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The value creation of marketing

Kantar Millward Brown, BrandZ Ranking, Die Wertvollsten Marken 2021

2000 2021
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Tangible Assets as a Percentage of Capital 
Expenditures 
(Non -financial businesses 1950 -2010 in the US )

Calculated as: [ 1 - (Advertising Exp. + R&D Expend.)/Capex ]

Source: WRDS, Wharton School
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When marketing is indeed that

» Data-based and fact driven
» ñData scientist: The sexiest job of the 21st century.ñ (Davenport and Patil 

2012)

» ĂWir bekommen es mit immer mehr Daten zu tun. Sie zu analysieren und 
einzuordnen, diese Kompetenz m¿ssen wir uns f¿r die Zukunft aneignenñ 
(Janina Kugel, former CHRO Siemens, September 30, 2018)

» Performance driven

» Technology driven 

Quantitative marketing skills will be increasingly important in the future
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21 future jobs in marketing

Source: Cognizant, April 2019; https://www.cognizant.com/whitepapers/21-marketing-jobs-of-the-future-codex4428.pdf
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Chair for Retailing and Customer Management

Å Prof. Dr. Werner Reinartz

Å Research areas: Customer relationship management, 

retailing, B-to-B, service strategies, digital marketing

Chair for Marketing Science and Analytics  

Å Prof. Dr. Marc Fischer

Å Research areas: Marketing performance management, 

brand management, methods and marketing models, 

marketing mix optimization

Chair for Marketing und Brand Management  

Å Prof. Dr. Franziska Völckner

Å Research areas: Brand management, price management, 

preference measurement, market and consumer research

Professor of Marketing and Digital Environment

Å Prof. Dr. Hernan Bruno

Å Research areas: Customer long-term dynamics, granular 

targeting, digital advertising, application of statistical and 

economic tools to marketing problems

IFH-Endowed Assistant Professor of Marketing and Retailing 

ÅJun.-Prof. Dr. Thomas Scholdra

ÅResearch areas: Retailing, advertising effectiveness, digital 

marketing, marketing strategy, econometric modeling

The Professors of the Marketing Area (1)
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Objectives of Teaching

Å Research-Based Education:

ï Focus on theories and methods

ï Transfer of research results

ï Integration of students in research projects

Å Practice-Based Education:

ï Cases, simulations, projects

ï Guest speakers

Å Focus on Value-Based Marketing:

ï Decision support for marketing managers

ï Based on quantitative market research

ï Measurement of marketing effects in monetary terms
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Study Program Major Marketing
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Study Program Major Marketing
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Study Program Major Marketing:
Core and Advanced Section
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Study Program Major Marketing:
Core and Advanced Section

Management skills course offered by the Marketing Area:

Self-marketing in a digitized world

ÅTopics:

- Social network usage for professional and private success

- Online distraction and deep work

- Resilience 

- Job interview and assessment center trainings

- Presentation skills

ÅLecturer: Dr. Alexander Edeling

ÅWhen: Each semester

One of many course offerings é
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Study Program Major Marketing:
Core and Advanced Section

Core Module:

Applied Econometrics (Business Administration) 

ÅTopics:

- Statistical Foundations and Testing

- Experiments and RCTs

- Regression (OLS, dummy variables, nonlinear models, é)

- Instrumental Variables

- Regression Discontinuity

- Panel data (Fixed effects, differences-in-differences)

ÅLecturer: Dr. Pia Pinger

ÅWhen: Every 2nd term ïwinter term
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Study Program Major Marketing
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Study Program Major Marketing:
Supplementary Section (Minor)

Good

fit 

Good

fit


