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Key Marketing Metrics The 50 Metrics Every Manager
Needs To Know
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. Datadriven 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
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going to come out on top every time.
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.
A list of the one hundred most influential people in history features descriptions of the careers,
contributions, and accomplishments of the political and religious leaders, inventors, writers,
artists, and others who changed the course of history. Simultaneous.
This book is for managers and would-be managers who need to upgrade their knowledge of
digital marketing. Told from the perspective of marketing strategy, it puts digital marketing in
the context of rm strategy selection. The rst step in digital marketing is to understand your
company and your brand. The second step is to put content and keywords on your website so
that they can be found in search. Third, use the other delivery platforms of digital marketing, email, social, and mobile, to deploy that content to the customer. The nal topics in the book
focus on the importance of data management and privacy. The author discusses how to
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develop a database and to create an organization that puts data quality at its center. These
practices are as critical to digital marketing success as the delivery platforms. Without quality
data, no digital marketing program can be successful.
Over five editions, How to Market Books has established itself as the standard text on
marketing for both the publishing industry and the wider creative economy. Industry
professionals and students of Publishing Studies rely on the techniques and tactics in this
invaluable book. With the publishing industry changing fast, and the marketing and selling of
content now delivered worldwide through technology, this much needed guide highlights the
critical role of the marketeer, and the strategies and techniques at their disposal. The book’s
approach is logical and calming; beginning with marketing theory and moving into how this
works in practice. Readers benefit from a blend of practical advice on how to organise and
deliver marketing plans – and an objectivity which supports their future management of issues
not yet on the horizon. Thoroughly updated, this 6th edition maintains the book’s popular,
accessible and supportive style, and now offers: A fully international perspective for today’s
global industry New case studies to illustrate changing industry issues and application
Completely updated coverage of digital and social marketing and GDPR Topical updates, more
case studies and tips on getting work in publishing on a companion website Detailed coverage
of individual market segments, bringing relevance to every area of publishing
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
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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 and accessible framework synonymous with the Key series.
Now in its fifth edition, the hugely popular Digital Marketing Excellence: Planning, Optimizing
and Integrating Online Marketing is fully updated, keeping you in line with the changes in this
dynamic and exciting field and helping you create effective and up-to-date customer-centric
digital marketing plans. A practical guide to creating and executing digital marketing plans, it
combines established approaches to marketing planning with the creative use of new digital
models and digital tools. It is designed to support both marketers and digital marketers, and
students of business or marketing who want a thorough yet practical grounding in digital
marketing. Written by two highly experienced digital marketing consultants, the book shows
you how to: Draw up an outline digital marketing plan Evaluate and apply digital marketing
principles and models Integrate online and offline communications Implement customer-driven
digital marketing Reduce costly trial and error Measure and enhance your digital marketing
Learn best practices for reaching and engaging your audiences using the key digital marketing
platforms like Apple, Facebook, Google and Twitter. This new edition seamlessly integrates the
latest changes in social media technology, including expanded coverage of mobile technology,
demonstrating how these new ways to reach customers can be integrated into your marketing
plans. It also includes new sections on data analytics, clearly demonstrating how marketers
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can leverage data to their advantage. Offering a highly structured and accessible guide to a
critical and far-reaching subject, Digital Marketing Excellence, Fifth Edition, provides a vital
reference point for all students and managers involved in marketing strategy and
implementation.
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.
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,
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resources, and internal strengths and weaknesses differ. So do its needs for particular metrics.
It is necessary to be able to 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.
With over 33,000 copies sold, Key Management Ratios is a market “classic”. This new edition
is re-packaged with a new jacket design to revitalise the Key Management brand and new twocolour internals make it more readable and visually appealing. Key Management Ratiosis an
antidote to any fear of finance. Drawing data from 200 companies worldwide, the book brings
clarity and simplicity to its explanation of every measure and shows how they all link together
to drive your business. From cash flow and profit to ROI and ROTA, its unique approach
remains as classic as ever, bringing a simple and visual understanding to a complex subject.
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
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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.
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.
____________________ This ground-breaking book from award-winning author MATT
WATKINSON reveals the fundamental, inseparable elements behind the success of every
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business. The Grid provides the mental scaffolding to help you: · Evaluate and refine product
and service ideas · Reduce risk by considering the broader impact of strategic decisions ·
Identify the root causes of business challenges · Anticipate the impact of changes in the
market and turn them to your advantage · Collaborate more effectively across teams
Combining practical guidance with real-world examples, The Grid will bring clarity and
confidence to your business decision-making. ____________________ 'The Grid provides you
with a simple way to look at the complex system which is your business. With the possible
exception of Warren Buffett, everyone needs to read this book.' RORY SUTHERLAND, VICE
CHAIRMAN, OGILVY GROUP 'The Grid provides a systematic framework for looking at
virtually all the critical aspects of your business, and maybe more valuable, at how each affects
the others. It'll be a rare reader who doesn't come away with fresh, useful insights into his or
her enterprise.' WALTER KEICHEL III, author of The Lords of Strategy 'Matt Watkinson distils
strategic know-how into nine ingenious perspectives and, with the use of clever examples,
shows us how to apply this technique of thinking to any business problem or market
opportunity. An extraordinarily powerful book.' DR JULES GODDARD, author of Uncommon
Sense, Common Nonsense 'The Grid presents a unique, joined up approach to decisionmaking, revealing both the holistic nature of business and all the key elements a business
must consider. I can safely say that if you only read one business book in your life it should be
The Grid.' PHILIP ROWLEY, Chief Finance Officer, Sony Pictures Entertainment
"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+
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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 highvalue 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.”
Why read Key Marketing Metrics? Because better metrics lead to better decisions, which lead
to better outcomes. This book does a superb job of helping marketers, and all executives,
understand which metrics to use and how to use them. Erv Shames, former CEO, Kraft Foods
As the old adage goes, If you can't measure it, you can't manage it . Measurable performance
and accountability have become the keys to marketing success today. Key Marketing Metrics
gives you an overview of the most powerful metrics you can use to measure the results of your
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marketing. It will help you understand the pros, the cons and the nuances of more than 50 of
the most important metrics. In this book, four leading researchers and consultants in marketing
systematically introduce you to a portfolio, or "dashboard", of the most valuable metrics for
your business. They show you how to use these metrics to maximise the return on your
marketing investment and identify the best new opportunities for profit.
Strategic Marketing Management: Theory and Practice offers a systematic overview of the
fundamentals of marketing theory, defines the key principles of marketing management, and
presents a value-based framework for developing viable market offerings. The theory
presented stems from the view of marketing as a value-creation process that is central to any
business enterprise. The discussion of marketing theory is complemented by a set of practical
tools that enable managers to apply the knowledge contained in the generalized frameworks to
specific business problems and market opportunities. The information on marketing theory and
practice contained in this book is organized into eight major parts. The first part defines the
essence of marketing as a business discipline and outlines an overarching framework for
marketing management that serves as the organizing principle for the information presented in
the rest of the book. Specifically, we discuss the role of marketing management as a valuecreation process, the essentials of marketing strategy and tactics as the key components of a
company’s business model, and the process of developing an actionable marketing plan. Part
Two focuses on understanding the market in which a company operates. Specifically, we
examine how consumers make choices and outline the main steps in the customer decision
journey that lead to the purchase of a company’s offerings. We further discuss the ways in
which companies conduct market research to gather market insights in order to make informed
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decisions and develop viable courses of action. Part Three covers issues pertaining to the
development of a marketing strategy that will guide the company’s tactical activities. Here we
focus on three fundamental aspects of a company’s marketing strategy: the identification of
target customers, the development of a customer value proposition, and the development of a
value proposition for the company and its collaborators. The discussion of the strategic aspects
of marketing management includes an in-depth analysis of the key principles of creating
market value in a competitive context. The next three parts of the book focus on the marketing
tactics, viewed as a process of designing, communicating, and delivering value. Part Four
describes how companies design their offerings and, specifically, how they develop key
aspects of their products, services, brands, prices, and incentives. In Part Five, we address the
ways in which companies manage their marketing communication and the role of personal
selling as a means of persuading customers to choose, purchase, and use a company’s
offerings. Part Six explores the role of distribution channels in delivering the company’s
offerings to target customers by examining the value-delivery process both from a
manufacturer’s and a retailer’s point of view. The seventh part of the book focuses on the
ways in which companies manage growth. Specifically, we discuss strategies used by
companies to gain and defend market position and, in this context, address the issues of
pioneering advantage, managing sales growth, and managing product lines. We further
address the process of developing new market offerings and the ways in which companies
manage the relationship with their customers. The final part of this book presents a set of tools
that illustrate the practical application of marketing theory. Specifically, Part Eight delineates
two workbooks: a workbook for segmenting the market and identifying target customers and a
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workbook for developing the strategic and tactical components of a company’s business
model. This part also contains examples of two marketing plans—one dealing with the launch of
a new offering and the other focused on managing an existing offering.
Delivering value to customers is an integral part of contemporary marketing. For a firm to
deliver value, it must consider its total market offering – including the reputation of the
organization, staff representation, product benefits, and technological characteristics – and
benchmark this against competitors' market offerings and prices. In Principles of Marketing
each part of the marketing process is explored from the value perspective. The book also looks
in detail at the impact of social media upon marketing practices and customer relationships,
and the dramatic impact that new technologies have had on the marketing environment. Key
Features: * Adopts a value-based approach throughout * Presents the fundamentals of
marketing in a clear and concise manner * Fully developed pedagogy to aid student learning *
Real-life international case studies show marketing in action * Dedicated chapter on social
media and Internet marketing * ESL feature helps international students get to grips with
complex vocabulary Principles of Marketing is an ideal companion for all undergraduate
students taking an introductory course in marketing.
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
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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
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approach to marketing and sales that is proven to generate more traffic, leads, and sales.
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.
Marketing: Real People, Real Decisions is the only text to introduce marketing from the
perspective of real people who make real marketing decisions at leading companies everyday.
Timely, relevant, and dynamic, this reader-friendly text shows students howmarketing concepts
are implemented, and what they really mean in the marketplace. With this book, the authors
show how marketing can come alive when practiced by real people who make real choices.
The 3rd European Edition presents more information than ever on the core issues every
marketer needs to know, including value, analytics and metrics, and ethical and sustainable
marketing. And with new examples and assessments, the text helps students actively learn
and retain chapter content, so they know what's happening in the world of marketing today.
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This edition features a large number of new cases from prominent marketing academics and
professionals from around Europe.
Strategic Marketing Management: The Framework outlines the essentials of marketing theory
and offers a structured approach to identifying and solving marketing problems. This book
presents a strategic framework to guide business decisions involving the development of new
offerings and the management of existing products, services, and brands.
These proceedings contain research presented at the 6th International Conference on
Dynamics in Logistics, held in February 2018.The integration of dynamics within the modeling,
planning and control of logistic processes and networks has shown to contribute massively to
the improvement of the latter. Moreover, diversification of markets and demand has increased
both the complexity and the dynamic changes of problems within the area of logistics. To cope
with these challenges, it must become possible to identify, describe and analyze such process
changes. Moreover, logistic processes and networks must be revised to be rapidly and flexibly
adaptable to continuously changing conditions. This book presents new ideas to solve such
problems, offering technological, algorithmic and conceptual improvements. It primarily
addresses researchers and practitioners in the field of industrial engineering and logistics.
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 detail
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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.
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.

Alex Rogo is a harried plant manager working ever more desperately to try and improve
performance. His factory is rapidly heading for disaster. So is his marriage. He has
ninety days to save his plant - or it will be closed by corporate HQ, with hundreds of job
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losses. It takes a chance meeting with a colleague from student days - Jonah - to help
him break out of conventional ways of thinking to see what needs to be done.
Described by Fortune as a 'guru to industry' and by Businessweek as a 'genius',
Eliyahu M. Goldratt was an internationally recognized leader in the development of new
business management concepts and systems. This 20th anniversary edition includes a
series of detailed case study interviews by David Whitford, Editor at Large, Fortune
Small Business, which explore how organizations around the world have been
transformed by Eli Goldratt's ideas. The story of Alex's fight to save his plant contains a
serious message for all managers in industry and explains the ideas which underline
the Theory of Constraints (TOC) developed by Eli Goldratt. Written in a fast-paced
thriller style, The Goal is the gripping novel which is transforming management thinking
throughout the Western world. It is a book to recommend to your friends in industry even to your bosses - but not to your competitors!
With over 33,500 copies sold of the previous edition, the winning formula of this
incredibly successful book will remain the same. From SWOT analysis and core
competencies to risk reward analysis and the innovation circle, Key Management
Models explains each model in a clear, structured and practical way. There is a brief
overview of each of the 61 essential models that spans no more than 3-4 pages. For
each model you will find: · The model in a nutshell (‘the big idea’) · Its applicability
(‘when to use it’) · The practicalities of applying it (‘how to use it’) · A critical appraisal
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(‘the final analysis’) The PERFECT reference book, no matter what business you’re
in.
Master practical strategic marketing analysis through real-life case studies and handson 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
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Metrics
"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
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practical advice for managing complex issues such as advertising elasticity and "double
jeopardy."
"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
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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."
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
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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.
"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"-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
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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.
Foreword by Bill Gates LinkedIn cofounder, legendary investor, and host of the award-winning
Masters of Scale podcast reveals the secret to starting and scaling massively valuable
companies. What entrepreneur or founder doesn’t aspire to build the next Amazon, Facebook,
or Airbnb? Yet those who actually manage to do so are exceedingly rare. So what separates
the startups that get disrupted and disappear from the ones who grow to become global
giants? The secret is blitzscaling: a set of techniques for scaling up at a dizzying pace that
blows competitors out of the water. The objective of Blitzscaling is not to go from zero to one,
but from one to one billion –as quickly as possible. When growing at a breakneck pace, getting
to next level requires very different strategies from those that got you to where you are today.
In a book inspired by their popular class at Stanford Business School, Hoffman and Yeh reveal
how to navigate the necessary shifts and weather the unique challenges that arise at each
stage of a company’s life cycle, such as: how to design business models for igniting and
sustaining relentless growth; strategies for hiring and managing; how the role of the founder
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and company culture must evolve as the business matures, and more. Whether your business
has ten employees or ten thousand, Blitzscaling is the essential playbook for winning in a world
where speed is the only competitive advantage that matters.
Transport Infrastructure Asset management in transport infrastructure, financial viability of
transport engineering projects/ Life cycle Cost Analysis, Life-Cycle Assessment and
Sustainability Assessment of transport infrastructure/ Infrastructures financing and pricing with
equity appraisal, operation optimization and energy management/ Low-Volume roads:
planning, maintenance, operations, environmental and social issues/ Public-Private
Partnership (PPP) experience in transport infrastructure in different countries and economic
conditions/ Airport Pavement Management Systems, runway design and maintenance/ Port
maintenance and development issues, technology relating to cargo handling, landside access,
cruise operations/ Infrastructure Building Information Modelling (I-BIM) / Pavement design and
innovative bituminous materials/ Recycling and re-use in road pavements, environmentally
sustainable technologies/ Stone pavements, ancient roads and historic railways/ Cementitious
stabilization of materials used in the rehabilitation of transportation infrastructure. Transport
Systems Sustainable transport and the environment protection including green vehicles/ Urban
transport, land use development, spatial and transport planning/ Bicycling, bike, bike-sharing
systems, cycling mobility/ Human factor in transport systems/ Intelligent Mobility: emerging
technologies to enable the smarter movement of people and goods/Airport landside: access
roads, parking facilities, terminal facilities, aircraft apron and the azdjacent taxiway/
Transportation policy, planning and design, modelling and decision making/ Transport
economics, finance and pricing issues, optimization problems, equity appraisal/ Road safety
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impact assessments, road safety audits, the management of road network safety and safety
inspections/ Tunnels and underground structures: preventing incidents-accidents mitigating
their effects for both people and goods/ Traffic flow characteristics, traffic control devices, work
zone traffic control, highway capacity and quality of service/ Track-vehicle interactions in
railway systems, capacity analysis of railway networks/ Risk assessment and safety in air and
railway transport, reliability aspects/ Maritime transport and inland waterways transport
research/ Intermodal freight transport: terminals and logistics.
Marketing has changed forever—this is what comes next Marketing 4.0: Moving from Traditional
to Digital is the much-needed handbook for next-generation marketing. Written by the world's
leading marketing authorities, this book helps you navigate the increasingly connected world
and changing consumer landscape to reach more customers, more effectively. Today's
customers have less time and attention to devote to your brand—and they are surrounded by
alternatives every step of the way. You need to stand up, get their attention, and deliver the
message they want to hear. This book examines the marketplace's shifting power dynamics,
the paradoxes wrought by connectivity, and the increasing sub-culture splintering that will
shape tomorrow's consumer; this foundation shows why Marketing 4.0 is becoming imperative
for productivity, and this book shows you how to apply it to your brand today. Marketing 4.0
takes advantage of the shifting consumer mood to reach more customers and engage them
more fully than ever before. Exploit the changes that are tripping up traditional approaches,
and make them an integral part of your methodology. This book gives you the world-class
insight you need to make it happen. Discover the new rules of marketing Stand out and create
WOW moments Build a loyal and vocal customer base Learn who will shape the future of
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customer choice Every few years brings a "new" marketing movement, but experienced
marketers know that this time its different; it's not just the rules that have changed, it's the
customers themselves. Marketing 4.0 provides a solid framework based on a real-world vision
of the consumer as they are today, and as they will be tomorrow. Marketing 4.0 gives you the
edge you need to reach them more effectively than ever before.
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.
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