessment  (lecture)  

Choice  models,  Customer  Lifetime  Value  (CLV)  

Orientation  to  MEXL/Enginius  software,  Form  groups  

4   Sep  20   Wednesday   MEXL  tool  Demo  &  Discussion:    

Choice  models  (1),  Customer  Lifetime  Value  (2)  

Chapter  3  –  Segmentation  &  Targeting  (lecture,  part  1)  

Additional  Reading:  Yankelovich  &  Meer,  2006,  “Rediscovering  
Market  Segmentation,”  Harvard  Business  Review,  Vol.  84,  No.  2,  pp.  
122-31.  

5   Sep  27   Wednesday   Case  (1)  Discussion:  ABB  Electric  

Case  (2)  Discussion:  Northern  Aero  Loyalty  Program  

Chapter  3  –  Segmentation  &  Targeting  (lecture,  part  2)  

6   Oct  4     Wednesday   MEXL  tool  Demo,  Exercise  (AWL)  &  Discussion:    

Segmentation  &  Classification  tool  (3)(Connector  PDA  case)    

GE  portfolio  matrix  (AWL  case)  

7   Oct  11   Wednesday   Case  (3)  Discussion:  FLIP  side  of  segmentation  (segmentation)  

Chapter  4  –  Positioning  &  Perceptual  maps  (lecture)  

MEXL  tool  Demo  &  Discussion:    

Positioning  tool  (4)  
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8   Oct  18   Wednesday   Case  (4)  Discussion:  Heineken  (positioning,  Enginius)  

Case  (5)  Discussion:  Can  the  Bunny  Hop  (positioning,  Enginius)  

Case  (6)  Discussion:  Infiniti  G20  (positioning,  Enginius)  

Case  (7)  Discussion:  Blackberry  Pearl  (positioning,  Enginius)  

Chapter  5  –  Forecasting  (lecture)  

9   Oct  25   Wednesday   Chapter  5  –  Forecasting  (continued)  

Additional  Reading:  Armstrong,  2001,  “Selecting  Forecasting  
Methods,”  in  Scott  J.  Armstrong,  ed.  Principles  of  Forecasting,  
Kluwer:  Norwell,  MA.  

Additional  Reading:  Wack,  1985,  “Scenarios:  Uncharted  Waters  
Ahead,”  Harvard  Business  Review,  Vol.  63,  No.  5,  pp.  72-89.  

10   Nov  1   Wednesday   MEXL  tool  Demo  &  Discussion:  Bass  Forecasting  model  (5)  

Chapter  6  –  New  product  &  service  design  (lecture)  

11   Nov  8   Wednesday   Case  (8)  Discussion:  Ford  Hybrid  Cars  

Chapter  6  –  New  product  &  service  design  (continued)  

MEXL  tool  Demo  &  Discussion:  Conjoint  tool  (6)  

Additional  Reading:  Verganti,  2006,  “Innovating  through  Design,”  
Harvard  Business  Review,  Vol.  84,  No.  12,  pp.  114-23.  

12   Nov  15   Wednesday   Case  (9)  Discussion:  Forte  Hotel  Design  (Enginius)  

Case  (10)  Discussion:  Durr  (Enginius)  

Chapter  7  –  The  Marketing  Mix  (lecture)  

  

13  

  

Nov  22  

  

Wednesday  

  

NO  CLASS  –  HAPPY  THANKSGIVING!!  

  

14   Nov  29     Wednesday   Chapter  7  –  The  Marketing  Mix  (continued)  

MEXL  tool  Demo  &  Discussion:  Resource  Allocation  tool  (7)  

Chapter  8  –  The  Digital,  Online  Revolution  in  Marketing  (lecture)  

Additional  Reading:  Lilien,  Rangaswamy  &  Matanovich,  1998,  
“Harnessing  Expert  Judgment:  Models  Help  Build  Profitability  into  
Sales  Force  Size  and  Allocation  Decisions,”  Marketing  Management,  
Fall,  pp.  40-43.  

Additional  Reading:  Shapiro,  1985,  “Rejuvenating  the  Marketing  
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Mix,”  Harvard  Business  Review,  Vol.  63,  No.  5,  pp.  28-32.  

Additional  Reading:  Lodish,  1974,  “’Vaguely  Right’  Approach  to  
Sales  Force  Allocations,”  Harvard  Business  Review,  January-
February,  pp.  119-125.  

15   Dec  6   Wednesday   Chapter  8  –  The  Digital,  Online  Revolution  in  Marketing  (continued)  

Chapter  9  –  Harvesting  Value  from  Marketing  Engineering  

Course  wrap-up  

16   TBA      *************  FINAL  EXAM  (due  by  Dec.  13)  *************  

 


