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BUSINESS ADMINISTRATION 
 

SYLLABUS 
 
 
TITLE: Marketing Analytics 

CODE: GME 411 

PREREQUISITE GME 101 

CREDITS: 3 credits | 45 contact hours | 1 term 
 
 
DESCRIPTION 
The concept of Marketing Analytics helps us understand how to use data analytics to gain 
insights and market to individual customers. Many companies have extensive information 
about consumers’ tastes and interests and how they react to marketing campaigns, but 
few companies have the expertise to act intelligently on information. In this course, 
students will learn the scientific approach to marketing with the use of databases, 
analytics, and information systems to collect, analyze, and make decisions based on 
information. 

 
 
JUSTIFICATION 
The development of digital marketing has led to a major transformation in access to 
information to support decision-making in companies and institutions. For this reason, all 
marketing professionals must know the fundamentals of digital data analysis in marketing 
to understand trends in consumption and the effectiveness of communication strategies. 
In this way, they will be able to prioritize the information they need to collect and the type 
of analysis that supports the decisions to be made. 

 
 
COMPETENCES 
The course develops the following competences in students: 

● Ethical sense and social justice 
● Research and exploration 
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OBJECTIVES 
After completion of the course, students will be able to: 

1. Understand the problems and opportunities of the business environment from an 
analytical and strategic perspective. 

2. Identify and understand the structure and scope of an organization’s data and 
how it meets the organization’s strategic and operational needs. 

3. Understanding the data lifecycle in a business environment. 

4. Apply basic data analysis tools for decision making.  

5. Develop techniques and good practices in the design, development, 
implementation, and management of marketing strategies, based on the data 
analysis results.  

6. Develop skills leading to professional certifications in the area of data science, 
with a specialty in market analysis. 

7. Promote marketing strategies based on the effective application of data sciences. 

 
CONTENTS 

I. What is Data? 
A. Definition of marketing analytics 
B. Definition of Big Data in the context of digital marketing 
C. Application of the basic principles of marketing analysis to a business 

problem 
D. Internal vs. external data 

II. Internal Data Analysis: Overview 
A. Application of the basic features of Google analytics to a marketing problem 
B.   Description of the types of data available in Google Analytics  
C. Analyzing a sample dataset that involves visits, page views, and referral 

source data 
III. Internal Data Analysis: Conducting an Audit 

A. Develop appropriate strategies for internal auditing of marketing data 
sources, tools, and their use. 

B. Create an effective project plan for a data audit. 
C. Submit audit recommendations.  
D. Present audit findings and recommendations in a variety of formats for 

marketing analytics teams and other interested parties.  
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IV. Search for Data 
A. Describe the key metrics used in search engine optimization. 
B. Use Google’s keyword tools to identify the top search terms in a specific 

vertical. 
C. Analyze inbound links for a specific domain 
D. Identify the importance of key metrics such as inbound links, PageRank, 

and domain authority in search engine optimization.  
V. Competitive Data 

A. Describe key metrics for Facebook, Twitter, and Instagram, including reach, 
clicks, retweets, favorites, and shares. 

B. Create a social listening initiative to determine an organization’s reach and 
sentiment. 

C. Identify key metrics and features of social advertising, such as Facebook 
lookalike audience. 

VI. Social Analysis 
A. Define key social metrics for campaign goals across multiple social 

platforms, such as Facebook, Instagram, and video-based platforms. 
B. Understand the benefits and limitations of sentiment analysis. 
C. Create a dashboard of social media metrics that meet the organization’s 

goals, including reach. 
D. Use cross-channel, multi-touch attribution to better attribute social media 

conversions and word-of-mouth. 
VII. Email Analytics & Marketing Automation 

A. Apply key metrics for an email campaign, including opens, clicks, and 
engagement measures, such as unsubscribe or building a growth list for 
specific campaign goals. 

B. Create an A/B testing campaign 
C. Distinguish between A/B and multivariate testing 

VIII.  Online Sales Business Analysis  
A. Understand how online sales companies create a profile of their customers 

and predict their tastes and interests, as well as promote consumption. 
B. Amazon, Wish, and eBay analysis 

IX. Audience Buying and Advertising 
A. Understanding the importance of audience buying in new advertising 

models  
B. Evaluate the audience by purchasing providers, such as DoubleClick 
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X. Video and Media Metrics 
A. Evaluate key metrics used to measure advertising, such as impressions and 

clicks 
B. Discuss the ROI of display advertising 
C. Develop metrics to measure video marketing 

XI. Data Mining and Predictive Analytics Part I 
A. Understand the role of data mining in predicting consumer behavior, product 

development, and advertising messaging 
B. Describe key technologies and techniques used in consumer data mining 
C. Create a model to apply predictive analytics in the creation of a marketing 

strategy 
XII. Data Mining and Predictive Analytics Part II 

A. Develop a plan for extracting third-party data 
B. Apply the principles of predictive modeling to digital marketing initiatives 

XIII. Tool Selection and Internal Talent Development 
A. Identify the key factors in tool selection 
B. Develop a checklist of priority needs to optimize IT’s marketing spending 
C. Create a training and evaluation plan to develop internal talent in an 

increasingly competitive and varied market for technical marketing 
D. How to leverage the digital marketing field to promote the concept of 

marketing analytics 
XIV. The Future of Market Analysis 

A. Create a marketing dashboard to meet the needs of a data-driven 
organization 

B. Understanding the role of predictive analytics in marketing 
C. Create a plan to meet an organization’s analytics needs over multiple years 

 
METHODOLOGY 
The following strategies from the active learning methodology are recommended: 

● Lectures 
● Presentations 
● Hands-on workshops 
● Progressive development of short projects to apply concepts discussed in class 
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EVALUATION 
Participation  10% 
Partial assignments  40% 
Oral presentations  15% 
Final project or exam  15% 
Immersion experience 20% 
Total 100% 

 
LEARNING ASSESSMENT 
The institutional assessment rubric is applied to the course’s core activity. 
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REASONABLE ACCOMMODATION 
For detailed information on the process and required documentation you should visit the 
corresponding office. To ensure equal conditions, in compliance with the ADA Act (1990) 
and the Rehabilitation Act (1973), as amended, any student in need of reasonable 
accommodation or special assistance must complete the process established by the Vice 
Presidency for Student Affairs. 

• Students participating in the Student Support Program (PAE, in Spanish) shall 
request their reasonable accommodation in PAE’s offices.  

• Students who do not participate in PAE shall request their reasonable 
accommodation at the Integral Wellness Center (Centro de Bienestar Integral,). 
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https://medium.com/swlh/what-can-we-expect-for-the-future-of-marketing-analytics-7dfe1dacc6c4
https://medium.com/swlh/what-can-we-expect-for-the-future-of-marketing-analytics-7dfe1dacc6c4
https://www.8ways.ch/en/digital-news/importance-data-mining-your-business-digital-marketing-strategies
https://www.8ways.ch/en/digital-news/importance-data-mining-your-business-digital-marketing-strategies
https://resources.experfy.com/consumer-tech/how-marketing-analytics-is-changing-the-game-for-lead-generation/
https://resources.experfy.com/consumer-tech/how-marketing-analytics-is-changing-the-game-for-lead-generation/
http://biblioteca.sagrado.edu/
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ACADEMIC INTEGRITY 
This policy applies to all students enrolled at Universidad del Sagrado Corazón to take 
courses with or without academic credit. A lack of academic integrity is any act or 
omission that does not demonstrate the honesty, transparency, and responsibility that 
should characterize all academic activity. Any student who fails to comply with the 
Honesty, Fraud, and Plagiarism Policy is exposed to the following sanctions: receive a 
grade of zero in the evaluation and / or repetition of the assignment in the seminar, a 
grade of F (*) in the seminar, suspension, or expulsion as established in the Academic 
Integrity Policy effective in November 2022. 
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