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Train future marketing professionals with limited data experience in how to extract, explore, analyze
and act on the data now abundantly available in the digital age.

A data revolution in the creative world of marketing

Graduate students enrolled in Cranfield’'s MSc in Strategic Marketing learn how to transform data into insights that drive successful

segmentation, targeting and positioning strategies

In a data-rich environment, companies are increasingly turning to
their marketing departments to boost business performance and be
more accountable for the impact of their strategies and campaigns.
Measurement and accountability have always been challenging for
marketing, but in an era of big data, marketers can add rigor and
evidence to what was once seen as a highly interpretive field.

The data generated by new technology is transforming marketing
practices. This leaves companies with a challenge: Can the marketing
establishment reorient itself to take full advantage of technology

and data?

"The practice of marketing is fundamentally changing,” says Stan
Maklan, Professor of Marketing and Technology at Cranfield
University and Co-Director of the Strategic Marketing and Sales
Centre. “The days of just briefing an ad agency and getting a pretty
picture are going by the wayside.”

Professor Maklan focuses on helping both individual marketers and
their organizations adapt to the democratization of data in the digital
age. That's why, after a career that included positions with Unilever
and business consultancy CSC, he now pours his energy into teaching
at Cranfield University, a British postgraduate institution specializing
in science, engineering, technology and management. His aim is to
train marketing professionals to generate strategic insights based on
data that will guide businesses to market their products and services
more effectively.

The ability to think analytically

Students who pursue Cranfield's Master of Science in Strategic
Marketing bring to the table diverse backgrounds but often limited
mathematical or statistical training. "Working with data doesn’t mean
you are going to be a data scientist, but you're going to have to learn
how to structure problems in a way that data can inform,” Professor

Maklan tells his students on the path to becoming marketing managers.

“It's a mental thing; therefore, you need to have enough understanding
to engage with data, some confidence in your knowledge of methods,
tools, data exploration and modeling.”

Professor Maklan's research focuses on big data, marketing analytics,
customer relationship management, customer experience, marketing
measurement and accountability, and marketing leadership. He is
particularly interested in advancing the practice of data-driven decision
making, guiding students to ask big questions and experiment with
new methodologies.

The broad objective of his course, Professor Maklan says, is for
students to develop “the ability to think analytically - the ability to
frame problems so that advanced analytics can solve them. And the
ability to critically interpret what they're seeing. [Marketers should
be able to] brief data scientists on what they want.”

Providing students with real-world case studies is key to helping them
develop data-focused critical thinking skills. “Just knowing that there
are different ways of answering the same business problem, for many,
is a revelation,” he says. "If your expert comes to you with one answer,
you would know to ask, 'Is this the best analysis, or if there are other
ways of doing it, why do you pick this one?"”

But an analytical mindset is only the first step. Students must also
learn to use the tools available to deliver on the promise of analytics.
Having the right platform makes the analysis much less daunting,
Professor Maklan says, and that's why he teaches students to use JMP®.
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Of the software available, JIMP seemed to be much easier than alternatives, intuitive,
excellent interface and superb online support tools both for the software and statistics
in general. With JMP, even if you stick with the defaults, the software is rich and intuitive

enough that you can adapt, learn, play and get a result.

Stan Maklan, Professor of Marketing and Technology

A user-friendly tool makes analytics more
approachable

"We opted to focus on JMP as a platform because it coincides with
the democratization of data,” Professor Maklan says. "Of the software
available, JIMP seemed to be much easier than alternatives, intuitive,
excellent interface and superb online support tools both for the
software and statistics in general. With JMP, even if you stick with the
defaults, the software is rich and intuitive enough that you can adapt,
learn, play and get a result.”

Professor Maklan gives his students data sets from industry and sets
them free to explore and propose solutions. The ultimate learning
outcome is for students to become comfortable, confident and adept
at using analytical methods for everything from segmentation and
positioning to marketing mix optimization.

With JMP, Professor Maklan says, you can spend less time teach-

ing students how to use software and more time teaching statistical
concepts and problem solving. “That's where JMP is very strong,”

he adds, "you can look at customer defection, for example, and run
through multiple methods, and literally in a couple of hours the student
will understand that different methods might give you different
answers - and that your job is to understand the differences and make
an informed choice.”

There's value as well in the online community that JMP has created,
where students can go to find a wealth of resources and participate in
the online forum, community.jmp.com. "A website that provides easy
answers to complex questions is really hard to do well, and JMP does it,”
Professor Maklan says. “The Community is a great resource, and my
students often watch the online videos.”

Solution
Use JMP® software in the classroom to encourage

students to explore data and learn new ways to
structure and resolve business challenges.

To contact your local JMP office, please visit: jmp.com/offices

Results

Students who graduate from Cranfield with a Master of Science in Strategic Marketing
enter the workforce with valuable marketing analytics skills and the confidence to
explore and model data. Educators hope that by boosting students’ data literacy,
they will gradually bring better data practices to the field as a whole.

Transforming marketers, transforming
the industry

The benefits of this data-driven approach are borne out further in
Professor Maklan’s own research, where he has argued that capabilities
are developed best through reflective practitioners, often by middle
managers, rather than imposed top-down or brought in via suppliers
and consultants. "Marketing doesn't have the best reputation in terms
of quant, although marketing people tend to be more quantitative,
more into market research, and they've always understood brand

share and profitability,” he adds. “The amount of data we have is
enormous, yet most companies don't know what to do with all the
data. They probably don't even understand all the data they have.”

Cranfield School of Management is hoping to change that. The
program'’s newly minted marketing managers are more data-literate
and digitally savvy than ever before; skills that leave them poised to
help their organizations develop from within. Professor Maklan, for
one, is confident that the results will speak for themselves.

"Data is there - you can't run from it. Marketing practices and
competencies need updating to meet the challenge.”
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