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COURSE DESCRIPTION AND OBJECTIVES
Several forces are transforming the structure and content of the marketing profession. Marketers are seeing increasingly rapid changes in the marketplace and are barraged with an ever-growing volume of information. While many view traditional marketing as art and some view it as science, the new marketing increasingly looks like engineering.
This course covers the concepts, methods, and applications of decision modelling to address marketing issues such as segmentation, targeting and positioning, new product design and development, advertising, sales force and promotion planning, and sales forecasting.
Unlike conventional marketing courses that focus on conceptual material, this course provides skills to translate conceptual understanding into specific operational plans, an increasingly demanded skill in modern enterprises.
The course equips students with the know-how and tools to collect the right information and perform analyses to make better marketing plans, product designs, and decisions.
The major purpose of this course is to educate and train a new generation of marketing managers who translate concepts into context-specific operational decisions and actions using analytical, quantitative, and computer modelling techniques.
Specifically, the course objectives are to:
Provide students with an understanding of the role that analytical techniques and computer models can play in enhancing marketing decision-making in modern enterprises.
Expose students to examples that demonstrate the value of the analytic approach to marketing decision-making.
Improve students’ skills in systematically and analytically viewing marketing processes and relationships.
Class participation: Class attendance and participation are mandatory. Students are expected to contribute to discussions and come prepared by reading the indicated textbook pages, journal articles, and case descriptions.
COURSE CONTENT
	Topic / Week
	Key Concepts and Learning Points
	Facilitator

	PART I: INTRODUCTION
1.0–1.3 Introduction; Overview of Marketing; Marketing Decision Models; Benefits of Decision Models
	• Marketing and marketing management
• Marketing modelling/engineering: from mental models to decision models
• Characteristics of decision models
• Verbal, graphical and mathematical models
• Descriptive vs normative decision models
• Benefits of using decision models
	Mr. Douglas Ssenoga

	2.0 Tools for Marketing Modelling: Marketing Response Models
	• Rationale for response models
• Types of response models
• Multiple marketing-mix elements and interactions
	Mr. Douglas Ssenoga

	3.0 Linear Programming
	• Concept and applications in marketing
• Feasible and optimal solutions
• Graphical method
• Simplex method (overview and application)
	Mr. Douglas Ssenoga

	PART II: DEVELOPING MARKETING STRATEGIES
4.0 Segmentation and Targeting
	• Segmentation process
• Segmentation research: design and data collection
• Segmentation methods
• Behaviour-based segmentation: cross-classification, regression and models
	Mr. Douglas Ssenoga









	PART III: MARKETING OPERATIONS ANALYTICS
5.0 Distribution (Transportation Models)
	• Transportation models and assumptions
• Northwest corner rule
• Least cost method
• Vogel approximation method
	Mr. Andrew Asiimwe

	6.0 Queuing Modelling
	• Concept of queuing in marketing of goods and services
• Why queuing models?
• Key concepts and parameters
• Modelling and solving queuing problems (overview)
	Mr. Andrew Asiimwe

	7.0 Markov Analysis
	• Analysing market shares and chains
• Designing a transition matrix
• Equilibrium (steady-state) market shares
	Mr. Andrew Asiimwe

	Course wrap-up and revision
	• Integration of models across marketing decisions
• Revision and examination preparation
	All Facilitators


COURSE MATERIALS
Lilien, G. L., & Rangaswamy, A. (2007). Marketing Engineering: Computer-Assisted Marketing Analysis and Planning (2nd ed.). Pearson.
Kotler, P., Lilien, G. L., & Moorthy, K. S. (2010). Marketing Models. Prentice Hall (India).
Taha, H. A. Operations Research (latest available edition).
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