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Preface

The digital age has transformed the very nature of marketing. Armed
with smartphones, tablets, PCs and smart TVs, consumers are
increasingly hanging out on the internet. Cyberspace has changed the
way they communicate, and the way they shop and buy. This fluid, de-
centralized and multidirectional medium is changing the way brands
engage with consumers.

At the same time, technology and innovation, coupled with the
explosion of business data, has fundamentally altered the manner we
collect, process, analyse and disseminate market intelligence. The
increased volume, variety and velocity of information enables marketers
to respond with much greater speed, to changes in the marketplace.
Market intelligence is timelier, less expensive, and more accurate and
actionable.

Anchored in this age of transformations, Marketing Analytics is a
practitioner’s guide to marketing management in the 21st century. The
text devotes considerable attention to the way market analytic
techniques and market research processes are being refined and re-
engineered.

Given its focus on the methods adopted by practitioners, the book is
tailored to the needs of marketing professionals. It is ideal too for
business management students who wish to pursue careers in consumer
marketing.

Marketing Analytics is structured into six parts — brand, consumer,
product, advertising, price and promotion, and retail. Collectively the
22 chapters cover the key aspects of managing brands and categories.

Part I deals with brand, brand image and brand equity. It covers
the analytic methods used for developing brand and marketing
strategies.

Part II deals with qualitative and quantitative research methods,
with emphasis on how these conventional research processes are
embracing online platforms. It covers customer segmentation, customer



viii  Marketing Analytics

satisfaction and customer value management. It also addresses how
consumer panels, consumer analytics and big data enhance our
understanding of consumers and their buying behaviour.

Part III is centred on product. It deals with the entire new product
development process from ideation, concept and product development
to product launch. It covers the analytic methods and procedures that
are deployed to screen ideas, concepts and products, at each phase of
the NPD process.

Part IV is all about advertising. It covers the theories of advertising,
how new media is transforming the way brands engage with consumers,
digital marketing, and research methods for copy testing and
advertising tracking.

Part V deals with price, promotion and market mix modelling. It
covers a variety of pricing research methods, and techniques for
promotions evaluation. The chapter Market Mix Modelling deals with
statistical methods of analysis of historical data, to assess the impact of
various marketing activities on sales.

The concluding part, retail, covers retail tracking, retail analytics,
sales and distribution, and category management. It focusses on the use
of metrics and analytic techniques to develop sales and distribution
plans, and manage categories.

The text also includes seven case studies that have been crafted to
facilitate a deeper understanding of the subject.

For more information on the topics covered in the various chapters
and appendices, visit the book’s website at:

http://bizfaculty.nus.edu/site/bizakc/MarketingAnalytics.

At this site you can access lecture presentations, and soft copies of
tables and charts pertaining to the cases in the book. It also serves as the
location for introducing fresh content and revisions to the text.

I wrote Marketing Analytics with the practitioner in mind. It is
intended to impart a thorough understanding of research methods and
analytic techniques, to guide you as you craft market strategies, and
execute your day to day tasks. I hope that you enjoy reading it, and that
it serves you well.
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