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Abstract
New developments in marketing management support systems have provided the marketer with a growing
supply of tools that can enrich decision-making. I will describe the concept of Marketing Engineering, an
approach that applies analytic and systematic methods to solving marketing decision problems. Next, I will
illustrate how the digital networked economy is inducing significant structural changes in (a) how models are
developed and deployed, (b) who uses marketing models, and (c) ways to assess the value of such models. I will
then summarize developments that I believe will further encourage the adoption of the marketing engineering
concept and tools both for teaching and for improving the practice of marketing decision making.. I will
conclude with several illustrations of the successful application of marketing engineering and show how these
approaches can be directly applied to a range of marketing problems today.
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