AHHOTALUSA

HazBanwue JUCITUITIIMHBI

Mopenn MapkeTHHra (IPOABHHYTBIH YPOBEHb)

OO6pazoBatenbHas
nporpamma

38.04.02. MenemXMEHT
Marucrepckas nporpamma «MeHEKMEHT U aHAJTUTHKA [T OM3HECa)

Tun gucHunIuHEL

[To BBIOOPY

TpeGoBaHus K YPOBHIO
3HaHUH CTYJECHTOB,
HEOOXOIUMBIX I
OCBOEHMS JUCLUIUINHBI

* CraTucTHYECKUe METO/Ibl aHATIN3a
» JIpakTHuecKoe MalIMHHOE O0y4YeHHE

(IpepeKBU3HTHI)
Oo6mbem 3.e. 3
O0beM B yacax AynautopHas pabora CamocrosiTenbHas Bcero
pabora
48 66 114

Kparkoe onucanue
Kypca

OcHOBHOE BHUMaHHME B JTOM Kypce YIENIAETCs KOJIUYECTBEHHBIM
MOZEJIAM, KOTOPBIE MOT'YT UCIIOIb30BAThC MEHEIPKEPAMH IS IO AACPIKKHI
IIPUHATUS MAPKETUHIOBBIX pereHui. [loMumMo HaM4uns KOHIENTyalIbHBIX
HaBBIKOB, JJIsI COBPEMEHHBIX MEHEIKEpOB Bce 0oJjiee aKTYyaJIbHO
OCBaMBAaHME METOJOB MOJCIMPOBAHUS IPUHATHS PEUICHUN HA OCHOBE
JAHHBIX, YTOOBl  OCYLIECTBIATh  CTpAaTErnyeckoe IJIaHUPOBAHUE,
UCTIONB3Ysl HHPOPMAIHIO U3 KOPIOPATUBHBIX MH(POPMAITMOHHBIX CHCTEM,
a TaKKe W3 BHEIIHUX MCTOYHMKOB JaHHBIX. JTOT KypC Y4YHT, Kak
IIPUMEHSITh 9KOHOMETPUUYECKUE METO/Ibl, METO/Ibl MAILIMHHOTO 00y4eHUs U
ONTUMU3ALMHY JIS PEILICHHUS MAPKETUHIOBBIX 3a1a4.

OO0pazoBatenbHbIE
Pe3yabTATHI MO
AUCIHHUITIINHE

[To 3aBepreHnu 00y4SHHS TI0 JAHHOMY KYPCY CTYACHTHI TOJDKHBI BIaIETh
CJIEAYIOUIMMHU KOMITETEHIUSIMHU
* VK-5 Cnoco0eH nmpUHHMATh yIpaBIeHYECKUE PELICHUS] U FOTOB
HECTHU 32 HUX OTBETCTBEHHOCTh
* VK-6 CnocobeH aHamm3upoBaTh, BepU(UIIMPOBATH, OIECHHBATH
MOJHOTY HHPOPMALIUU B X0/1€ TPOPEeCCHOHATIBHOMN 1A TebHOCTH,
Opu  HEOOXOAMMOCTH  BOCIIOJNHATH W CHHTE3MPOBATH
HE/IOCTAIOLIYI0 HHPOPMALINIO
» JIK-13 Crioco0GeH TIaHMpPOBAaTh W OCYIICCTBIATH IPOEKTHI |
MEpONpPUATHsI, HANpaBJICHHbIE HAa peajJu3alMi0 CTpaTeruii
OpraHu3aIH
» JIK-14 CnocoGeH pa3pabaTbIBaTh NPOrpaMMbl OPraHU3aUOHHOTO
pa3BUTHS U 00ECTIEYNBATH UX PEaTH3AIINI0
» JIK-16 CnocoGeH HaxoIuThb M OLEHUBaTb HOBbIE PBHIHOYHBIE
BO3MOXKHOCTH, (opMupoBaTh U OICHUBATH OW3HEC-UJEH,
paspabaTbIBaTh OM3HEC-TUIaHBI CO3/IaHMS HOBOTO OM3HECa
» JIK-18 Ciocobern ¢opMupoBaTh MPOEKT KOHCYJIbTAIIHOHHBIX
paboT B chepe MEHEIIKMEHTA U YIIPABISATH UM

Kparkoe conepxanue
JUCIUILINHEI

OnTuMHU3alMOHHBIE MOJENIN B MAPKETHHTE

[TpoaBuHYyTHIC IPUEMbI PabOTHI B AIEKTPOHHBIX Tabaunax Excel
OKOHOMETPUYECKUE METOABI aHAJIN3A MTPOJAXK

PerpeccuoHHbIN aHAaTN3 Ka4eCTBEHHBIX W MAaHENbHBIX JaHHBIX B
MapKETHHIe

el NS




5. PabGora ¢ pgaHHBIMH BBICOKOW pa3MmepHOCTH. CHMXeHUue
pasMEpHOCTH  METOJOM  IJIaBHBIX ~ KOMIIOHEHT.  MeTtoabl
MalIMHHOTO OOyuYeHusi B CHUTyalUsX BBICOKOH pa3MepHOCTU
JTAHHBIX

OO6pazoBarenbHbIC
TEXHOJIOTUN

=  KoMIbpIOTEpHBIN IPAKTUKYM
* Pemenue keicoB
= Data Camp

DopMBbI KOHTPOJISI

®opMbI KOHTPOJIS:
*  DMIUPUYECKHUE KEICHI, pelIaeMble B Ki1acce
» PerynspHsle HHTEepakTHBHBIE TecThl B cucTteMe Kahoot
* Jlpomexyrounslii Tect B LMS, ocHOBaHHBIII Ha H3y4eHHOM
Marepuaiie u matepuaie Data Camp
* Dk3aMeH: pUHATIBHBIN TecT B LMS

@OopMyJIBI OLICHOK:
= MHroroBas  omenka=0.25*CpenHsis  oneHka 3a  pelIeHUE
sMmupuuecKkux Keiico+0.25*Tect, ocHOBaHHBIM Ha M3y4YCHHOM
matepuaie u Marepuane Data Camp+0.25*Onenka 3a
Kahoot+0.25*Dk3amen

Jluteparypa

OcHoBHas:

1. Quirk T. J. Excel 2016 for Business Statistics. — Springer
International Publishing Switzerland, 2016. The book is available
through HSE’s electronic resources (Springer Books)

2. Rossi, Peter E., Causal Inference in Marketing Applications (March
20, 2017). Available at
SSRN: https://ssrn.com/abstract=3035502 or http://dx.doi.org/10.
2139/ssrn.3035502

3. Leeflang, P. S., Wieringa, J. E., Bijmolt, T. H., & Pauwels, K. H.
(2014). Modeling Markets: Analyzing Marketing Phenomena and
Improving Marketing Decision Making. Springer.
(https://proxylibrary.hse.ru:2176/book/10.1007/978-0-387-78213-
3)

4. Leeflang, P. S., Wieringa, J. E., Bijmolt, T. H., & Pauwels, K. H.
(Eds.). (2017). Advanced Methods for Modeling Markets. Springer
International Publishing.
(https://proxylibrary.hse.ru:2176/book/10.1007/978-3-319-53469-
5)

[IpenonaBatens

K.3.H., JOIEHT JAemapTaMeHTa MeHeIKMeHTa AHTUNOB EBreHmit
AnekcaHapoBUY
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Course Syllabus

Title of the course

Advanced Marketing Models

Title of the Academic
Programme

38.04.02. Management
Master program ‘“Management and Analytics for Business”

Type of the course

Optional

Prerequisites

= Statistical Methods of Analysis
= Practical Machine Learning

ECTS workload 3
Total indicative study Directed Study Self-directed study Total
S 48 66 114

Course Overview

The primary focus of this course is on quantitative models that can be used
by managers to support marketing decisions. In addition to having
conceptual skills, modern managers must increasingly master techniques of
data-driven decision modeling to do strategic planning based on information
from corporate information systems as well as external data sources. This
course teaches how to apply econometric, machine learning and
optimization techniques to marketing problems.

Intended Learning
Outcomes (ILO)

Upon completion of the course students will be able to:

= Choose methods adequately corresponding to the objectives of a
research project

= Collect, store, process and analyze data according to high standards

= Conduct empirical business research using modern analytic software
tools

= Develop and apply new research methods

= Solve managerial problems using best practices of data analysis
using modern computational tools

Teaching and Learning
Methods

= Every week a 1-2 hour introductory tutorial is given to familiarize
students with the topic

= A set of case studies every week is solved in class

= 90% of time is allocated to practicing Excel and R programming
skills

Content and Structure of the Course

Ne Topic / Course Chapter Total Directed Study Self-directed
Lectures | Tutorials il

1 Optimi_zation modeling for 27 5 5 15
Marketing

2 Advan_ced Excel functions for 97 6 5 15
analyzing marketing data

3 | Econometric modeling of scanner 97 6 6 15
sales data

4 | Regression analysis of
discrete/limited and panel data in 23 4 4 15
marketing




5 | Working with high dimensional data.
Reducing Dimensionality with
Principal Component Analysis.

. . . 1
Machine learning techniques capable 0 2 2 0
of handling many predictors
(Random Forest, GBM).
Total study hours 114 24 24 66

Indicative Assessment
Methods and Strategy

Assessment methods:
Empirical case studies solved in class: 75-min. tests given at classroom
every week. Each problem set consists of 2-5 problems. The total number of
case studies equal the number of tutorials (around 10-12 case studies). For
each case study a student can get the following scores:

= 0 (absent or everything is incorrect)

= 1 (present, but mostly incorrect solution)

= 2 (some mistakes)

= 3 (no mistakes)
Grade_Cases is computed as the % of a student’s total score out of the
maximum achievable score.

Kahoot: Weekly tests using Kahoot.it platform covering the material
studied in previous weeks.

To compute Grade_Kahoot the sum of Kahoot points is calculated for each
student. Then it is converted to a percentile from 0 to 100 using the
corresponding Excel formula. An alternative % of max is calculated as the
% of maximum score achieved by the top-performer.
Grade_Kahoot=max(percentile, % of max)

Example. Student A’s sum of Kahoot points for all tests is 12000. Student A
is the third among 10 students taking the class. Therefore, her result is not
worse than that of 8 students out of 10 and her percentile=80. At the same
time, the leader has the sum of 13000. Therefore, student A’s % of
max=92.3%. Therefore, student A’s Grade Kahoot=max(80,92.3)=92.3.

Midterm exam based on material covered in class and the Data Camp
Courses: each student should take a few Data Camp courses specified by
the instructor (up to 2 courses). Free access will be granted to students of
this course. The grading is based NOT on the DataCamp’s score, but on the
student’s performance on the test given by the instructor. The test will check
how well students mastered the material studied both in class and at
DataCamp. Grade_Midterm is the score from 0% to 100% displayed by the
LMS.

Exam: Final test (duration: 75-minutes) covering all topics. Grade_Exam is
the score from 0% to 100% displayed by the LMS.

Assessment strategy:

Grade_Final=
(0.25*Grade_Cases+0.25*Grade_Kahoot+0.25*Grade_Midterm+0.25*Gr
ade_Exam)/10=(Grade_Cases+Grade_Kahoot+Grade Midterm+Grade
Exam)/40




All components of the final grade (Grade Cases, Grade Kahoot,
Grade_Midterm, Grade_Exam) are measured on a scale from 0 to 100 and
are NOT rounded. The final grade is rounded according to the standard
mathematical rules (such as 8.5—9, 8.4999—38, etc.). In other words, the
policy is to:

= Use exact percentages and percentiles on a 0-100 scale

= Round only the final 10-point grade, while using no rounding of

scores for individual components

None of the grades is a blocking grade, i.e. students can fail on any of
the assessments and still pass the course.

Readings / Indicative
Learning Resources

Mandatory
1. Quirk T. J. Excel 2016 for Business Statistics. — Springer

International Publishing Switzerland, 2016. The book is available
through HSE’s electronic resources (Springer Books)
2. Rossi, Peter E., Causal Inference in Marketing Applications (March

20, 2017). Available at
SSRN: https://ssrn.com/abstract=3035502 or http://dx.doi.org/10.21
39/ssrn.3035502

3. Leeflang, P. S., Wieringa, J. E., Bijmolt, T. H., & Pauwels, K. H.
(2014). Modeling Markets: Analyzing Marketing Phenomena and
Improving Marketing Decision Making. Springer.
(https://proxylibrary.hse.ru:2176/book/10.1007/978-0-387-78213-
3)

4. Leeflang, P. S., Wieringa, J. E., Bijmolt, T. H., & Pauwels, K. H.
(Eds.). (2017). Advanced Methods for Modeling Markets. Springer

International Publishing.
(https://proxylibrary.hse.ru:2176/book/10.1007/978-3-319-53469-
5)

Optional

1. Hodeghatta, U. R., & Nayak, U. (2016). Business Analytics Using
R-A Practical Approach. Apress. (freely available through HSE’s
electronic  resources for HSE  students and  staff:
https://proxylibrary.hse.ru:2176/book/10.1007/978-1-4842-2514-1)

2. R for Marketing Research and Analytics/ Chris Chapman, Elea
McDonnell Feit. Springer-Verlag, Switzerland, 2015 (freely
available through HSE’s electronic resources for HSE students and
staff: http://www.springer.com/book/9783319144351)

3. Malthouse E. (2013), "Segmentation and Lifetime Value Models
Using SAS", SAS

4. Croissant, Y., & Millo, G. (2018). Panel Data Econometrics with R.
John Wiley & Sons.

5. Beaujean, A. A. (2014). Latent variable modeling using R: A step-
by-step guide. London: Routledge.

6. Kumar, V., & Petersen, J. A. (2012). Statistical Methods in Customer
Relationship Management. John Wiley & Sons.

Indicative Self- Study
Strategies

Type +/— Hours

Reading for seminars / tutorials (lecture -
materials, mandatory and optional resources)

Assignments for seminars / tutorials / labs + 23
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E-learning / distance learning (MOOC / + 23
LMS)

Fieldwork -

Project work -

Other (please specify) -

Preparation for the exam + 20

Academic Support for
the Course

Academic support for the course is provided via LMS, where students can
find guidelines and recommendations for self-study and sample questions
for exam preparation. The exam is also conducted using LMS testing
functionality.

DataCamp platform is used in this course so that students can improve their
R coding skills. DataCamp is an interactive learning platform for R, Python
& SQL for Data Science. They teach cutting edge data analysis tools in an
easily accessible manner.

Facilities, Equipment
and Software

= VNC tool for sharing teacher’s screen with students

= Microsoft Excel

» R package and RStudio environment
(latest versions are available from the following pages:
https://www.rstudio.com/products/rstudio/download/
https://cran.r-project.org/mirrors.html)

* Student resources are available from the course’s LMS page

Special conditions for
organization of learning
process for students with
special needs

The following types of comprehension of learning information (including e-
learning and distance learning) can be offered to students with disabilities
(by their written request) in accordance with their individual psychophysical
characteristics:

1) for persons with vision disorders: a printed text in enlarged font; an
electronic document; audios (transferring of learning materials into
the audio); an individual advising with an assistance of a sign
language interpreter; individual assignments and advising.

2) for persons with hearing disorders: a printed text; an electronic
document; video materials with subtitles; an individual advising with
an assistance of a sign language interpreter; individual assignments
and advising.

3) for persons with muscle-skeleton disorders: a printed text; an
electronic document; audios; individual assignments and advising.

Course Instructor

Evgeny A. Antipov, PhD, Associate Professor, Department of Management

Annex 1
Assessment Methods and Criteria
Assessment Methods
Types of Assessment Forms of Assessment Modules

1 2 3 4

Formative Assessment Cases * *

Kahoot * *

Midterm Exam *

DataCamp * *
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| Summative Assessment | Exam | [~ ] |

Assessment Criteria

Assessment is mainly based on either % of correct answers or the percentile to minimize the
subjectivity of assessment. The details are described in the “Assessment methods” section of the
syllabus.

All components of the final grade (Grade Cases, Grade Kahoot, Grade Midterm,
Grade_Exam) are measured on a scale from 0 to 100 and are NOT rounded. The final grade is
rounded according to the standard mathematical rules (such as 8.5—9, 8.4999—8, etc.). In other
words, the policy is to:

= Use exact percentages and percentiles on a 0-100 scale

= Round only the final 10-point grade, while using no rounding of scores for individual

components
None of the grades is a blocking grade, i.e. students can fail on any of the assessments and still
pass the course.

Annex 2
Recommendations for students:
1. Students are expected to install the software used in class on their personal desktops/laptops so
as to practice their coding skills.
2. Students should keep in mind that lectures contain not only theoretical material, but also
solutions of problems. We do not train for tests on seminars. To successfully master the material
attending both lectures and seminars is essential.
3. In order to prepare for the exam, study all problems given on lectures and seminars — exam
problems will be similar to them.
4. Most of the coursework is scored automatically in LMS. Students should keep in mind that “.”
and “,” can be used interchangeably there, but figures should be rounded as requested in each
problem.
5. When students have been given access to DataCamp, they are encouraged to take not only
courses they are required to take, but also at least 3 extra courses that will help acquire skills useful
for the job market.



