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WHAT IS
MARKETING
ANALYTICS?

Let's understand the definition &
Applications of marketing analytics
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Marketing mix modeling

MARKETING Demand forecasting
ANALYTICS
METHODS

Competitor analytics

Unmet needs analytics

Trend analytics




Different Data Sources in Marketing

CUSTOMER INFORMATION CUSTOMER BEHAVIOR
* Demographic data * Transaction history
* Interests and preferences = Website behavior
* Customer lifetime value * Mobile app usage
* Propensity to purchase * S5pending patterns
Al
FINANCIAL DATA I Ih - ) | CUSTOMER FEEDBACK
= Customer acquisition * Social media feedback
cost * Ratings & rankings
» Historical pricing MAR K ETI N G * Inbound calls
* Pricefearnings ratio Y l _ * Chatbot interactions
* Monthly recurring A N A L l CS * Call center notes
revenue * Survey data
CAMPAIGN
« Churn HI:HFDHM#'"EE MARKET RESEARCH
I | * Market forecasts

* Conversion rate * Industry benchmarks

* Engagement rate Structured Unstructured .
* Clickthrough rate Competitor data
» Bounce rate External | Internal

Qualitative | Quantitative
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Diagnostic
Analytics

Descriptive
Analytics

Customer
Marketing
Analytics

Prescriptive Predictive

Analytics Analytics
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EXPLORE ENGAGE

Customer data with the right
to develop - message in the
new insights | right channel
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ACT & OPTIMIZE



Decisions based on marketing analytics results

The following slide showcases some commaon decisions associated with analytics to optimize marketing performance and resource allocation. It includes elements such as including keywords, repeating successful campaigns,
tapping new market, boosting CEM etc.
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Include Repeat Tap Boost Modify
Keywords Successful Campaigns New Market CRM Product
o Keyword analytics o Assiststo includes v Offers opportunity to o Monitors o Reviews customer
assisis to incorporate same type of content engage with new customer lifecycle purchase history
particular words o Increases market segment o Evaluates customer o Monitors consumers'
and phases website traffic » Forecasis needs funnel and churn rate website journey
o Boosts organic traffic o Add text here based on ther o Add text here > Add text here

preferences

o Add text here
o Add text here




Example of Conversion Funnel
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TOP

MIDDLE
OF FUNNEL

(MOFU)

BOTTOM
OF FUNNEL

OF FUNNEL
(TOFU)

(BOFU)

A

100,000

10,000
(10% CTR)

-5,000
(50% bounce rate)

= 5,000 readers

1,000 leads
(20% of readers)

500 prospects
(50% of leads)

100 sales
conversions (20%)

40 repeats (40°% of
customers)

33 advocates
(33% of customers)

gital Marketing Funnel (Analytics)

Reach, Ad Impressns, SEO/SMM/PPC
Keyword Searches (eg AdWords, FB ads)
Visitors, Page views

(landing page’ website) Click-Throughs
Percentage which Bounces
immediately leaves (ie. leaves)

Content readers Readers

Prospects (respond to Fl'ﬂEpEEtE
amail call to actions)

Customers (ie actual

i Sales

Loyal Customers Luyalt:f
Advocates Customer Advocates

Leads (opt-in via form)




Thank You
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