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Few marketers recognize the extraordinary range of metrics now available for
evaluating their strategies and tactics. In Marketing Metrics, four leading researchers
and consultants systematically introduce today's most powerful marketing metrics. The
authors show how to use a "dashboard" of metrics to view market dynamics from
various perspectives, maximize accuracy, and "triangulate" to optimal solutions. Their
comprehensive coverage includes measurements of promotional strategy, advertising,
and distribution; customer perceptions; market share; competitors' power; margins and
profits; products and portfolios; customer profitability; sales forces and channels; pricing
strategies; and more. You'll learn how and when to apply each metric, and understand
tradeoffs and nuances that are critical to using them successfully. The authors also
demonstrate how to use marketing metrics as leading indicators, identifying crucial new
opportunities and challenges. For clarity and simplicity all calculations can be
performed by hand, or with basic spreadsheet techniques. In coming years, few
marketers will rise to senior executive levels without deep fluency in marketing metrics.
This book is the fastest, easiest way to gain that fluency.
The authors of the pioneering Cutting-Edge Marketing Analytics return to the vital
conversation of leveraging big data with Marketing Analytics: Essential Tools for Data-
Driven Decisions, which updates and expands on the earlier book as we enter the
2020s. As they illustrate, big data analytics is the engine that drives marketing,
providing a forward-looking, predictive perspective for marketing decision-making. The
book presents actual cases and data, allowing readers invaluable real-world instruction.
The cases show how to identify relevant data, choose the best analytics technique, and
question the link between marketing plans and customer behavior. Dealing with actual
scenarios sheds light on the most pressing marketing questions, such as setting the
optimal price for one’s product or designing effective digital marketing campaigns. Big
data is currently the most powerful resource to the marketing professional, and this
book illustrates how to fully harness that power to effectively maximize marketing
efforts.
Big Data is the biggest game-changing opportunity for marketing and sales since the
Internet went mainstream almost 20 years ago. The data big bang has unleashed
torrents of terabytes about everything from customer behaviors to weather patterns to
demographic consumer shifts in emerging markets. This collection of articles, videos,
interviews, and slideshares highlights the most important lessons for companies looking
to turn data into above-market growth: Using analytics to identify valuable business
opportunities from the data to drive decisions and improve marketing return on
investment (MROI) Turning those insights into well-designed products and offers that
delight customers Delivering those products and offers effectively to the
marketplace.The goldmine of data represents a pivot-point moment for marketing and
sales leaders. Companies that inject big data and analytics into their operations show
productivity rates and profitability that are 5 percent to 6 percent higher than those of
their peers. That's an advantage no company can afford to ignore.
Harold Kerzner’s essential strategies on measuring project management performance
With the growth of complex projects, stakeholder involvement, and advancements in
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visual-based technology, metrics and KPIs (key performance indicators) are key factors
in evaluating project performance. Dashboard reporting systems provide accessible
project performance data, and sharing this vital data in a concise and consistent
manner is a key communication responsibility of all project managers. This third edition
of Kerzner's groundbreaking work, Project Management Metrics, KPIs, and
Dashboards: A Guide to Measuring and Monitoring Project Performance, helps
functional managers gain a thorough grasp of what metrics and KPIs are and how to
use them. Plus, this edition includes new sections on processing dashboard
information, portfolio management PMO and metrics, and BI tool flexibility. • Offers
comprehensive coverage of the different dashboard types, design issues, and
applications Provides full-color dashboards from some of the most successful project
management companies, including IBM, Microsoft, and others Aligns with PMI’s
PMBOK® Guide and stresses value-driven project management PPT decks are
available by chapter and a test bank will be available for use in seminar presentations
and courses Get ready to bolster your awareness of what good metrics management
really entails today—and be armed with the knowledge to measure performance more
effectively.
Distill 100%–Usable Max-Profit Knowledge from Your Digital Data. Do It Now! Why
hasn’t all that data delivered a whopping competitive advantage? Because you’ve
barely begun to use it, that’s why! Good news: neither have your competitors. It’s
hard! But digital marketing analytics is 100% doable, it offers colossal opportunities,
and all of the data is accessible to you. Chuck Hemann and Ken Burbary will help you
chop the problem down to size, solve every piece of the puzzle, and integrate a virtually
frictionless system for moving from data to decision, action to results! Scope it out, pick
your tools, learn to listen, get the metrics right, and then distill your digital data for
maximum value for everything from R&D to CRM to social media marketing! •
Prioritize—because you can’t measure, listen to, and analyze everything • Use analysis
to craft experiences that profoundly reflect each customer’s needs, expectations, and
behaviors • Measure real social media ROI: sales, leads, and customer satisfaction •
Track the performance of all paid, earned, and owned social media channels •
Leverage “listening data” way beyond PR and marketing: for strategic planning,
product development, and HR • Start optimizing web and social content in real time •
Implement advanced tools, processes, and algorithms for accurately measuring
influence • Integrate paid and social data to drive more value from both • Make the
most of surveys, focus groups, and offline research synergies • Focus new marketing
and social media investments where they’ll deliver the most value Foreword by Scott
Monty Global Head of Social Media, Ford Motor Company
Talk about marketing accountability has become almost commonplace. Most marketing
executives understand the need to know the numbers. The real question is, ""Which
numbers?"" Marketing Metrics in Action: Creating a Performance-Driven Marketing
Organization answers those questions and addresses those problems with a balance of
sound theory and technique and practical application. The author, a veteran of
marketing on both ""sides""—the client side and the consultant side—explains how you
need to begin by identifying the elements of the right culture. First, every company's
product makeup, competitive situation, resources, and internal strengths and
weaknesses differ. So do its needs for particular metrics. It is necessary to be able to
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identify which metrics matter to your organization's circumstances. Next it is necessary
to create a culture of accountability. Everyone in the organization has to be –and be
seen as being—on the same side and n the same page. Finance can't be seen as ""the
enemy,"" and Sales and Marketing need work especially hard to coordinate their efforts.
But this sense of accountability needs to extend from the C-Suite to the customer
service and order entry people. Quality approaches and sophisticated ideas then
become much more productive in the marketplace. A metrics audit will help establish
where you are now, and mapping will enable you to align processes to better develop
your dashboard. This book provides wise counsel for identifying which metrics matter
most to your organization and practical guidance for putting all the sophisticated
marketing tools to profitable use in your company.
Key Marketing MetricsThe 50+ Metrics Every Manager Needs to Know
Marketing is now being asked to be measurably accountable for not only the top-line of
their income statement, but also for the bottom-line as well. They're being asked to
account for the total marketing program in addition to its component product programs,
its advertising, sales promotion, sales and distribution, and pricing programs. This is the
first book that addresses the clamor and demand from marketing’s many stakeholders
to be accountable for its strategies and activities.
NAMED BEST MARKETING BOOK OF 2011 BY THE AMERICAN MARKETING
ASSOCIATION How organizations can deliver significant performance gains
through strategic investment in marketing In the new era of tight marketing
budgets, no organization can continue to spend on marketing without knowing
what's working and what's wasted. Data-driven marketing improves efficiency
and effectiveness of marketing expenditures across the spectrum of marketing
activities from branding and awareness, trail and loyalty, to new product launch
and Internet marketing. Based on new research from the Kellogg School of
Management, this book is a clear and convincing guide to using a more rigorous,
data-driven strategic approach to deliver significant performance gains from your
marketing. Explains how to use data-driven marketing to deliver return on
marketing investment (ROMI) in any organization In-depth discussion of the
fifteen key metrics every marketer should know Based on original research from
America's leading marketing business school, complemented by experience
teaching ROMI to executives at Microsoft, DuPont, Nisan, Philips, Sony and
many other firms Uses data from a rigorous survey on strategic marketing
performance management of 252 Fortune 1000 firms, capturing $53 billion of
annual marketing spending In-depth examples of how to apply the principles in
small and large organizations Free downloadable ROMI templates for all
examples given in the book With every department under the microscope looking
for results, those who properly use data to optimize their marketing are going to
come out on top every time.
Today's best marketers recognize the central importance of metrics,
measurement, and accountability. But few marketers recognize the extraordinary
range of metrics now available for evaluating their strategies and tactics. In 50
Metrics Every Marketer Must Know, four leading researchers and consultants
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systematically introduce today's most powerful marketing metrics. The authors
show how to use a "dashboard" of metrics to view market dynamics from various
perspectives, maximize accuracy, and "triangulate" to optimal solutions. Their
comprehensive coverage includes measurements of promotional strategy,
advertising, and distribution; customer perceptions; market share; competitors'
power; margins and profits; products and portfolios; customer profitability; sales
forces and channels; pricing strategies; and more. You'll learn how and when to
apply each metric, and understand tradeoffs and nuances that are critical to
using them successfully.
The marketing playbook for the Subscription Economy, now in its 3rd edition
Subscriptions are upending industries and reshaping customer expectations.
Have you changed your marketing practices to thrive in this new reality? A
successful subscription business is built on lasting relationships, not one-time
sales. Stop chasing sales and start creating value. The third edition of this ground-
breaking book offers updated advice for solopreneurs, small businesses, fast-
growing start-ups, and large enterprises alike. You’ll find creative practices that
will help you build and sustain the customer relationships that lead to long-term
success. The revised third edition includes: – Updated research and case studies
reflecting the rapid growth of subscription-based businesses – New chapters
focusing on the needs of solopreneurs or small businesses and
entrepreneurs/start-ups. – An expanded look at the risks and rewards of values-
based marketing Whether you already have subscription revenues or you want to
build an ongoing relationship with existing customers, you can adopt the
practices and mindsets of the most successful subscription businesses. Find out
why Book Authority considers Subscription Marketing to be one of the top
marketing strategy books of all time.
PLEASE PROVIDE COURSE INFORMATION PLEASE PROVIDE
Marketing Analytics: Strategic Models and Metrics offers marketing students and
professionals a practical guide to strategic decision models and marketing
metrics. The tools described in the book will aid marketers in making intelligent
decisions to drive revenue and results in their organizations. The book contains a
wealth of information on marketing analytics: Almost 500 pages of text, covering
a wide variety of decision models and metrics Nearly 400 figures, including
diagrams, tables, and charts Step-by-step instructions on market segmentation,
conjoint analysis, and other techniques Current examples demonstrating how
organizations are applying models and metrics The list of chapters below
includes a sample of the topics: Chapter 1. Introduction - Introduction to
marketing analytics Chapter 2. Market Insight - Market sizing and trend analysis
Chapter 3. Market Segmentation - Segment identification, analysis, and strategy
Chapter 4. Competitive Analysis - Competitor identification, analysis, and
strategy Chapter 5. Business Strategy - Analytics-based strategy selection
Chapter 6. Business Operations - Forecasting, predictive analytics, and data
mining Chapter 7. Product and Service Analytics - Conjoint analysis and
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product/service metrics Chapter 8. Price Analytics - Pricing techniques and
assessment Chapter 9. Distribution Analytics - Analytics-based channel
evaluation and selection Chapter 10. Promotion Analytics - Promotion budget
estimation and allocation Chapter 11. Sales Analytics - Metrics for sales,
profitability, and support Chapter 12. Analytics in Action - Pivot tables and data-
driven presentations Edition: First Edition, Version 1.1, introduced November
2013. Revision 1.1 incorporates minor corrections and edits. It retains the same
layout as the original release (First Edition, Version 1.0). See
StephanSorger.com for a complete record of all changes.
Winner of the Shingo Publication Award Accelerate your organization to win in
the marketplace. How can we apply technology to drive business value? For
years, we've been told that the performance of software delivery teams doesn't
matter?that it can't provide a competitive advantage to our companies. Through
four years of groundbreaking research to include data collected from the State of
DevOps reports conducted with Puppet, Dr. Nicole Forsgren, Jez Humble, and
Gene Kim set out to find a way to measure software delivery performance?and
what drives it?using rigorous statistical methods. This book presents both the
findings and the science behind that research, making the information accessible
for readers to apply in their own organizations. Readers will discover how to
measure the performance of their teams, and what capabilities they should invest
in to drive higher performance. This book is ideal for management at every level.
"Marketers know that they must use metrics. The key--which this book addresses
superbly--is which metrics to use and how to use them." Erv Shames, Chairman,
Western Connecticut Health Network; former President and CEO of Borden, Inc.
and Stride Rite Corporation “50+ metrics crackles like new money…this is the
best marketing book of the year.” Updated version of Strategy + Business “2006
Best Books in Marketing award winner” WHAT TO MEASURE AND HOW TO
MEASURE IT TO GET THE MOST OUT OF YOUR MARKETING As the old
adage goes, “If you can’t measure it, you can’t manage it.” Key Marketing
Metrics is the definitive guide to today’s most valuable marketing metrics to
measure the results of your marketing. In this thoroughly updated and
significantly expanded book, you will understand the pros, the cons and the
nuances of more than 50 of the most important metrics and know exactly how to
choose the right metrics for every challenge. Key Marketing Metrics gives you a
portfolio, or "dashboard", of the most valuable metrics for your business to
maximise the return on your marketing investment and identify the best new
opportunities for profit. Discover high-value metrics for every facet of marketing:
promotional strategy, advertising, and distribution; customer perceptions; market
share; competitors’ power; margins and pricing; products and portfolios;
customer profitability; sales forces and channels; and more. This edition includes
the latest web, online, social, and email metrics, plus new insights into measuring
marketing ROI and brand equity, as well as practical advice for managing
complex issues such as advertising elasticity and “double jeopardy.”
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This book was first published in 2004. Developments in strategic thinking and
econometric methods, alongside fundamental changes in technology and in the
nature of competition, argue the need for an in-depth but accessible assessment
of the Profit Impact of Marketing Strategy's project. Here, Paul Farris and Michael
Moore gather together contributions from experts across the US and Europe to
offer a retrospective analysis alongside innovative perspectives on future
marketing strategy and performance assessment methods. Appealing to scholars
and reflective practitioners interested in fostering practical knowledge about
business innovation and changes, this book not only explores ways of thinking
about and working with PIMS but also explores the unresolved issues arising
from the original data. As the business community renews its attempts to
recreate the kind of inter-firm cooperation that produced the PIMS project,
sharing many of the ideals, this volume will broadly appeal.
"This book outlines the sources, strengths, and weaknesses of a broad array of key
marketing metrics. How to harness those data for insight is explained. Most importantly,
how to act on this insight-how to apply it not only in planning campaigns but also in
measuring their impact, correcting their courses, and optimizing their results is
explained"--
Helping tech-savvy marketers and data analysts solvereal-world business problems
with Excel Using data-driven business analytics to understand customers andimprove
results is a great idea in theory, but in today's busyoffices, marketers and analysts need
simple, low-cost ways toprocess and make the most of all that data. This expert book
offersthe perfect solution. Written by data analysis expert Wayne L.Winston, this
practical resource shows you how to tap a simple andcost-effective tool, Microsoft
Excel, to solve specific businessproblems using powerful analytic techniques—and
achieveoptimum results. Practical exercises in each chapter help you apply and
reinforcetechniques as you learn. Shows you how to perform sophisticated business
analyses usingthe cost-effective and widely available Microsoft Excel instead
ofexpensive, proprietary analytical tools Reveals how to target and retain profitable
customers and avoidhigh-risk customers Helps you forecast sales and improve
response rates formarketing campaigns Explores how to optimize price points for
products andservices, optimize store layouts, and improve onlineadvertising Covers
social media, viral marketing, and how to exploit botheffectively Improve your marketing
results with Microsoft Excel and theinvaluable techniques and ideas in Marketing
Analytics:Data-Driven Techniques with Microsoft Excel.
The strategy tools you need for your business to succeed! Let Key Strategy Tools be
your guide to developing a winning strategy for your firm. Cherry-pick the most useful
approaches for your business and create a robust strategy that withstands investor
scrutiny and becomes your roadmap to success. Covering 88 tools and framed within
an innovative strategy development process, the Strategy Pyramid, this user-friendly
manual takes you through each step of the process. Whether analysing your market,
building competitive advantage or addressing risk and opportunity, you’ll find the
strategic thinking tools you need at every stage in your strategy development. Following
in the footsteps of the hugely successful Key Management Models and Key
Performance Indicators, this book delivers professional-level information in the practical
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and accessible framework synonymous with the Key series.
Evaluating marketing performance and decision making more fairly Marketing has long
been considered an art and not a science, but that perception is beginning to change as
increasingly sophisticated methods of quantifying marketing success are developed. In
Measuring Marketing: 103 Key Metrics Every Marketer Needs, Second Edition, one of
the world's leading experts in the field presents the key marketing ratios and metrics.
Applying these metrics will enable marketers to make better decisions and increase
their accountability for their strategies and activities. This fully revised and updated new
edition discusses the key marketing metrics needed for successfully measuring the
performance of an organization's marketing investments. CEOs and CFOs regularly
ask for one simple way to assess the efficacy of marketing campaigns, but the fact is
that there isn't one single measure of performance. Measuring Marketing helps
marketers figure out what they can and should be measuring and when. Marketers are
increasingly being held accountable for the corporate bottom line, and this book helps
both marketers, as well as the business leaders who employ them, to measure
performance fairly and accurately Measuring marketing success is difficult, but this
book shows what and when to assess Designed to increase accountability and improve
everyday decisions, the book includes ratios illustrated with actual marketing cases
from leading companies The first book to address growing demands that marketers be
accountable for their strategies and decisions, Measuring Marketing explains how to
assess marketing success in more meaningful ways.
WHARTON on DYNAMIC COMPETITIVE STRATEGY "A valuable contribution, this
insightful book makes it clear that strategy is not a one-time search for a sustainable
competitive advantage, but a continuous monitoring of the environment, consumers,
and competitors with the object of making the right moves in a dynamically changing
competitive landscape." -Philip Kotler S.C. Johnson & Sons Distinguished Professor of
International Marketing J. L. Kellogg Graduate School of Management Northwestern
University. "An ambitious and welcomed effort at addressing strategy from an
interdisciplinary perspective." -Professor Don Lehmann Columbia University Graduate
School of Business. "Wharton on Dynamic Competitive Strategy weaves together an
unprecedented interdisciplinary analysis of competitive strategies that any global
manager should consider indispensable reading...An impressive book." -Jon M.
Huntsman, Sr. Chairman and CEO Huntsman Corporation. "Provocative and
meaningful . . . Provides an excellent framework for formulating strategy." -Sam
Morasca Vice President, Marketing Shell Oil Products Company. "A Rosetta stone for
strategy. Read it and keep it by your side!" -Dale Moss Executive Vice President, Sales
and Marketing USA British Airways, New York The competitive challenges facing you
are more complex and fast-moving than ever. This environment demands dynamic
competitive strategies-strategies that anticipate and adjust to competitors'
countermoves, shifting customer demands, and changes in the business world.
Wharton on Dynamic Competitive Strategy offers new perspectives on competitive
strategy from a distinguished group of faculty at Wharton and other leading business
schools around the world. This book presents the best insights from decades of
research in key areas such as competitive strategy, simulations, game theory, scenario
planning, public policy, and market-driven strategy. It represents the most cohesive
collection of insights on strategy ever assembled by a leading school of business.
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Developed for the thinking manager, Wharton on Dynamic Competitive Strategy
provides deep insights into the true dynamics of competition. In contrast to popular,
quick-fix formulas for strategic success, this book provides perspectives that will help
you better understand the underlying dynamics of competitive interactions and make
better strategic decisions in a rapidly changing and uncertain world. The insights and
approaches presented here are illustrated with real-world examples which demonstrate
how these approaches can be applied to your strategic challenges. These chapters will
help you better address key strategic issues such as: * Anticipating competitors'
responses using game theory, simulations, scenario planning, conjoint analysis, and
other tools-and designing the best strategy in light of these expected responses *
Planning for multiple rounds of competition in the way that chess players think through
multiple moves * Understanding how changes in technology and public policy or moves
by competitors can undermine your current advantages or neutralize future advantages
* Broadening your range of options for reacting to moves by competitors * Signaling
and preempting rivals. This groundbreaking new book will change your view of strategy
and give you the tools you need to succeed in a dynamic and intensely challenging
world.
The ultimate guide for anyone wondering how President Joe Biden will respond to the
COVID-19 pandemic—all his plans, goals, and executive orders in response to the
coronavirus crisis. Shortly after being inaugurated as the 46th President of the United
States, Joe Biden and his administration released this 200 page guide detailing his
plans to respond to the coronavirus pandemic. The National Strategy for the COVID-19
Response and Pandemic Preparedness breaks down seven crucial goals of President
Joe Biden's administration with regards to the coronavirus pandemic: 1. Restore trust
with the American people. 2. Mount a safe, effective, and comprehensive vaccination
campaign. 3. Mitigate spread through expanding masking, testing, data, treatments,
health care workforce, and clear public health standards. 4. Immediately expand
emergency relief and exercise the Defense Production Act. 5. Safely reopen schools,
businesses, and travel while protecting workers. 6. Protect those most at risk and
advance equity, including across racial, ethnic and rural/urban lines. 7. Restore U.S.
leadership globally and build better preparedness for future threats. Each of these goals
are explained and detailed in the book, with evidence about the current circumstances
and how we got here, as well as plans and concrete steps to achieve each goal. Also
included is the full text of the many Executive Orders that will be issued by President
Biden to achieve each of these goals. The National Strategy for the COVID-19
Response and Pandemic Preparedness is required reading for anyone interested in or
concerned about the COVID-19 pandemic and its effects on American society.
In Mastering Market Analytics, Robert Kozielski presents various measurement
systems and marketing metrics, along with common mistakes made by organizations
and managers in the process of measuring business activities, and illustrates how to
avoid these mistakes. The new turbulent business environment has resulted in the
decrease in effectiveness and efficiency of marketing activities, resulting in 50% of
campaigns in social media remaining unnoticed by the public in 2016 alone. Response
rates on emailing campaigns have dropped, one dollar invested in TV advertising
generates only .32 cents of return, which all leaves the question of whether these
activities are still effective in the contemporary world. What does effective marketing
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actually mean and which areas can be measured while assessing organizational
effectiveness? Do sales and marketing benefit only the company or do they also
generate value for customers? With over twenty years of experience in world markets,
Kozielski takes lessons and case studies from Eastern Europe to delve into 76
indicators, divided into four groups: sales, distribution, marketing communication, and
ecommerce and social media, exploring from both the strategic and operational points
of view. Linking applicable descriptions of the metrics with systems of measurement for
these marketing activities and results, Kozielski's work is of interest to marketing
scholars and MBA students.
This best selling management book is a true classic. If you want to be a model
manager, keep this new, even better 3rd edition close at hand. Key Management
Models has the winning combination of brevity and clarity, giving you short, practical
overviews of the top classic and cutting edge management models in an easy-to-use,
ready reference format. Whether you want to remind yourself about models you’ve
already come across, or want to find new ones, you’ll find yourself referring back to it
again and again. It's the essential guide to all the management models you’ll ever need
to know about. Includes the classic and essential management models from the
previous 2 editions. Thoroughly updated to include cutting edge new models. Two-
colour illustrations and case studies throughout.
Offers six sample business models and thirty case studies to help build and
monetize a business.
The only guide devoted exclusively to social media metrics Whether you are
selling online, through a direct sales force, or via distribution channels, what
customers are saying about you online is now more important than your
advertising. Social media is no longer a curiosity on the horizon but a significant
part of your marketing mix. While other books explain why social media is critical
and how to go about participating, Social Media Metrics focuses on measuring
the success of your social media marketing efforts. Success metrics in business
are based on business goals where fame does not always equate to fortune.
Read this book to determine: Why striving for more Twitter followers or Facebook
friends than the competition is a failing strategy How to leverage the time and
effort you invest in social media How to convince those who are afraid of new
things that social media is a valuable business tool and not just a toy for the
overly-wired Knowing what works and what doesn't is terrific, but only in a
constant and unchanging world. Social Media Metrics is loaded with specific
examples of specific metrics you can use to guide your social media marketing
efforts as new means of communication.
Now updated with new techniques and even more practical insights, this is the
definitive guide to today’s most valuable marketing metrics. Four leading
marketing researchers help you choose the right metrics for every challenge, and
use models and dashboards to translate numbers into real management insight.
Marketing Metrics: The Manager’s Guide to Measuring Marketing Performance,
Third Edition now contains: Important new coverage of intangible assets A
rigorous and practical discussion of quantifying the value of information More
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detail on measuring brand equity A complete separate chapter on web, SEM,
mobile, and "digital" metrics Practical linkages to Excel, showing how to use
functions and Excel Solver to analyze marketing metrics An up-to-date survey of
free metrics available from Google and elsewhere Expanded coverage of
methodologies for quantifying marketing ROI The authors show how to use
marketing dashboards to view market dynamics from multiple perspectives,
maximize accuracy, and "triangulate" to optimal solutions. You’ll discover high-
value metrics for virtually every facet of marketing: promotional strategy,
advertising, and distribution; customer perceptions; market share; competitors’
power; margins and pricing; products and portfolios; customer profitability; sales
forces, channels, and more. For every metric, the authors present real-world
pros, cons, and tradeoffs — and help you understand what the numbers really
mean. Last but not least, they show you how to build comprehensive models to
support planning — and optimize every marketing decision you make. Marketing
Metrics, Third Edition will be invaluable to all marketing executives, practitioners,
analysts, consultants, and advanced students interested in quantifying marketing
performance.
The starkly different ways that American and French online news companies
respond to audience analytics and what this means for the future of news When
the news moved online, journalists suddenly learned what their audiences
actually liked, through algorithmic technologies that scrutinize web traffic and
activity. Has this advent of audience metrics changed journalists’ work practices
and professional identities? In Metrics at Work, Angèle Christin documents the
ways that journalists grapple with audience data in the form of clicks, and
analyzes how new forms of clickbait journalism travel across national borders.
Drawing on four years of fieldwork in web newsrooms in the United States and
France, including more than one hundred interviews with journalists, Christin
reveals many similarities among the media groups examined—their editorial goals,
technological tools, and even office furniture. Yet she uncovers crucial and
paradoxical differences in how American and French journalists understand
audience analytics and how these affect the news produced in each country.
American journalists routinely disregard traffic numbers and primarily rely on the
opinion of their peers to define journalistic quality. Meanwhile, French journalists
fixate on internet traffic and view these numbers as a sign of their resonance in
the public sphere. Christin offers cultural and historical explanations for these
disparities, arguing that distinct journalistic traditions structure how journalists
make sense of digital measurements in the two countries. Contrary to the popular
belief that analytics and algorithms are globally homogenizing forces, Metrics at
Work shows that computational technologies can have surprisingly divergent
ramifications for work and organizations worldwide.
How the increasing reliance on metrics to evaluate scholarly publications has
produced new forms of academic fraud and misconduct. The traditional academic
imperative to “publish or perish” is increasingly coupled with the newer necessity
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of “impact or perish”—the requirement that a publication have “impact,” as
measured by a variety of metrics, including citations, views, and downloads.
Gaming the Metrics examines how the increasing reliance on metrics to evaluate
scholarly publications has produced radically new forms of academic fraud and
misconduct. The contributors show that the metrics-based “audit culture” has
changed the ecology of research, fostering the gaming and manipulation of
quantitative indicators, which lead to the invention of such novel forms of
misconduct as citation rings and variously rigged peer reviews. The chapters,
written by both scholars and those in the trenches of academic publication,
provide a map of academic fraud and misconduct today. They consider such
topics as the shortcomings of metrics, the gaming of impact factors, the
emergence of so-called predatory journals, the “salami slicing” of scientific
findings, the rigging of global university rankings, and the creation of new
watchdogs and forensic practices.
Master practical strategic marketing analysis through real-life case studies and
hands-on examples. In Cutting Edge Marketing Analytics, three pioneering
experts integrate all three core areas of marketing analytics: statistical analysis,
experiments, and managerial intuition. They fully detail a best-practice marketing
analytics methodology, augmenting it with case studies that illustrate the
quantitative and data analysis tools you'll need to allocate resources, define
optimal marketing mixes; perform effective analysis of customers and digital
marketing campaigns, and create high-value dashboards and metrics. For each
marketing problem, the authors help you: Identify the right data and analytics
techniques Conduct the analysis and obtain insights from it Outline what-if
scenarios and define optimal solutions Connect your insights to strategic decision-
making Each chapter contains technical notes, statistical knowledge, case
studies, and real data you can use to perform the analysis yourself. As you
proceed, you'll gain an in-depth understanding of: The real value of marketing
analytics How to integrate quantitative analysis with managerial sensibility How to
apply linear regression, logistic regression, cluster analysis, and Anova models
The crucial role of careful experimental design For all marketing professionals
specializing in marketing analytics and/or business intelligence; and for students
and faculty in all graduate-level business courses covering Marketing Analytics,
Marketing Effectiveness, or Marketing Metrics
No longer can the offline remain separate from the online. Integrated, customer-
centric, cross-channel marketing campaigns persuade customers to act, provide
greater ROI, and ultimately improve your organization's bottom line. This must-
have guide synthesizes the successful methods and metrics that online, direct,
and brand marketers have employed for years so that you can develop,
implement, and measure successful cross-channel campaigns. Multichannel
marketing expert Akin Arikan takes you from customer acquisition to customer
relationship management with strategic advice, effective case studies, and
proven metrics.
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The revolutionary guide that challenged businesses around the world to stop
selling to their buyers and start answering their questions to get results; revised
and updated to address new technology, trends, the continuous evolution of the
digital consumer, and much more In today’s digital age, the traditional sales
funnel—marketing at the top, sales in the middle, customer service at the
bottom—is no longer effective. To be successful, businesses must obsess over
the questions, concerns, and problems their buyers have, and address them as
honestly and as thoroughly as possible. Every day, buyers turn to search engines
to ask billions of questions. Having the answers they need can attract thousands
of potential buyers to your company—but only if your content strategy puts your
answers at the top of those search results. It’s a simple and powerful equation
that produces growth and success: They Ask, You Answer. Using these
principles, author Marcus Sheridan led his struggling pool company from the
bleak depths of the housing crash of 2008 to become one of the largest pool
installers in the United States. Discover how his proven strategy can work for
your business and master the principles of inbound and content marketing that
have empowered thousands of companies to achieve exceptional growth. They
Ask, You Answer is a straightforward guide filled with practical tactics and
insights for transforming your marketing strategy. This new edition has been fully
revised and updated to reflect the evolution of content marketing and the
increasing demands of today’s internet-savvy buyers. New chapters explore the
impact of technology, conversational marketing, the essential elements every
business website should possess, the rise of video, and new stories from
companies that have achieved remarkable results with They Ask, You Answer.
Upon reading this book, you will know: How to build trust with buyers through
content and video. How to turn your web presence into a magnet for qualified
buyers. What works and what doesn’t through new case studies, featuring real-
world results from companies that have embraced these principles. Why you
need to think of your business as a media company, instead of relying on more
traditional (and ineffective) ways of advertising and marketing. How to achieve
buy-in at your company and truly embrace a culture of content and video. How to
transform your current customer base into loyal brand advocates for your
company. They Ask, You Answer is a must-have resource for companies that
want a fresh approach to marketing and sales that is proven to generate more
traffic, leads, and sales.
Today's best marketers recognize the importance of metrics, measurement, &
accountability. But few marketers recognize the extraordinary range of metrics
now available for evaluating their strategies & tactics. In this book, four leading
researchers systematically introduce today's most powerful marketing metrics.
"Product-Led Growth is about helping your customers experience the ongoing
value your product provides. It is a critical step in successful product design and
this book shows you how it's done." - Nir Eyal, Wall Street Journal Bestselling
Author of "Hooked"
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"Marketers know that they must use metrics. The key--which this book addresses
superbly--is which metrics to use and how to use them." Erv Shames, Chairman,
Western Connecticut Health Network; former President and CEO of Borden, Inc.
and Stride Rite Corporation "50+ metrics crackles like new money...this is the
best marketing book of the year." Updated version of Strategy + Business "2006
Best Books in Marketing award winner" WHAT TO MEASURE AND HOW TO
MEASURE IT TO GET THE MOST OUT OF YOUR MARKETING As the old
adage goes, "If you can't measure it, you can't manage it." Key Marketing Metrics
is the definitive guide to today's most valuable marketing metrics to measure the
results of your marketing. In this thoroughly updated and significantly expanded
book, you will understand the pros, the cons and the nuances of more than 50 of
the most important metrics and know exactly how to choose the right metrics for
every challenge. Key Marketing Metrics gives you a portfolio, or "dashboard", of
the most valuable metrics for your business to maximise the return on your
marketing investment and identify the best new opportunities for profit. Discover
high-value metrics for every facet of marketing: promotional strategy, advertising,
and distribution; customer perceptions; market share; competitors' power;
margins and pricing; products and portfolios; customer profitability; sales forces
and channels; and more. This edition includes the latest web, online, social, and
email metrics, plus new insights into measuring marketing ROI and brand equity,
as well as practical advice for managing complex issues such as advertising
elasticity and "double jeopardy."
Marketing Metrics: The Definitive Guide to Measuring Marketing Performance,
4th Edition has now been updated with new techniques and even more practical
insights, and is the definitive guide to today''s most valuable marketing metrics.
Four leading marketing researchers help students choose the right metrics for
every challenge, and use models and dashboards to translate numbers into real
management insight. The authors show how to use marketing dashboards to
view market dynamics from multiple perspectives, maximize accuracy, and
"triangulate" to optimal solutions. Students will discover high-value metrics for
virtually every facet of marketing: promotional strategy, advertising, and
distribution; customer perceptions; market share; competitors'' power; margins
and pricing; products and portfolios; customer profitability; sales forces, channels,
and more. Covers the full spectrum of marketing metrics: pros, cons, nuances,
and applications Shows how to choose the right metrics for every challenge, and
translate numbers into actionable management insight Adds extensive new
coverage of sponsorship and omnichannel metrics, MASB advances in
measurement discipline, global brand evaluation, and more Includes new
sections on the interfaces between financial markets, accounting, and marketing
metrics - for marketers who are involved in C-suite decisions, or aspire to be
Helps you quantify the profitability of products, customers, channels, marketing
initiatives, and more This 4th Edition''s extensive updates include: Evaluating the
value of sponsorships -- a topic that is critically important but has been fiendishly
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difficult Accurately measuring the value of omnichannel marketing investments
when multiple channels may influence the same purchase Important new metrics
including Return on Advertising Spend New sections on interfaces between
financial markets, accounting, and marketing metrics for marketers who intend to
make or influence C-suite decisions Progress towards creating more discipline in
marketing measurement, including work by the Marketing Accountability
Standards Board (MASB) ISO global standards for brand evaluation Neil T.
Bendle is an Associate Professor of Marketing at the Ivey Business School,
Western University, Canada. His research includes measuring marketing
performance, understanding the accounting/marketing interface, and the impacts
of non-standard decision making in commercial and political markets using
evolutionary game theory and behavioral economics. He chairs the Marketing
Accountability Standards Board''s advisory board, blogs weekly on decision-
making and management at www.neilbendle.com, co-authored the cartoon book
Behavioural Economics for Kids, and was once responsible for measuring the
success of marketing campaigns for the British Labour Party. Paul W. Farris is
Landmark Communications Professor Emeritus of Business Administration at
The Darden Graduate Business School, University of Virginia, where he has
taught since 1980. Previously on the faculty of the Harvard Business School, his
research has produced award-winning articles on retail power, the measurement
of advertising effects, and marketing budgeting. Farris has published in journals
such as the Harvard Business Review, Journal of Marketing, Journal of
Advertising Research, and Marketing Science. He has served on boards of
manufacturers and retailers and as an academic trustee of the Marketing Science
Institute; and consulted with clients including Apple, IBM, Procter & Gamble, and
Unilever. Phillip E. Pfeifer, Richard S. Reynolds Professor Emeritus of Business
Administration at The Darden Graduate Business School, University of Virginia,
has written or co-written 50 journal articles, more than 80 Darden cases and
several textbooks, and has received the Wachovia Award for Distinguished Case
Writer. His research focuses on direct marketing and decision modeling. Prior to
joining the Darden faculty in 1980, he was a research engineer at the Georgia
Institute of Technology. He was also a visiting professor at the Stevens Institute
of Technology (2010) and the University of Notre Dame (2012). Dr. David J.
Reibstein is the William S. Woodside Professor and Professor of Marketing at the
Wharton School, University of Pennsylvania. He has been on the Wharton
Faculty for more than two decades. He was the Vice Dean of the Wharton
School, and Director of the Wharton Graduate Division. He served for two years
as Executive Director of the Marketing Science Institute; taught at Harvard; was a
Visiting Professor at Stanford, INSEAD, and ISB (in India); and chaired the
American Marketing Association. His radio show, Measured Thoughts with Dave
Reibstein, appears on SiriusXM Radio.
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