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Marketing Metrics: The Definitive Guide to Measuring Marketing Performance,
Second Edition, is the definitive guide to today’s most valuable marketing
metrics. In this thoroughly updated and significantly expanded book, four leading
marketing researchers show exactly how to choose the right metrics for every
challenge and expand their treatment of social marketing, web metrics, and brand
equity. They also give readers new systems for organizing marketing metrics into
models and dashboards that translate numbers into management insight.
 
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 and channels; and more. For
every metric, the authors present real-world pros, cons, and tradeoffs--and help
you understand what the numbers really mean.
 
This edition introduces essential new metrics ranging from Net Promoter to
social media and brand equity measurement. Last, but not least, it shows how to
build comprehensive models to support planning--and optimize every marketing
decision you make:
 
·         Understand the full spectrum of marketing metrics: pros, cons, nuances,
and application
·         Quantify the profitability of products, customers, channels, and marketing
initiatives
·         Measure everything from “bounce rates” to the growth of your web
communities
·         Understand your true return on marketing investment--and enhance it
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This award-winning book will show you how to apply the right metrics to all
your marketing investments, get accurate answers, and use them to systematically
improve ROI.
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Marketing Metrics: The Definitive Guide to Measuring Marketing Performance, Second Edition, is the
definitive guide to today’s most valuable marketing metrics. In this thoroughly updated and significantly
expanded book, four leading marketing researchers show exactly how to choose the right metrics for every
challenge and expand their treatment of social marketing, web metrics, and brand equity. They also give
readers new systems for organizing marketing metrics into models and dashboards that translate numbers
into management insight.
 
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
and channels; and more. For every metric, the authors present real-world pros, cons, and tradeoffs--and help
you understand what the numbers really mean.
 
This edition introduces essential new metrics ranging from Net Promoter to social media and brand equity
measurement. Last, but not least, it shows how to build comprehensive models to support planning--and
optimize every marketing decision you make:
 
·         Understand the full spectrum of marketing metrics: pros, cons, nuances, and application
·         Quantify the profitability of products, customers, channels, and marketing initiatives
·         Measure everything from “bounce rates” to the growth of your web communities
·         Understand your true return on marketing investment--and enhance it
 
This award-winning book will show you how to apply the right metrics to all your marketing investments,
get accurate answers, and use them to systematically improve ROI.
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Editorial Review

From the Back Cover
The Definitive Guide to the "New" State-of-the-Art in Marketing Metrics" ""Marketing Metrics, Second
Edition", is the definitive guide to today's most valuable marketing metrics. In this thoroughly updated and
significantly expanded book, four leading marketing researchers show exactly how to choose the right
metrics for every challenge. 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 and channels; and more. This edition introduces essential new metrics
ranging from Net Promoter to social media and brand equity measurement. Last, but not least, it shows how
to build comprehensive models to support planning--and optimize every marketing decision you make.
Choose the right metric for every marketing challenge Understand the full spectrum of marketing metrics:
pros, cons, nuances, and application Gain a deep and thorough understanding of marketing
profitabilityQuantify the profitability of products, customers, channels, and marketing initiatives Assess web
and social media effectiveness, accurately and in detailMeasure everything from "bounce rates" to the
growth of your web communities Link marketing to your enterprise financial metricsUnderstand your true
return on marketing investment--and enhance it This award-winning book will show you how to apply the
right metrics to all your marketing investments, get accurate answers, and use them to systematically
improve ROI. You'll find practical, up-to-the-minute techniques for measuring everything from brand equity
to social media, market share to web engagement. For every metric, the authors present real-world pros,
cons, and tradeoffs--and help you understand what the numbers really mean. You'll learn how to design and
interpret marketing dashboards to identify emerging opportunities and risks and use powerful new modeling
techniques to optimize every decision you make. In this second edition the authors expand their treatment of
social marketing, web metrics, and brand equity. They also give readers new systems for organizing
marketing metrics into models and dashboards that translate numbers into management insight. - Strategy +
Business "Best Books in Marketing" award winner--now fully updated!- 30% more coverage: from social
media and brand equity to modeling for better decision-making- Covers promotions, advertising,
distribution, customer perception, market share, pricing, margins, portfolios, channels, dashboards, and much
more

About the Author

Paul W. Farris is Landmark Communications Professor and Professor of Marketing at The Darden
Graduate Business School, University of Virginia, where he has taught since 1980. Professor Farris’s
research has produced award-winning articles on retail power and the measurement of advertising effects. He
has published more than 50 articles in journals such as the Harvard Business Review, Journal of Marketing,
Journal of Advertising Research, and Marketing Science. He is currently developing improved techniques for
integrating marketing and financial metrics and is coauthor of several books, including The Profit Impact of
Marketing Strategy Project: Retrospect and Prospects. Farris’s consulting clients have ranged from Apple
and IBM to Procter & Gamble and Unilever. He has served on boards of manufacturers, retailers, and e-
Business companies. Currently, he is a director of GSI Group, Sto Corp., and The Ohio Art Company.
 
Neil T. Bendle is a Ph.D. candidate in marketing at the Carlson School of Management, University of
Minnesota. While studying for his Ph.D. he has won awards for his teaching, and his thesis has focused on



managers’ difficulties in understanding consumer tastes. He holds an MBA from Darden and has nearly a
decade’s experience in marketing management, consulting, business systems improvement, and financial
management. He was responsible for measuring the success of marketing campaigns for the British Labour
Party.
 
Phillip E. Pfeifer, Richard S. Reynolds Professor of Business Administration at The Darden Graduate
Business School, currently specializes in direct/interactive marketing. He has published a popular MBA
textbook and more than 35 refereed articles in journals such as the Journal of Interactive Marketing, Journal
of Database Marketing, Decision Sciences, and the Journal of Forecasting. In addition to academic articles
and a textbook, Mr. Pfeifer is a prolific case writer, having been recognized in 2004 as the Darden School’s
faculty leader in terms of external case sales, and in 2008 with a Wachovia Award for Distinguished Case
writer. His teaching has won student awards and has been recognized in Business Week’s Guide to the Best
Business Schools. Recent consulting clients include Circuit City, Procter & Gamble, and CarMax.
 
David J. Reibstein is Managing Director of CMO Partners and William Stewart Woodside Professor of
Marketing at the Wharton School. Regarded as one of the world’s leading authorities on marketing, he
served as Executive Director of the Marketing Sciences Institute, and co-founded Wharton’s CMO Summit,
which brings together leading CMOs to address their most pressing challenges. Reibstein architected and
teaches the Wharton Executive Education course on marketing metrics. He has an extensive track record
consulting with leading businesses, including GE, AT&T Wireless, Shell Oil, HP, Novartis, Johnson &
Johnson, Merck, and Major League Baseball. He has served as Vice Dean and Director of Wharton’s
Graduate Division, as visiting professor at Stanford and INSEAD, and as faculty member at Harvard. He
serves on the Board of Directors of Shopzilla, And1, and several other organizations.
 

Users Review

From reader reviews:

Jose Tiernan:

Do you have favorite book? In case you have, what is your favorite's book? Book is very important thing for
us to be aware of everything in the world. Each book has different aim or perhaps goal; it means that
publication has different type. Some people sense enjoy to spend their a chance to read a book. They can be
reading whatever they have because their hobby will be reading a book. Why not the person who don't like
studying a book? Sometime, particular person feel need book when they found difficult problem or maybe
exercise. Well, probably you should have this Marketing Metrics: The Definitive Guide to Measuring
Marketing Performance (2nd Edition).

James Brown:

Nowadays reading books are more than want or need but also be a life style. This reading practice give you
lot of advantages. Associate programs you got of course the knowledge your information inside the book
which improve your knowledge and information. The information you get based on what kind of publication
you read, if you want attract knowledge just go with education and learning books but if you want sense
happy read one with theme for entertaining including comic or novel. The particular Marketing Metrics: The
Definitive Guide to Measuring Marketing Performance (2nd Edition) is kind of book which is giving the
reader erratic experience.



Farah McCune:

Reading a book tends to be new life style in this particular era globalization. With reading through you can
get a lot of information that may give you benefit in your life. With book everyone in this world can share
their idea. Textbooks can also inspire a lot of people. Lots of author can inspire their own reader with their
story or even their experience. Not only situation that share in the textbooks. But also they write about the
ability about something that you need case in point. How to get the good score toefl, or how to teach your
kids, there are many kinds of book that exist now. The authors in this world always try to improve their
proficiency in writing, they also doing some research before they write to the book. One of them is this
Marketing Metrics: The Definitive Guide to Measuring Marketing Performance (2nd Edition).

Kimberly Martin:

Do you like reading a reserve? Confuse to looking for your best book? Or your book was rare? Why so many
issue for the book? But just about any people feel that they enjoy to get reading. Some people likes
examining, not only science book but also novel and Marketing Metrics: The Definitive Guide to Measuring
Marketing Performance (2nd Edition) as well as others sources were given knowledge for you. After you
know how the good a book, you feel need to read more and more. Science publication was created for
teacher as well as students especially. Those ebooks are helping them to increase their knowledge. In
different case, beside science book, any other book likes Marketing Metrics: The Definitive Guide to
Measuring Marketing Performance (2nd Edition) to make your spare time more colorful. Many types of
book like here.
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