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Degree: Business Analytics

Field of Knowledge: Social and Legal Science

Faculty/School: Law, Business and Governance

Course: Marketing Analytics and Social Media

Type: Compulsory ECTS credits: 6

Year: 4 Code: 5340

Teaching period: Seventh semester

Area: Management Analytics

Module: Disciplinary Training

Teaching type: Classroom-based

Language: English

Total number of student
study hours:

150

Teaching staff E-mail

Alia El Banna alia.elbanna@ufv.es

SUBJECT DESCRIPTION

Businesses of different sizes are now faced with growing competition, rapidly changing buyer behaviour, and a
plethora of data. Access to large amount of data is obviously an asset yet it does not always translate into making
better decisions. Knowing how to interpret and find value in data is ‘the’ challenge. Marketing analytics plays an
important role in transforming and interpreting data into meaningful insights to determine the ROI of marketing
efforts and improve business performance.
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GOAL

The main objective of this course is to develop an understanding of marketing analytics and how data-driven
decision-making impacts marketing strategy. In this course you will gain experience and insight into marketing
analytics tools to improve the performance of marketing processes.

PRIOR KNOWLEDGE

Those acquired in previous subjects such as "commercial and marketing management"

COURSE SYLLABUS

To gain a better understanding of the market and evaluate marketing performance by understanding the marketing
process, metrics, analytics, and strategies, the following topics will be covered:

1.- Marketing Process and the Buyer/Customer Persona (Segmentation, Targeting, Positioning – STP, and 4Ps)
2.- Brand Architecture: Meaning of a Brand
3.- Digital Marketing Channels
4.- Using data to improve Marketing Strategy
5.- Marketing Metrics and Analytics
6.- Marketing Strategies for Optimal Performance and ROI
7.- Start-ups, Small/Medium organizations and multinationals, as well as Key Performance Indicators (KPIs) will be
discussed in different blocks to provide a good application and use of marketing analytics.

EDUCATION ACTIVITIES

The students will apply their learning of Marketing Analytics, both in class and online, by engaging in a variety of
activities:

The following activities are planned to fulfil the learning goals/objectives:

-To gain further knowledge about specific industries, guest speakers will be invited from industry to share their
experiences and insights with the students.
-To practice thinking in critically analytical and evaluative ways, students will practice, categorization, selection and
judgement exercises like short quizzes and business scenarios.
-To ground theory and concepts, data analysis exercises and case studies will be introduced to the students to
further investigate and analyze.

NOTES:
- Assignments are individual work and plagiarism will be controlled. Plagiarism rules contained in paragraphs 7
and 9 of the UFV Coexistence Regulations (Normativa de Convivencia) may apply at the discretion of the
University.

DISTRIBUTION OF WORK TIME

CLASSROOM-BASED ACTIVITY INDEPENDENT STUDY/OUT-OF-CLASSROOM
ACTIVITY

60   hours 90   hours
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SKILLS

Basic Skills

Students must have demonstrated knowledge and understanding in an area of study that is founded on general
secondary education. Moreover, the area of study is typically at a level that includes certain aspects implying
knowledge at the forefront of its field of study, albeit supported by advanced textbooks

Students must be able to apply their knowledge to their work or vocation in a professional manner and possess
skills that can typically be demonstrated by coming up with and sustaining arguments and solving problems within
their field of study

Students must have the ability to gather and interpret relevant data (usually within their field of study) in order to
make judgments that include reflections on pertinent social, scientific or ethical issues

Students must be able to convey information, ideas, problems and solutions to both an expert and non-expert
audience

Students must have developed the learning skills needed to undertake further study with a high degree of
independence

General Skills

Capacity for organising, systematization and planning in identifying problems, levers and models in the context of
big data.

Capacity for designing and implementing projects and reports, naturally using digital channels.

Capacity for leadership and teamwork in the information society.

Capacity for communicating in a native or foreign language in the information society.

Capacity for autonomous learning in the information society.

Specific skills

Know how to identify and resolve real business problems through advanced data analysis and the selection of the
correct techniques for decision-making.

Know and understand the basics of marketing, and the analytical tools for management in the context of mass
data.

Use English for professional development in an international context, and new technologies.

LEARNING RESULTS

Understand the different elements of the marketing planning process.

Acquire deep insights into the meaning and value of a brand.

Explain how data is used to improve marketing strategy and the performance of brands.

Understand metrics for measuring brand value.

Explain different types of analytics used in marketing.
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Apply analytic skills acquired throughout the subject to real world business cases.

LEARNING APPRAISAL SYSTEM

EVALUATION SYSTEM: The evaluation parameters as well as their description are as follows:

1.- Participation: 20%.  Effective participation means (a) active, (b) substantive, and (c) continuous (d) contribution;
occasional non substantive comments or questions do not meet this requirement. Performance is assessed by the
instructor based on each participant's contribution, which may take the form, among others, of preparing and
discussing class readings, raising or answering questions, offering comments, enriching the class with relevant
items of interest from the media or personal experiences, taking part in brief in-class and/or take-home quizzes,
cases, or other exercises, and overall effort throughout the term.
Marks can range between 0-20. This score will only be taken into account if the student attends at least 80% of the
class sessions. Esta puntuación sólo se tendrá en cuenta si el alumno asiste al menos al 80% de las sesiones de
clase.

2.- Partial Knowledge Tests (PKTs) [Pruebas de conocimiento parcial – PCPs]: 30%. Two PCPs - Individual/Group
The PCPs might take the form of in-class Tests/presentations/projects to assess the acquisition of knowledge and
skills that the student has acquired during the development of the subject. You have to pass each PCP (average
50%) in order to pass the subject. Submission: The end of blocks.

3.- Final exam: 50%. Case Study (Individual). Students will be presented with a business case and required to
classify, interpret, and analyse the information developing evidence-based conclusions and recommendations.
You have to pass the case study (average 50%) to pass the subject

ALTERNATIVE ASSESSMENT: for students with academic dispensation, repeaters or in a situation of exchange
of studies

1.- Partial Knowledge Tests (PKTs) [Pruebas de conocimiento parcial – PCPs]: 30%. Two PCPs - Individual/Group
The PCPs might take the form of in-class Tests/presentations/projects to assess the acquisition of knowledge and
skills that the student has acquired during the development of the subject. You have to pass each PCP (average
50%) in order to pass the subject. Submission: The end of blocks.

2.- Final exam: 70%. Case Study (Individual). Students will be presented with a business case and required to
classify, interpret, and analyse the information developing evidence-based conclusions and recommendations.
You have to pass the case study (average 50%) to pass the subject

The EXÁMENES CONVOCATORIA ORDINARIA is also a chance (voluntary) for students who have achieved
5/10 or more in PCPs/exams but want to improve the grade of that part of the subject. Final Grades will be
published after EXÁMENES CONVOCATORIA ORDINARIA. If you failed to pass the subject (as a whole) or one
of the assignments, then a ‘suspended’ grade rating will appear and you will have to attend the ‘EXÁMENES
CONVOCATORIA EXTRAORDINARIA’ which will maintain the same evaluation criteria.

BIBLIOGRAPHY AND OTHER RESOURCES

Basic

 Online Resources A selection of Harvard Business Review articles/cases on Marketing Analytics
https://hbr.org/search?search_type=&term=marketing+analytics

Online Resources A selection of current industry updates from business online magazines suchs as forbes.com,
economist.com, Analytics Insight   https://www.analyticsinsight.net/top-10-trends-in-marketing-analytics-to-look-
out-for-in-2021/

Online Resources Seven Summits of Marketing Research: Decision-based Analytics for Marketing's Toughest
Problems   https://fisher.osu.edu/academic-departments/marketing-logistics/7-summits-marketing-research

Online Resources Youtube Videos   e.g., Google analytics in real life channel

Online Resources Linkedin  e.g., Follow The Marketing Millennials
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Additional

 Sorger, S. (2013) Marketing analytics: strategic models and metrics San Bernadino, CA: Admiral Press.

Lilien, G. L., Rangaswamy, A., & De Bruyn, A. (2017) Principles of marketing engineering and analytics
DecisionPro

Bendle, N., Farris, P. (2020) Marketing Metrics Pearson Business Analytics

Kaushik, A. (2009) Web analytics 2.0: The art of online accountability and science of customer centricity John
Wiley & Sons.

Grigsby, M. (2018) Marketing Analytics: A Practical Guide to Improving Consumer Insights Using Data Techniques
Kogan Page Publishers.
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