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Marketing Analytics
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Introduction to Marketing Analytics, Funnels &

Metrics

Provide an overview of marketing analytics, core terms, and the role
of a marketing analyst.

Introduction to Marketing Analytics

¢ WWhat is marketing analytics?

* Roles and responsibilities of a marketing analyst.

e Importance of data-driven decision-making.
Understanding KPls

¢ Defining KPIs.

e Types of KPIs: Business KPIs vs Marketing KPIs.

e Selecting the right KPIs for different business models.
Marketing Funnel Overview

e Stages: Awareness, Consideration, Conversion.

e Mapping metrics to funnel stages.

e Metrics to track at each stage of the funnel.
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Traffic Sources, Channels, and Attribution

Explore traffic sources, mediums, and attribution models, while
understanding multi-channel funnels to analyze and evaluate campaign
performance effectively.

Understanding Traffic Channels
e Organic vs paid traffic.
e Direct, referral, and social traffic.
Source vs Medium
e Definition and examples.
e How to categorize traffic sources properly.
Introduction to Multi-Channel Funnels (MCF)
e What are multi-channel funnels?
e Assisted conversions and top conversion paths.
e Evaluating the role of each channel in conversions.
Attribution Models and Attribution analysis
e What are attributions and why do we need Attribution Models.
e Attribution Models: Last click, first click, linear, time decay, and position-
based models.
e Choosing the right Attribution Model for business goals.
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Campaign tracking & UTM Parameters
Learn how to track and measure the effectiveness of marketing campaigns
using UTM parameters.
Introduction to UTM Parameters
e What are UTM parameters and why use them?
e How to build UTM codes (Campaign source, medium, content, etc.).
e Best practices for UTM implementation.

Intro to Google Analytics

Familiarize students with Google Analytics (GA) fundamentals and its
interface.

Introduction to Google Analytics
e Setting up a Google Analytics account.
e Understanding the GA interface.
e Tracking IDs and website integration.
Basic Reports
e Real-time overview.
e Audience reports (demographics, technology, location).
e Acquisition, behaviour, and conversion reports.
Important Metrics
e Sessions, users, page views, bounce rate.
e Average session duration, conversion rate, etc.
e Differences between metrics and dimensions.
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Channels in Google Analytics
e Organic Search, Paid Search, Display, etc.
Tracking Campaign Performance
e Monitoring campaigns in the Acquisition section.
e Understanding Campaigh, Medium, and Source reports.
e Using UTM data for deeper insights.

Advanced Google Analytics: Features & Segmentation
Explore advanced features in Google Analytics like segmentation, custom
reports, and goal optimization.
Advanced Segmentation in Google Analytics
e Creating and applying segments (demographics, behaviour, traffic sources).
e Segmentation by device type, region, and audience.
¢ Building custom segments for better insights.
Custom Reports & Dashboards
e Creating custom reports.
e Best practices for building dashboards.
e Data visualization techniques for analytics reports.
Goal and Funnel Optimization
e Optimizing user journeys and funnels.
e Using data to enhance goal completion rates.
e |dentifying and fixing drop-offs in conversion paths.




o \GEY

Syllabus

A/B Testing and Experimentation

Design and implement effective A/B tests to validate hypotheses, analyze
test results to optimize marketing campaigns.

Fundamentals of A/B Testing
e Definition and purpose of A/B testing in Marketing optimization.
e Designing effective tests (hypothesis, control, and variant).
Statistical Significance
e Understanding the concept of hypothesis testing in A/B testing.
e Calculating sample sizes needed for meaningful results.
T-Test and Bootstrap Test
e |Intro to T-Test with python.
e How to properly conduct Tests.
Analyzing A/B Test Results
e Pre-test and post-test analyses .
e Best practices for interpreting A/B test data.

Final Project
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