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Analytics for Marketing Decisions
Marketing 564

Focuses on how firms can use real large-scale databases and analytics to
improve and automate firm-level marketing decisions. Consists of four key
modaules - Product design analytics, Pricing analytics, Promotion and advertising
analytics, Placement analytics (with focus on digital and mobile channels).

Rapid advances in information technology during the last decades have enabled
firms to create and analyze large databases of customer interactions and
transactions. While many firms have extensive customer databases, few firms
have the expertise to intelligently act on such information. In this class, you will
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