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Abstract: This article delves into the intricacies of Adobe Marketing Mix
Modeling (MMM), exploring its potential to optimize marketing spend and
enhance Return on Investment (ROI). We will examine the benefits and
limitations of Adobe MMM, discussing the key challenges marketers face in
implementation and interpretation, along with strategies for overcoming these
hurdles. The article emphasizes the importance of data quality, model
selection, and robust validation in achieving accurate and actionable
insights from Adobe MMM.

1. Introduction to Adobe Marketing Mix Modeling

Adobe Marketing Mix Modeling (MMM) leverages the power of Adobe Analytics and
other data sources to analyze the impact of various marketing channels on key
business outcomes, typically sales or revenue. Unlike simpler attribution
models, Adobe MMM employs sophisticated statistical techniques to quantify
the contribution of each marketing channel, considering both the direct and
lagged effects of marketing activities. This allows marketers to move beyond
simple last-click attribution and gain a holistic understanding of their
marketing performance. The ability to model complex interactions between
channels is a key strength of Adobe MMM, allowing for a more nuanced
understanding of marketing effectiveness than simpler methods provide.

2. The Advantages of Utilizing Adobe Marketing Mix
Modeling

Improved Marketing ROI: By accurately attributing sales to specific marketing
activities, Adobe MMM enables marketers to optimize their budget allocation,
shifting resources towards the most effective channels and eliminating
underperforming ones.



Data-Driven Decision Making: Adobe MMM provides quantitative evidence to
support marketing decisions, moving away from gut feeling and towards a more
strategic, data-driven approach.
Enhanced Forecasting: Well-built Adobe MMM models can accurately predict
future sales based on planned marketing activities, facilitating proactive
budgeting and resource planning.
Understanding Channel Synergies and Interactions: Adobe MMM can reveal
complex interactions between different marketing channels, identifying
synergistic effects and optimizing campaign strategies accordingly. For
example, it might show that digital advertising amplifies the impact of email
marketing.
Integration with Adobe Ecosystem: Seamless integration with other Adobe
products like Adobe Analytics and Adobe Advertising Cloud streamlines the
data collection and analysis process.

3. Challenges in Implementing Adobe Marketing Mix
Modeling

Data Quality: The success of any MMM, including Adobe MMM, hinges on the
quality of the input data. Inaccurate, incomplete, or inconsistent data will
lead to unreliable model results. Data cleaning, validation, and
transformation are crucial steps.
Model Complexity: Developing and interpreting sophisticated MMM models
requires specialized skills and expertise in statistical modeling and causal
inference. Overly complex models can be difficult to understand and
interpret, potentially leading to misinterpretations.
Attribution of Brand Effects: Quantifying the impact of brand building
activities (e.g., public relations, sponsorships) on long-term sales can be
challenging with Adobe MMM. These effects are often indirect and difficult to
isolate from other marketing influences.
External Factors: MMM models need to account for external factors that can
affect sales, such as seasonality, economic conditions, and competitor
actions. Failing to control for these factors can lead to biased results.
Data Privacy and Compliance: Marketers need to ensure compliance with data
privacy regulations (e.g., GDPR, CCPA) when collecting and using data for
Adobe MMM.

4. Overcoming the Challenges of Adobe Marketing Mix
Modeling

Invest in Data Quality: Prioritize data quality by implementing robust data
governance processes, ensuring data accuracy, completeness, and consistency
across all sources.
Collaborate with Experts: Partner with experienced data scientists and
marketing analysts who possess the necessary expertise in statistical
modeling and causal inference.
Employ Robust Model Validation Techniques: Rigorously validate the Adobe MMM
model using appropriate statistical methods to ensure its accuracy and
reliability. Techniques such as holdout samples and cross-validation are
essential.
Incorporate External Factors: Include relevant external factors (e.g.,
economic indicators, competitor actions) in the model to control for their
impact on sales.
Iterative Model Development: Treat Adobe MMM as an iterative process.



Continuously monitor model performance, refine the model based on new data
and insights, and adapt to changing marketing landscapes.

5. Interpreting the Results of Adobe Marketing Mix
Modeling

The output of Adobe MMM provides insights into the relative contribution of
each marketing channel to sales. This information should be used to guide
marketing budget allocation, optimize campaign strategies, and improve
overall marketing ROI. However, it’s crucial to avoid over-interpreting the
results. Remember that MMM provides estimates, not precise measurements, and
the model's accuracy is limited by the quality of the input data and the
model's assumptions.

6. The Future of Adobe Marketing Mix Modeling

The future of Adobe Marketing Mix Modeling looks bright, driven by
advancements in machine learning, artificial intelligence, and increased data
availability. We can expect more sophisticated models that can handle more
complex data sets, better account for external factors, and provide more
accurate and actionable insights. The integration of Adobe MMM with other
Adobe Experience Cloud solutions will further enhance its capabilities and
usability.

7. Conclusion

Adobe Marketing Mix Modeling offers a powerful approach to understanding and
optimizing marketing performance. By leveraging the capabilities of the Adobe
Analytics platform and incorporating advanced statistical techniques,
marketers can gain a deeper understanding of their marketing ROI and make
data-driven decisions that maximize their marketing effectiveness. However,
success requires careful planning, high-quality data, and a team with the
necessary expertise to build, validate, and interpret the models. By
addressing the challenges and embracing the opportunities, businesses can
unlock the full potential of Adobe MMM and achieve significant improvements
in marketing efficiency and profitability.

FAQs

What data is needed for Adobe Marketing Mix Modeling? You'll need1.
historical sales data, marketing spend data for each channel (e.g.,
digital advertising, email marketing, TV advertising), and potentially
other relevant data such as economic indicators, competitor activity,
and promotional events.

How accurate are Adobe MMM results? Accuracy depends on data quality and1.
model specification. Results provide estimates, not precise
measurements, and should be interpreted with caution.



What are the limitations of Adobe Marketing Mix Modeling? Limitations1.
include data quality issues, challenges in capturing brand effects, and
the need for specialized expertise.

How often should an Adobe MMM model be updated? Regular updates are1.
necessary, ideally quarterly or annually, to reflect changes in the
marketing landscape and incorporate new data.

Can Adobe MMM predict future sales? Yes, a well-built Adobe MMM model1.
can be used for forecasting future sales based on planned marketing
activities.

What is the difference between Adobe MMM and other attribution models?1.
Adobe MMM goes beyond simple last-click attribution by considering the
lagged effects of marketing activities and the interactions between
channels.

How much does Adobe Marketing Mix Modeling cost? The cost varies1.
depending on project scope, data volume, and the level of expertise
required.

What are the key performance indicators (KPIs) used in Adobe MMM? Common1.
KPIs include return on ad spend (ROAS), customer lifetime value (CLTV),
and market share.

What software is used for Adobe Marketing Mix Modeling? Primarily Adobe1.
Analytics, supplemented by statistical software packages like R or
Python.

Related Articles

"Mastering Adobe Analytics for Enhanced Marketing Mix Modeling": This1.
article will guide you through leveraging the full potential of Adobe
Analytics to create more robust and accurate Adobe Marketing Mix Models.



"Data Quality Best Practices for Successful Adobe Marketing Mix1.
Modeling": This article focuses on ensuring clean and reliable data, a
crucial ingredient for accurate MMM results.

"Advanced Statistical Techniques in Adobe Marketing Mix Modeling": This1.
dives into the statistical methods used in constructing and interpreting
complex MMM models.

"Overcoming the Challenges of Brand Building Measurement in Adobe1.
Marketing Mix Modeling": This article tackles the difficulty of
quantifying the long-term impact of branding initiatives.

"The Role of Causal Inference in Adobe Marketing Mix Modeling": This1.
article explores the use of causal inference techniques to better
isolate the effects of individual marketing channels.

"Integrating Adobe Marketing Mix Modeling with Other Adobe Experience1.
Cloud Solutions": This will show how to leverage the full power of the
Adobe Experience Cloud for a more comprehensive marketing strategy.

"A Case Study: Using Adobe Marketing Mix Modeling to Optimize Marketing1.
Spend for [Industry]": This article will use a real-world example to
demonstrate how Adobe MMM works in practice.

"The Future of Adobe Marketing Mix Modeling and AI": This article will1.
discuss emerging trends and the potential impact of artificial
intelligence on MMM.

"Return on Investment (ROI) Optimization using Adobe Marketing Mix1.
Modeling": This will detail how MMM enables marketers to maximize their
return on investment.

  adobe marketing mix modeling: Artificial Intelligence for Marketing Jim Sterne, 2017-08-02 A
straightforward, non-technical guide to the next major marketing tool Artificial Intelligence for
Marketing presents a tightly-focused introduction to machine learning, written specifically for
marketing professionals. This book will not teach you to be a data scientist—but it does explain how



Artificial Intelligence and Machine Learning will revolutionize your company's marketing strategy,
and teach you how to use it most effectively. Data and analytics have become table stakes in modern
marketing, but the field is ever-evolving with data scientists continually developing new
algorithms—where does that leave you? How can marketers use the latest data science
developments to their advantage? This book walks you through the need-to-know aspects of Artificial
Intelligence, including natural language processing, speech recognition, and the power of Machine
Learning to show you how to make the most of this technology in a practical, tactical way. Simple
illustrations clarify complex concepts, and case studies show how real-world companies are taking
the next leap forward. Straightforward, pragmatic, and with no math required, this book will help
you: Speak intelligently about Artificial Intelligence and its advantages in marketing Understand
how marketers without a Data Science degree can make use of machine learning technology
Collaborate with data scientists as a subject matter expert to help develop focused-use applications
Help your company gain a competitive advantage by leveraging leading-edge technology in
marketing Marketing and data science are two fast-moving, turbulent spheres that often intersect;
that intersection is where marketing professionals pick up the tools and methods to move their
company forward. Artificial Intelligence and Machine Learning provide a data-driven basis for more
robust and intensely-targeted marketing strategies—and companies that effectively utilize these
latest tools will reap the benefit in the marketplace. Artificial Intelligence for Marketing provides a
nontechnical crash course to help you stay ahead of the curve.
  adobe marketing mix modeling: The A.I. Marketer Andrew W. Pearson, 2019-04-15 We seem
to be living in the age of A.I. Everywhere you look, companies are touting their most recent A.I.,
machine learning, and deep learning breakthroughs, even when they are far short of anything that
could be touted as a “breakthrough.” “A.I.” has eclipsed “Blockchain” and “Crypto” as the buzzword
of today. Indeed, one of the best ways to raise VC funding is to stick ‘AI’ or ‘ML’ at the front of your
prospectus and “.ai” at the end of your website. Separating fact from fiction is more important than
it has ever been. The A.I. Marketer breaks down A.I., machine learning, and deep learning into five
unique use cases—sound, time series, text, image, and video—and also reveals how marketing
executives can utilize this powerful technology to help them more finely tune their marketing
campaigns, better segment their customers, increase lead generation, and foster strong customer
loyalty. Today, “Personalization”—the process of utilizing mobile, social, geo-location data, web
morphing, context and even affective computing to tailor messages and experiences to an individual
interacting with them—is becoming the optimum word in a radically new customer intelligence
environment. The A.I. Marketer explains this complex technology in simple to understand terms and
then shows how marketers can utilize the psychology of personalization with A.I. to both create
more effective marketing campaigns as well as increase customer loyalty. Pearson shows companies
how to avoid Adobe’s warning of not using industrial-age technology in the digital era. Pearson also
reveals how to create a platform of technology that seamlessly integrates EDW and real-time
streaming data with social media content. Analytical models and neural nets can then be built on
both commerical and open source technology to better understand the customer, thereby
strengthening the brand and, just as importantly, increasing ROI.
  adobe marketing mix modeling: Adobe Analytics For Dummies David Karlins, Eric
Matisoff, 2019-02-28 Use Adobe Analytics as a marketer —not a programmer! If you're a marketer in
need of a non-technical, beginner's reference to using Adobe Analytics, this book is the perfect place
to start. Adobe Analytics For Dummies arms you with a basic knowledge of the key features so that
you can start using it quickly and effectively. Even if you're a digital marketer who doesn't have their
hands in data day in and day out, this easy-to-follow reference makes it simple to utilize Adobe
Analytics. With the help of this book, you'll better understand how your marketing efforts are
performing, converting, being engaged with, and being shared in the digital space. Evaluate your
marketing strategies and campaigns Explore implementation fundamentals and report architecture
Apply Adobe Analytics to multiple sources Succeed in the workplace and expand your marketing
skillset The marketing world is continually growing and evolving, and Adobe Analytics For Dummies



will help you stay ahead of the curve.
  adobe marketing mix modeling: Complete B2B Online Marketing William Leake, Lauren
Vaccarello, Maura Ginty, 2012-07-24 Learn to take full advantage of search and social media for B2B
marketing Business-to-business marketers have been slow to enter the online marketing arena, but
now that the impact of search and social media marketing in the consumer marketplace is clearly
documented, B2B marketers are ready for a complete guide to making the most of the medium.
Written by experts with first-hand knowledge of the field, this book clearly explains how to leverage
today's search engine marketing and social media technologies to get, nurture, and convert leads.
Topics include strategy, branding, monitoring, resource allocation, and much more. B2B marketers
need detailed, practical guidelines and strategies for how best to gain, nurture, and convert leads
using today's Internet technologies and strategies This ultimate how-to guide examines strategic and
branding considerations, search engine optimization techniques, and how to maximize the impact of
banner ads and landing pages Explains how to use social media listening and monitoring tools, how
to engage visitors, and how to allocate resources to ensure success Covers measuring results,
improving web site usability, using metrics, and nurturing leads Skilled B2B marketers who are
ready to take advantage of all that online marketing has to offer will find this guide provides exactly
the know-how they need.
  adobe marketing mix modeling: Stratégie Dr. Anupama Rajesh, Havish Madhvapaty, Vatsal
Sahani, 2017-07-06 Business Intelligence and Analytics (BI&A) has been one of the leading
technological trends in recent years and is one of the top most priority technology investments.
Enterprises require the support of extensive data processing and analytical techniques to bolster
their processes. The book comes at an opportune time to provide a holistic overview of BI&A along
with its associated concepts, components, infrastructure etc. It also details its applications in various
verticals of management such as Marketing, Finance and HR. This book also discusses relevant
software such as Excel, SPSS, R and Eviews. STRATGIE can be an invaluable resource for students,
instructors, and practitioners alike.
  adobe marketing mix modeling: Mastering Marketing Data Science Iain Brown, 2024-04-29
Unlock the Power of Data: Transform Your Marketing Strategies with Data Science In the digital
age, understanding the symbiosis between marketing and data science is not just an advantage; it's
a necessity. In Mastering Marketing Data Science: A Comprehensive Guide for Today's Marketers,
Dr. Iain Brown, a leading expert in data science and marketing analytics, offers a comprehensive
journey through the cutting-edge methodologies and applications that are defining the future of
marketing. This book bridges the gap between theoretical data science concepts and their practical
applications in marketing, providing readers with the tools and insights needed to elevate their
strategies in a data-driven world. Whether you're a master's student, a marketing professional, or a
data scientist keen on applying your skills in a marketing context, this guide will empower you with
a deep understanding of marketing data science principles and the competence to apply these
principles effectively. Comprehensive Coverage: From data collection to predictive analytics, NLP,
and beyond, explore every facet of marketing data science. Practical Applications: Engage with
real-world examples, hands-on exercises in both Python & SAS, and actionable insights to apply in
your marketing campaigns. Expert Guidance: Benefit from Dr. Iain Brown's decade of experience as
he shares cutting-edge techniques and ethical considerations in marketing data science.
Future-Ready Skills: Learn about the latest advancements, including generative AI, to stay ahead in
the rapidly evolving marketing landscape. Accessible Learning: Tailored for both beginners and
seasoned professionals, this book ensures a smooth learning curve with a clear, engaging narrative.
Mastering Marketing Data Science is designed as a comprehensive how-to guide, weaving together
theory and practice to offer a dynamic, workbook-style learning experience. Dr. Brown's voice and
expertise guide you through the complexities of marketing data science, making sophisticated
concepts accessible and actionable.
  adobe marketing mix modeling: Data Science For Dummies Lillian Pierson, 2021-09-15
Monetize your company’s data and data science expertise without spending a fortune on hiring



independent strategy consultants to help What if there was one simple, clear process for ensuring
that all your company’s data science projects achieve a high a return on investment? What if you
could validate your ideas for future data science projects, and select the one idea that’s most prime
for achieving profitability while also moving your company closer to its business vision? There is.
Industry-acclaimed data science consultant, Lillian Pierson, shares her proprietary STAR Framework
– A simple, proven process for leading profit-forming data science projects. Not sure what data
science is yet? Don’t worry! Parts 1 and 2 of Data Science For Dummies will get all the bases
covered for you. And if you’re already a data science expert? Then you really won’t want to miss the
data science strategy and data monetization gems that are shared in Part 3 onward throughout this
book. Data Science For Dummies demonstrates: The only process you’ll ever need to lead profitable
data science projects Secret, reverse-engineered data monetization tactics that no one’s talking
about The shocking truth about how simple natural language processing can be How to beat the
crowd of data professionals by cultivating your own unique blend of data science expertise Whether
you’re new to the data science field or already a decade in, you’re sure to learn something new and
incredibly valuable from Data Science For Dummies. Discover how to generate massive business
wins from your company’s data by picking up your copy today.
  adobe marketing mix modeling: Adobe Experience Manager Ryan D. Lunka, 2014 Adobe
Experience Manager with CQ: Classroom in a Book is the definitive guide for marketing students
who want to understand and learn to use CQ. It explains the business value, paradigms, and
philosophy of the product and is a must-read before sitting down to work with developers. Marketing
students will understand why CQ is constructed as it is so they can alter business processes and
participate in successful implementation. They'll get insight into how to accomplish fundamental
tasks to more effectively create and manage content. They'll also learn about common mistakes and
how to avoid them. After reading this book, marketing students will understand: · The basics of
content management in CQ · How to integrate CQ with other Adobe Marketing Cloud products · How
to manage content that is targeted to specific audiences · The fundamental concepts that will help to
create a smooth implementation Adobe CQ is an industry leading web content management system
aimed at digital marketers. It is the foundation of the Adobe Experience Manager Solution and
provides web-based applications for creating, managing, and delivering personalized online
experiences.
  adobe marketing mix modeling: B2B Marketing Strategy Heidi Taylor, 2017-12-03 B2B
marketing is functioning in an increasingly fast-paced and complex business landscape, with a
wealth of new technologies, tools and channels, and where customers are more in control of the
buying process than ever before. With the imperative to become 'digital', B2B marketers have
become consumed by the marketing activity itself - the tactics - instead of the outcomes marketers
want and need to achieve for customers and businesses. B2B Marketing Strategy provides fresh
insight into the challenges marketers are facing in such an environment and offers a new framework
for developing B2B marketing strategy and plans. Written by an internationally recognised and
award winning senior marketing strategist, B2B Marketing Strategy is a thought-provoking and
comprehensive exploration of the state of B2B marketing. Expertly examined, this book will
challenge the perspective of B2B marketers by confronting and refuting the many fallacies that
currently dominate the industry. Filled with real-world case studies and practical, actionable
insights, B2B Marketing Strategy takes the reader through three phases of thinking, doing and
being different in order to make B2B marketing memorable in the hearts and minds of customers,
creating lasting customer engagement.
  adobe marketing mix modeling: The Shift Scott M. Davis, 2009-06-03 Praise for The Shift
More than ever, the role of marketing has to be to drive profitable growth by unlocking customer
insights. The Shift provides inspiring examples of how leading marketers are getting it done.
–Cammie Dunaway, executive vice president of sales and marketing, Nintendo of America At
Zappos.com we've always approached business in our own unique way. The Shift outlines many
principles we holistically embrace. Kudos to Scott Davis for putting together such a great resource!



–Tony Hsieh, CEO, Zappos.com The Shift is a great 'how-to book' for Visionary Marketers who want
to stand out, help their company succeed by moving toward true accountability, and drive a business
strategy that keeps the customer in mind, while never losing sight of the P&L. –Fisk Johnson,
chairman and CEO, SC Johnson The Shift's articulation of how marketing can drive a company's
bottom line and a marketer's career makes it a must-read for any CEO who wants marketing to truly
impact their company's bottom line. –CJ Fraleigh, CEO, Sara Lee Retail and Foodservice Marketer as
a P&L–oriented businessperson! This important book for senior executives provides a road map on
how marketers and their organizations can shift their profiles, while driving bottom-line results.
–Mark L. Vachon, president and CEO, GE Healthcare, Americas The Shift charts a dramatic new role
for marketing. A challenge every firm should embrace. –David Aaker, vice chairman, Prophet; and,
author, Brand Leadership The Shift has to become a way of life from the classroom to the
boardroom. Davis's book brings a practitioner's perspective to this critical topic of marketers
shifting to becoming more accountable and more personally responsible for driving growth. –Dipak
Jain, dean, Kellogg Graduate School of Management, Northwestern University Forget the CMO.
Long live the integrated agenda of the Chief Growth and Visionary Officer! –Joseph V. Tripodi, chief
marketing and commercial officer, The Coca Cola Company
  adobe marketing mix modeling: CTH - Marketing BPP Learning Media, 2009-07-01 BPP
Learning Media is proud to be the official publisher for CTH. Our CTH Study Guides provide the
perfect tailor-made learning resource for the CTH examinations and are also a useful source of
reference and information for those planning a career in the hospitality and tourism industries.
  adobe marketing mix modeling: Customer Data Platforms Martin Kihn, Christopher B.
O'Hara, 2020-11-05 Master the hottest technology around to drive marketing success Marketers are
faced with a stark and challenging dilemma: customers demand deep personalization, but they are
increasingly leery of offering the type of personal data required to make it happen. As a solution to
this problem, Customer Data Platforms have come to the fore, offering companies a way to capture,
unify, activate, and analyze customer data. CDPs are the hottest marketing technology around today,
but are they worthy of the hype? Customer Data Platforms takes a deep dive into everything CDP so
you can learn how to steer your firm toward the future of personalization. Over the years, many of us
have built byzantine “stacks” of various marketing and advertising technology in an attempt to
deliver the fabled “right person, right message, right time” experience. This can lead to siloed
systems, disconnected processes, and legacy technical debt. CDPs offer a way to simplify the stack
and deliver a balanced and engaging customer experience. Customer Data Platforms breaks down
the fundamentals, including how to: Understand the problems of managing customer data
Understand what CDPs are and what they do (and don't do) Organize and harmonize customer data
for use in marketing Build a safe, compliant first-party data asset that your brand can use as fuel
Create a data-driven culture that puts customers at the center of everything you do Understand how
to use AI and machine learning to drive the future of personalization Orchestrate modern customer
journeys that react to customers in real-time Power analytics with customer data to get closer to
true attribution In this book, you’ll discover how to build 1:1 engagement that scales at the speed of
today’s customers.
  adobe marketing mix modeling: Treasure Chest of Six Sigma Growth Methods, Tools,
and Best Practices (Adobe Reader) Lynne Hambleton, 2007-07-06 This reference is the first
comprehensive how-to collection of Six Sigma tools, methodologies, and best practices. Leading
implementer Lynne Hambleton covers the entire Six Sigma toolset, including more than 70 different
tools–ranging from rigorous statistical and quantitative tools, to “softer” techniques. The toolset is
organized in an easy-to-use, alphabetical encyclopedia and helps professionals quickly select the
right tool, at the right time for every business challenge. Hambleton systematically discusses which
questions each tool is designed to answer; how the tool compares with similar tools; when to use it;
how to use it step-by-step; how to analyze and apply the output; and which other tool to use with it.
To further illustrate and clarify tool usage, she presents hundreds of figures, along with
never-before-published hints, tips, and real-world, “out-of-the-box” examples. Coverage includes ·



Real-world guidance to help practitioners raise the most important questions and determine the best
resolution · Statistical techniques, including ANOVA, multi-vari charts, Monte Carlo simulations,
normal probability plots, and regression analysis · Benchmarks, capability and cost/benefit analyses,
Porter’s Five Forces, scorecards, stakeholder analysis, and brainstorming techniques · CPM, CTQ,
FMEA, HOQ, and GOSPA · GANTT, PERT chart, and other Six Sigma project management tools ·
7QC: cause and effect diagrams, checklists, control charts, fishbone diagram, flowchart, histogram,
Pareto chart, process maps, run chart, scatter diagram, and the stratification tool · 7M: AND, affinity
diagrams, interrelationship diagrams, matrix diagrams, prioritization matrices, PDPC, and tree
diagrams · Crystal Ball, Minitab, and Quality Companion 2 software to facilitate the use of statistical
and analytical tools and more to help you become a more effective Six Sigma practitioner · This book
is also available in a highly-searchable eBook format at
www.prenhallprofessional.com/title/0136007376 and other online booksellers,. From start to finish,
this bookdelivers fast, thorough and reliable answers–knowledge you’ll rely on in every Six Sigma
project, for years to come.
  adobe marketing mix modeling: Advertising Management in a Digital Environment Larry D.
Kelley, Kim Bartel Sheehan, 2021-07-21 Advertising Management in a Digital Environment: Text and
Cases blends the latest methods for digital communication and an understanding of the global
landscape with the best practices of the functional areas of management. Divided into three core
sections, the book provides a truly holistic approach to Advertising Management. The first part
considers the fundamentals of advertising management, including leadership, ethics and corporate
social responsibility, and finance and budgeting. The second part considers human capital
management and managing across cultures, whilst the third part discusses strategic planning,
decision making and brand strategy. To demonstrate how theory translates to practice in
advertising, each chapter is illustrated with real-life case studies from a broad range of sectors, and
practical exercises allow case analysis and further learning. This new textbook offers an integrated
and global approach to Advertising Management and should be core or recommended reading for
undergraduate and postgraduate students of Media Management, Advertising, Marketing
Management and Strategy, Communications and Public Relations. The applied approach provided by
case study analysis makes it equally suitable for those in executive education and studying for
professional qualifications.
  adobe marketing mix modeling: B2B Marketing Uwe G. Seebacher, 2021-05-03 This unique
book comprehensively presents the current state of knowledge, theoretical and practical alike, in the
field of business-to-business (B2B) marketing. More than 30 of the best and most recognized B2B
marketers address the most relevant theoretical foundations, concepts, tried and tested approaches
and models from entrepreneurial practice. Many of those concepts are published for the first time
ever in this book. The book not only builds on the existing classic literature for industrial goods
marketing but also – and much more importantly – finally closes the gap towards the rapidly growing
ecosystem of modern B2B marketing terms, instruments, products, and topics. Technical terms such
as Account-Based Marketing, Buyer Journey, ChatBots, Content AI, Marketing Automation,
Marketing Canvas, Social Selling, Touchpoint Sensitivity Analysis, and Predictive Intelligence are
explained and examined in detail, especially in terms of their applicability and implementation. The
book as a whole reflects the B2B marketing journey so that the readers can directly connect the
content to their own experience and use the book as a guide in their day-to-day work for years to
come.
  adobe marketing mix modeling: Digital Analytics for Marketing A. Karim Feroz, Gohar F.
Khan, Marshall Sponder, 2024-01-25 This second edition of Digital Analytics for Marketing provides
students with a comprehensive overview of the tools needed to measure digital activity and
implement best practices when using data to inform marketing strategy. It is the first text of its kind
to introduce students to analytics platforms from a practical marketing perspective. Demonstrating
how to integrate large amounts of data from web, digital, social, and search platforms, this helpful
guide offers actionable insights into data analysis, explaining how to connect the dots and humanize



information to make effective marketing decisions. The authors cover timely topics, such as social
media, web analytics, marketing analytics challenges, and dashboards, helping students to make
sense of business measurement challenges, extract insights, and take effective actions. The book’s
experiential approach, combined with chapter objectives, summaries, and review questions, will
engage readers, deepening their learning by helping them to think outside the box. Filled with
engaging, interactive exercises and interesting insights from industry experts, this book will appeal
to undergraduate and postgraduate students of digital marketing, online marketing, and analytics.
Online support materials for this book include an instructor’s manual, test bank, and PowerPoint
slides.
  adobe marketing mix modeling: Digital Darwinism Ralf T. Kreutzer, Karl-Heinz Land,
2014-09-19 Digital Darwinism is a key challenge for all companies and brands. Not all companies
and managers are aware of the challenges lying ahead. This book helps to identify the need for
change and adaption based on a framework of findings and additional tools to position you and your
company in the digital rat race.
  adobe marketing mix modeling: The Adobe Journal , 1992
  adobe marketing mix modeling: E-business Marketing Terri C. Albert, William B. Sanders,
2003 For undergraduate courses in marketing on the Internet and undergraduate/MBA courses in
e-commerce and e-business foundations. The text should also be relevant to executive education
programmes. It is designed to bridge the gap between the science of e-Business marketing and its
practice.
  adobe marketing mix modeling: The AI Marketing Canvas Raj Venkatesan, Jim Lecinski,
2021-05-18 This book offers a direct, actionable plan CMOs can use to map out initiatives that are
properly sequenced and designed for success—regardless of where their marketing organization is
in the process. The authors pose the following critical questions to marketers: (1) How should
modern marketers be thinking about artificial intelligence and machine learning? and (2) How
should marketers be developing a strategy and plan to implement AI into their marketing toolkit?
The opening chapters provide marketing leaders with an overview of what exactly AI is and how is it
different than traditional computer science approaches. Venkatesan and Lecinski, then, propose a
best-practice, five-stage framework for implementing what they term the AI Marketing Canvas. Their
approach is based on research and interviews they conducted with leading marketers, and offers
many tangible examples of what brands are doing at each stage of the AI Marketing Canvas. By way
of guidance, Venkatesan and Lecinski provide examples of brands—including Google, Lyft,
Ancestry.com, and Coca-Cola—that have successfully woven AI into their marketing strategies. The
book concludes with a discussion of important implications for marketing leaders—for your team and
culture.
  adobe marketing mix modeling: Managing and Measuring Return on Marketing
Investment Karen V. Beaman, Gregory R. Guy, Donald E. Sexton, 2008
  adobe marketing mix modeling: Subscribed Tien Tzuo, Gabe Weisert, 2018-06-05
SHORTLISTED FOR THE CMI MANAGEMENT BOOK OF THE YEAR INNOVATION AND
ENTREPRENEURSHIP AWARD Today's consumers prefer the advantages of access over the hassles
of ownership. It's not just internet services like Netflix and Spotify; even industrial firms like GE and
Caterpillar are reinventing themselves as solutions providers. Whether you sell software, clothes,
insurance, or industrial machines, you need to master the transition to the subscription model.
Adapting to the subscription economy takes more than just deciding to sell subscriptions instead of
products. You'll have to reinvent your company from the inside out -- from your accounting to your
entire IT architecture. No matter how large or small your company, Subscribed gives you a practical,
step-by-step framework to rebuild your business around a customer-centric, recurring revenue
model.In ten years, we'll be subscribing to everything: information technology, transportation, retail,
healthcare, even housing. Informed by insights straight from the servers of Zuora, the world's
largest subscription finance platform, Subscribed is the book that explains how this shift really
works -- and how business leaders can prepare and prosper.



  adobe marketing mix modeling: Marketing Performance Thomas Bauer, Tjark Freundt,
Jonathan Gordon, Jesko Perrey, Dennis Spillecke, 2016-05-26 Drive marketing ROI with an investor's
mindset and a proven toolkit Top marketers today don't shy away from financial accountability. In
fact, they actively seek to account for the return on their companies' investments in marketing –
because they want their budget to make a difference for their brands and for their business: more
relevant messages, more effective campaigns, more satisfied customers, more profitable promotions,
higher returns to shareholders. If this is how you think about marketing, this book is for you. It is a
book for CMOs who adopt an investor's mindset, and it deals with the most pressing marketing
performance questions. This isn't a work of theory. This is a hands-on guide to better marketing for
top managers, neatly packaged into ten concise chapters that are just right for a short-haul flight.
Learn how to: Increase sales with smarter fund allocation Reduce marketing costs without
sacrificing effectiveness Strengthen the role of marketing with quantified ROI Build capabilities for
sustainable performance improvements Marketing Performance delivers expert insight, a wealth of
proven success factors, and real-life case studies that will help you drive marketing performance and
grow your business.
  adobe marketing mix modeling: Web Analytics Avinash Kaushik, 2007-07-30 Written by an
in-the-trenches practitioner, this step-by-step guide shows you how to implement a successful Web
analytics strategy. Web analytics expert Avinash Kaushik, in his thought-provoking style, debunks
leading myths and leads you on a path to gaining actionable insights from your analytics efforts.
Discover how to move beyond clickstream analysis, why qualitative data should be your focus, and
more insights and techniques that will help you develop a customer-centric mindset without
sacrificing your company’s bottom line. Note: CD-ROM/DVD and other supplementary materials are
not included as part of eBook file.
  adobe marketing mix modeling: Algorithmic Marketing and EU Law on Unfair Commercial
Practices Federico Galli, 2022-08-30 Artificial Intelligence (AI) systems are increasingly being
deployed by marketing entities in connection with consumers’ interactions. Thanks to machine
learning (ML) and cognitive computing technologies, businesses can now analyse vast amounts of
data on consumers, generate new knowledge, use it to optimize certain processes, and undertake
tasks that were previously impossible. Against this background, this book analyses new algorithmic
commercial practices, discusses their challenges for consumers, and measures such developments
against the current EU legislative framework on consumer protection. The book adopts an
interdisciplinary approach, building on empirical findings from AI applications in marketing and
theoretical insights from marketing studies, and combining them with normative analysis of privacy
and consumer protection in the EU. The content is divided into three parts. The first part analyses
the phenomenon of algorithmic marketing practices and reviews the main AI and AI-related
technologies used in marketing, e.g. Big data, ML and NLP. The second part describes new
commercial practices, including the massive monitoring and profiling of consumers, the
personalization of advertising and offers, the exploitation of psychological and emotional insights,
and the use of human-like interfaces to trigger emotional responses. The third part provides a
comprehensive analysis of current EU consumer protection laws and policies in the field of
commercial practices. It focuses on two main legal concepts, their shortcomings, and potential
refinements: vulnerability, understood as the conceptual benchmark for protecting consumers from
unfair algorithmic practices; manipulation, the substantive legal measure for drawing the line
between fair and unfair practices.
  adobe marketing mix modeling: InfoWorld , 1988-03-14 InfoWorld is targeted to Senior IT
professionals. Content is segmented into Channels and Topic Centers. InfoWorld also celebrates
people, companies, and projects.
  adobe marketing mix modeling: Innovations in Smart Cities Applications Edition 3 Mohamed
Ben Ahmed, Anouar Abdelhakim Boudhir, Domingos Santos, Mohamed El Aroussi, İsmail Rakıp
Karas, 2020-02-04 This book highlights original research and recent advances in various fields
related to smart cities and their applications. It gathers papers presented at the Fourth International



Conference on Smart City Applications (SCA19), held on October 2–4, 2019, in Casablanca, Morocco.
Bringing together contributions by prominent researchers from around the globe, the book offers an
invaluable instructional and research tool for courses on computer science, electrical engineering,
and urban sciences. It is also an excellent reference guide for professionals, researchers, and
academics in the field of smart cities. This book covers topics including: • Smart Citizenship • Smart
Education • Digital Business and Smart Governance • Smart Health Care • New Generation of
Networks and Systems for Smart Cities • Smart Grids and Electrical Engineering • Smart Mobility •
Smart Security • Sustainable Building • Sustainable Environment
  adobe marketing mix modeling: Enterprise LMS with Adobe Learning Manager Damien
Bruyndonckx, Sean Mullen, 2023-06-30 Master the art of publishing compelling online content for
employees, partners, and customers, guided by Damien Bruyndonckx, author of bestselling
Captivate books Purchase of the print or Kindle book includes a free PDF eBook Key Features
Publish e-learning content such as videos, SCORM packages, and PPTs online in Learning Manager
Discover best practices for creating, managing, and administering an online learning platform
Implement gamification, social learning, and AI-enabled recommendations for an immersive learning
experience Book Description Looking to deliver scalable online learning solutions? Adobe's latest
enterprise Learning Manager is a powerful learning management system (LMS) that enables
organizations to deliver, manage, and track immersive learning experiences. This book unlocks the
full potential of Learning Manager, guiding you to become an adept administrator, author, or
teacher, experimenting with Learning Manager from different perspectives. You'll gain an in-depth
understanding of the features and their impact on your business. From platform setup to course
administration, you'll be able to create blended learning experiences, deploy your content to
different devices, and explore Learning Manager's features for monitoring your students' progress
on a daily basis. Finally, you'll discover techniques for organizing and maintaining your course
catalog while elevating the learner experience. By the end of the book, you'll be able to implement
your organization's training strategy, deliver engaging learning experiences, and generate
meaningful reports to monitor their effectiveness. What you will learn Configure and customize
Learning Manager to align with your business training requirements Seamlessly integrate Learning
Manager into your existing IT infrastructure Manage different types of users such as employees,
partners, and customers on your training platform Publish and organize your learning content to
create immersive courses, learning programs, and industry-recognized certifications Track your
students' progress and manage daily course instances with ease Organize your learning catalogs to
meet the most stringent security protocols and instructional demands Who this book is for Designed
for learning and development professionals, HR managers, corporate instructors, LMS admins, and
team leaders, this book offers guidance on setting up and managing training and development
programs for employees, partners, and customers using Adobe Captivate Prime LMS. This book is a
rebranded version of the author's Adobe Captivate Prime book and assumes working knowledge of
operating systems and the standard tools commonly used by L&D professionals. A foundational
understanding of online learning platforms will be beneficial.
  adobe marketing mix modeling: Essentials of Marketing Paul Baines, Chris Fill, Kelly Page,
2013 Building on the outstanding success of Baines, Fill and Page's bestselling textbook, 'Essentials
of Marketing' has arrived. This is the must have textbook for students looking to excel in their
studies and careers.
  adobe marketing mix modeling: Management in Marketing Communications ,
2024-10-09 This book provides a comprehensive overview of the essential topics in the field of
management in marketing communication. These substantial topics are examined and addressed by
scholars from the marketing and management discipline. Beginning with the role of culture as a
crucial element in marketing communication, the book delves into various matters within the scope
of marketing communication. Consequently, social media and its significance in modern marketing
strategies are examined together with the topic of transition from offline to online marketing,
emphasizing the impact of accelerated digitalization and its onset during the third decade of the



twenty-first century. Furthermore, the book discusses the rapid digital transformation stimulated by
the COVID-19 pandemic and thus creates room for further exploration and research. Throughout the
book, the evolving dynamics of marketing communication in a digitalized world are examined,
providing a resource base for scholars conducting research in the context of modern marketing
management.
  adobe marketing mix modeling: The Handbook of Technology Management, Supply
Chain Management, Marketing and Advertising, and Global Management Hossein Bidgoli,
2010-01-12 The discipline of technology management focuses on the scientific, engineering, and
management issues related to the commercial introduction of new technologies. Although more than
thirty U.S. universities offer PhD programs in the subject, there has never been a single
comprehensive resource dedicated to technology management. The Handbook of Technology
Management fills that gap with coverage of all the core topics and applications in the field. Edited by
the renowned Doctor Hossein Bidgoli, the three volumes here include all the basics for students,
educators, and practitioners
  adobe marketing mix modeling: Getting Multi-Channel Distribution Right Kusum L.
Ailawadi, Paul W. Farris, 2020-04-14 Getting Multi-Channel Distribution Right provides a
comprehensive treatment of modern distribution strategy that is analytically solid, clearly written,
and relevant for managers as well as MBA and executive MBA students, and the professors who
train them. It covers concepts, metrics, tools, and strategic frameworks for managing distribution in
physical and digital channels. Focusing on the challenges of managing multiple channels of
distribution in an evolving marketplace—rather than the process of designing a distribution channel
from scratch—it leans more heavily on metrics and tools and incorporates perspectives from
academic research, as well as in-depth case studies from marketing and general management
practice. Introduces an organizing framework of pull and push marketing for how suppliers work
together with their channel partners. Integrates across physical and digital, independent and
company-owned, routes to market. Maps the functions of traditional and newer intermediaries in the
channel ecosystem and identifies the root causes of conflict between them. Provides tools and
frameworks for how much distribution coverage is required and where. Shows how product line,
pricing, trade promotions, and other channel incentives can help to coordinate multiple channels
and manage conflict. Illustrates how push and pull metrics can be combined into valuable
dashboards for identifying positive feedback opportunities and sustaining the channel partnership.
With the help of Getting Multi-Channel Distribution Right you’ll discover how to successfully
develop, execute, and adapt distribution strategy to the evolving marketplace.
  adobe marketing mix modeling: Epica Book 28: Creative Communications Epica Awards,
2015-09-24 Beautifully illustrated with over 1000 full-colour images, the 28th edition of the Epica
Book showcases more than 850 creative projects honoured in the 2014 Epica Awards. Featuring
work from communication agencies, film production companies, media consultancies, photographers
and design studios, the Epica Book is a unique source of information and inspiration for all those
interested in contemporary worldwide advertising trends. The book includes an introduction by Jose
Miguel Sokoloff (President of the Lowe Global Creative Council, Co-Chairman and Chief Creative
Officer of Lowe/SSP3 Bogotá) and fascinating background stories on all the latest Epica d'Or
winners.
  adobe marketing mix modeling: Web Analytics 2.0 Avinash Kaushik, 2009-12-30 Adeptly
address today’s business challenges with this powerful new book from web analytics thought leader
Avinash Kaushik. Web Analytics 2.0 presents a new framework that will permanently change how
you think about analytics. It provides specific recommendations for creating an actionable strategy,
applying analytical techniques correctly, solving challenges such as measuring social media and
multichannel campaigns, achieving optimal success by leveraging experimentation, and employing
tactics for truly listening to your customers. The book will help your organization become more data
driven while you become a super analysis ninja!
  adobe marketing mix modeling: Sport Public Relations G. Clayton Stoldt, Stephen W.



Dittmore, Mike Ross, Scott E. Branvold, 2020-10-02 Sport Public Relations, Third Edition With
HKPropel Access, offers a comprehensive examination of the value and practice of public relations in
sport. Extensively updated and substantially reorganized, this third edition reflects the evolution of
the field with modern applications across a wide range of media channels. The book’s topics align
with the Common Professional Component topics outlined by the Commission on Sport Management
Accreditation (COSMA). The author team brings together significant professional and educational
backgrounds in sport public relations to offer an engaging look at the full range of public relations
functions. Readers will learn the importance of consistent brand communication and how to manage
organizational relationships, both internal and external, to attain key strategic goals. The thorough
coverage of the field is built around three common themes: Public relations is a managerial function
focused on advancing the brand and engaging key stakeholders. The communications environment is
continuously evolving. Community relations, employee relations, and donor relations are as critical
as media relations within the sport industry. Woven throughout these themes are public relations
theories applied in sport-specific contexts to help students further understand the complexity of the
sport communication ecosystem. Throughout the book, there is guidance for practical application,
including samples of public relations materials such as news releases and employee newsletters. Be
Your Own Media sidebars highlight how sport organizations are proactively telling their stories
across various media platforms. New to this edition, case studies and discussion questions serve as a
foundation for additional learning. Other updates include the following: Discussion of engaging key
publics through social media and other forms of digital media—such as blogs, podcasts, virtual fan
communities, and video—as well as approaches to developing content, metrics for measuring
success, and skills for managing media in sport An examination of customer experience (CX) and
how to enhance those relationships by defining customer touch points and mapping the customer
journey Considerations for social media usage during crisis communication, with modern examples
of effective and ineffective ways prominent sport entities have managed recent crises Also new to
the third edition are related online learning aids delivered through HKPropel and designed to
generate discussion and highlight the opportunities and challenges that exist in sport public
relations. Commentary on current topics is accompanied by links to associated content, discussion
questions, and applied learning activities to promote engaged student learning. A live Twitter feed
for specific hashtags within HKPropel ensures regular updates. With Sport Public Relations, Third
Edition, students will better understand the various demands of the field and learn to successfully
and proactively develop consistent communication and stronger relationships between sport
organizations and their key publics. Note: A code for accessing HKPropel is not included with this
ebook but may be purchased separately.
  adobe marketing mix modeling: Publish!. , 1997
  adobe marketing mix modeling: Strategy and Communication for Innovation Nicole
Pfeffermann, Julie Gould, 2017-03-06 This contributed volume presents a state-of-the-art
compendium for startups and corporations, focusing on corporate ventures. The book is based on the
volume Strategy and Communication for Innovation and includes up-to-date discussions which help
to better understand strategy and communication from a startup perspective. Each chapter offers a
starting point for the exchange of ideas, key lessons and new insights from entrepreneurial
perspectives such as e-ventures, corporate ventures and traditional ventures. Readers with an
interest in innovation management will benefit from this book.
  adobe marketing mix modeling: The Next Dimension Tom Emrich, 2024-11-27 Your guide to
transforming your business with spatial computing, featuring real use cases and proof points of
augmented reality in marketing, advertising, and sales Ready to revolutionize your business? The
Next Dimension: How to Use Augmented Reality For Business Growth In The Era of Spatial
Computing, by Tom Emrich, explores the power of augmented reality (AR) to propel your business
strategy into the next wave of computing. Learn how AR is reshaping the digital landscape, crafting
a new marketing mix, and evolving retail into a brand-new consumer experience. Gain valuable
insights on realizing success with AR across the marketing funnel, activate and engage ‘Generation



AR,’ and move beyond traditional ads with immersive campaigns that are co-created with your
consumer. With real-world examples from brands like LEGO, BMW, Walmart, Gucci, Diageo, and
more, this guide equips you with everything you need to use AR technology for immediate and
impactful results. What's Inside? Game-Changing Benefits: Spatial Computing 101: Get introduced
to the future of computing. Understand how spatial computing transforms our relationship with
technology and uncover the new opportunities it offers for your business. Your 3D Wakeup Call:
Learn to spatialize your business by embracing 3D. Discover the latest consumer devices and
develop a 3D strategy that maximizes your investment across consumer touchpoints. Marketing in
an Augmented World: Explore how brands seamlessly integrate AR into their marketing mix. Dive
into common mobile AR use cases and see how brand pioneers are marketing with mixed reality
headsets like Apple Vision Pro and Meta Quest 3. Advertising in the Next Dimension: Break free
from traditional banner ads with immersive AR campaigns. Learn to digitize print and out-of-home
advertising and get a glimpse of future opportunities with smartglasses. Selling with Spatial
Computing: Revolutionize e-commerce into AR-commerce by bringing showrooms to customers and
making online shopping feel more tangible. Use AR to turn a trip to the store into an unforgettable
experience. Why The Next Dimension is Your Must-Have Guide: Groundbreaking Insights: Tom
Emrich demystifies cutting-edge technology, breaking it down into simple, actionable steps that
make AR accessible and exciting for everyone. Real-World Success Stories: Immerse yourself in
inspiring case studies from pioneering brands leveraging AR platforms from Meta, Snap, TikTok,
Niantic, and more. These include data points demonstrating how AR achieves results from
awareness to purchase. Actionable Roadmaps: Receive detailed, practical guidance on effectively
integrating AR, covering everything from innovative marketing tactics to measurement
considerations. Future-Proof Your Career: Ramp up your knowledge, gain inspiration, and find out
how to develop an AR-centric strategy to stay ahead in this ever-evolving tech landscape. The Next
Dimension is more than a book; it's your key to unlocking the digital frontier. Become a spatial
computing champion and help take yourself and your business to the forefront of this technology.
Bonus for book owners: This book is AR-activated. Bring the cover to life with a WebAR experience
created by EyeJack. PLUS, talk to an AI about this book with ‘The Next Dimension Book GPT.’
  adobe marketing mix modeling: Search Analytics for Your Site Louis Rosenfeld,
2011-07-06 Any organization that has a searchable web site or intranet is sitting on top of hugely
valuable and usually under-exploited data: logs that capture what users are searching for, how often
each query was searched, and how many results each query retrieved. Search queries are gold: they
are real data that show us exactly what users are searching for in their own words. This book shows
you how to use search analytics to carry on a conversation with your customers: listen to and
understand their needs, and improve your content, navigation and search performance to meet those
needs.
  adobe marketing mix modeling: Media Management and Artificial Intelligence Alex
Connock, 2022-11-18 This cutting-edge textbook examines contemporary media business models in
the context of Artificial Intelligence (AI) and digital transformation. AI has dramatically impacted
media production and distribution, from recommendation engines to synthetic humans, from
video-to-text tools to natural language models. AI is really the change agent of the media industry,
answered a natural language generation model when AI was ‘asked’ about the subject of this book. It
will open incredible opportunities. This book seeks to explore them. The media is examined through
four sections. ‘Principles’ maps business models and the key tools of AI. ‘Platforms’ covers
distribution channels in Games, Streamers, Social Networks, Broadcast and Digital Publishing.
‘Producers’ covers the engines of content-making, including Scripted, Entertainment, Factual,
Content Marketing, Creators and Music. Finally, ‘Pioneers’ covers emerging sectors of Podcasting,
Esports, the Metaverse and other AI-driven developments. Then in each chapter, a standard value
creation model is applied, mapping a single sector through development, production, distribution
and monetisation. Diverse case studies are analysed from India, Nigeria, South Korea, South Africa,
France, the Netherlands, the US, the UK, Denmark and China – around creative entrepreneurship,



revenue models, profit drivers, rights and emerging AI tools. Questions are provided for each case,
whilst chapter summaries cement learning. Applied and technology-focused, this text offers core
reading for advanced undergraduate and postgraduates studying Media Management – or the
relationship between Entertainment, Media and Technology. Online resources include
chapter-by-chapter PowerPoint slides and an Instructor’s Manual with further exercises and case
studies.
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