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COURSE INTRODUCTION 
 

Marketing Analytics is one of the fundamental disciplines that shape the 

professional skills of marketers. Marketing analytics are necessary for companies in 

almost any field, due to which it is considered universal for use. The ultimate goal of 

analytical work is to develop optimal strategies for internal and external development, 

which can help the business to generate potentially large profits. 

The purpose of the discipline is to give an idea of integrated marketing analytics, 

to form a clear idea among students of how marketing analysis should be carried out in 

order to reduce the risk of an enterprise's marketing activities, to increase the efficiency 

of management decisions, and in certain cases, to regulate market processes. 

The main goal of the discipline is the formation of professional competence in the 

field of: 

• modern marketing mechanism to influence the competitive position of the 

company in the market; 

• the use of analytical tools for solving marketing business problems. 

 

As a result of studying the discipline, the student must 

Know: 

• the role and importance of marketing analytics, principles and methodology for 

conducting a comprehensive marketing analysis; 

• approaches to the selection of the necessary information for the purposes of 

marketing analytics; 

• the basics of interpreting various marketing data and their combination to 

develop relevant management decisions. 

Be able to: 

• plan and organize the process of comprehensive analysis of marketing activities 

at the enterprise; 

• apply the necessary tools depending on the field of activity of the organization 

and the characteristics of the market; 

• identify patterns and cause-and-effect relationships between various data and 

their impact on the activities of the enterprise; 

• generate competent reports that serve as the basis for making strategic marketing 

decisions. 

Have skills in using: 

• systematic approach to the problems of marketing analysis and marketing 

decision-making; 



 

 

• of a set of knowledge and skills necessary for professional work in the field 

of analytics. 

 

The discipline "Marketing Analytics" is closely related to disciplines such as 

global marketing, strategic marketing, digital marketing, e-commerce, etc. 

For profiling "International Marketing": 

Full-time education. There are 108 hours in the discipline, of which there are 

48 classroom hours, including 20 hours - lectures, practical / seminar classes - 28 

hours. 

The form of control is an exam. 

 

As a result of studying the discipline, the student must possess the following 

competencies: determine the main analytical metrics to track the effectiveness of 

various marketing activities, analyze the profitability and marginality of the business 

and products of the organization's product portfolio, work with databases (СК-7). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

CONTENTS 

 

Topic 1. Marketing analytics: concept, methods, process 

 

Concept, essence and role of analytics in marketing. Directions and tasks of 

marketing analytics. Analytics as a competitive advantage. The process of planning 

and organizing a comprehensive analysis of the marketing activities of an enterprise. 

Marketing analysis methods. The specifics of the implementation of analytics in cer-

tain areas to achieve the strategic and tactical goals of business development. 

Information support of marketing analysis. Statistical analysis methods. Cor-

relation and regression methods. Factor analysis. Simulation by the Monte Carlo 

method. Index and graphical methods. Experimental design. PATTERN, RetailAu-

dit, Hall-test, Home-test and other hybrid methods of analysis in marketing. 

 

 

 

Topic 2. Intra-corporate analytics 

 

Actual and predictive analytics on sales, profitability and profitability as a 

whole for the enterprise and with a breakdown by customers and types of products. 

Analysis of marketing costs. Analysis of value factors. Analytics by promotion chan-

nels and individual communication programs. Brand analysis. The level of brand 

awareness and product cannibalization in the category. Analysis of corporate social 

responsibility. Analysis of the validity of pricing decisions in different market seg-

ments. Product analytics. Analysis of corporate culture and intra-company market-

ing. 

 

 

Topic 3. Market analytics 

 

Capacity and market share. Market concentration. Analysis of market trends. 

Brand development indices and categories. Analysis and forecasting of demand. Cor-

relation and regression methods in the study and analysis of demand. Analysis of the 

seasonality of demand. Elasticity of demand. Analysis of unmet needs. Analysis of 

marketing channels. Analysis of competitors and the competitive position of the en-

terprise. Methods for assessing competitiveness. 

Factors affecting the competitiveness of the enterprise. Regulation of competi-

tiveness based on the analysis of the rate of return. Analysis of the positioning of 

competitors. Analysis of the current price structure in the industry. Supplier analysis. 



 

 

 

Topic 4. Customer analytics 

 

Analysis of needs, expectations, consumption patterns and perception of the 

company's products. Analysis of customer satisfaction, lifetime value. Multi-factor 

customer analytics (segmentation and profiling), identifying trends and dependencies, 

predicting behavior (next best offer, churn). Algorithm for RFM analysis. Analysis of 

the profitability / loss ratio of clients. Cohort analysis. Analysis of the customer expe-

rience map (customer journey map, customer decision journey, service blueprint, cus-

tomer experience map). Unit economics. 
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METHODICAL RECOMMENDATIONS FOR THE STUDY OF DIS-

CIPLINE 

 

 

In mastering the knowledge of the discipline an important step is the inde-

pendent work of students. We recommend a budget of time for independent work 

on average 2-2.5 hours for a 2-hour classroom. 

The main areas of independent master’s student work are: 

• initially detailed familiarization with the program of the academic disci-

pline; 

• acquaintance with the list of recommended literature on the discipline as a 

whole and its sections, its presence in the library and other available sources, study 

of the necessary literature on the topic, selection of additional literature; 

• study and expansion of the lecture material of the teacher due to the spe-

cial literature, consultations; 

• preparation for practical and seminars on specially developed plans with 

the study of basic and additional literature; 

• preparation for the implementation of diagnostic forms of control (tests, 

colloquiums, examinations, etc.); 

• work on the implementation of abstracts and essays; 

• exam preparation. 
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