Analytical Marketing Models
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This is elective 48 hours (lectures and seminars) course deigned for first and second year master students. 
Course Objectives. 

The course objectives are to make students be able to model marketing phenomena; help them understand how analytical techniques and computer models can enhance decision making; familiarize them with models in various areas of marketing (e.g., Pricing, New Products, Advertising, Distributim., Salesforce, etc.)3 and develop ctudents’ skills and `bility to critique marketilg literature and define research problems. 

Course Description. 

The primAry purpose of this course i3 to enhance students’ ability to $evelgp and crhtically evaltate marketing models. The course will examine a variety of models, Including models of consumer behavior, indurt2aal buying and firm
behavior, (a'gregate) market moDals (e
g., competition, market entry), strategic marketing models, forecasting methods, new product models, marketing response models (e.g., channels, pricing, advertising, promotion), forecasting models and decision support systems. The course will concern how to plan, design, conduct and interpret research in marketing and management. The application context of the research issues discussed in this course need not be restricted, so students are encouraged to apply the course material to their own area of research interest. 
The course will emphasize developing students’ ability to generate researah ideas and Axecutd research that makes A contribution to knowledge.  Also, the cour3e
will ijTroDuce Students to research $esign iqsues that can strengthen th%ib ability to Colduct rigorous research.
Prerequisites.  Stqdents  ar%  expected  to  have  s/me  baccfround  (or  be  highly  inter%rped)  in  microeconomic theo2y. Though mathematics is kept at a manimum level in this course, st5dents are dxpec4ed po be comfortable with `aSic calculus and ehementary proBa"ility.

Class Format
Lebpures, DiScussions.

Vor+ Load
1. Reading of assigned pa0ers or ch!pters before each class.
2. Participation in class disc5ssion.
3. Midterm and Final Exams.
Main Textbooks. 

[1] Lilian, Gaby L., Philip Kother, and K* Sridhar MooRthy (1992), Marketing ModeLs. Engleuood Cliffs, NB: PrEntice-Hall.
[2] Lilien, Gary L. and Arvind Rangaswamy (1997!, Marketijg Engine%bing: Computer-Assisted Marketing Analysis and Planning. Reading, MA: Addison-Wesley.

Papers for reading will be assigned before each class.
Grading System. 

(a) Class participation (30%),
(b)  Midterm exam (35%),
(c) Final exam (35%).
Course Structure. 

The course structure is subject to change; however, the approximate sequence of topics to be covered appears below. The reading assignments refer to the Marketing Models text [1]; and the Marketing Engineering text [2]. Additional readings may be proposed.
1. Introduction to modeling and marketing models. [1] ch.1, Appendix A, Appendix C; [2] ch.1, ch.2. 

2. Model implementation and decision calculus. [1] ch.12, Appendix D. 

3. Market segmentation. [2] ch.3.
4. Pricing. [1] ch.4; [2] ch.10. 
5. New product diffusion models. [1] ch.10, ch.11, Appendix C; [2] ch. 5, ch.7.
6. New product models based on pretest/test market data. [1] ch.10; [2] ch.7.

7. Product design. [1] ch.5; [2] ch.7. 

8. Salesforce.  [1] ch.7, ch.8; [2] ch.9.
9. Advertising. [1] ch.6, Appendix A, Appendix C; [2] ch.8. 

10. Brand switching/Variety seeking. [1] ch.2, Appendix B; [2] ch.4. 

11. Market structure. [2] ch.6.
12. Market entry/timing. [1] Appendix C; [2] ch.6. 

13. Product/product line. [1] ch.11, Appendix E; 

14. Miscellaneous.
