
 
 

 

 Lesson Plan 
 Marketing Analytics 

Program: MBA  Semester: III 

Course Code: KMBMK-05  Course Name: Marketing Analytics 

 
Course Objectives 

(CO1): To understand the basic concepts of Marketing Analytics  
(CO2): To study various tools to have marketing insights in various marketing areas through empirical 

data.  
(CO3): To interpret the marketing data for effective marketing decision making. 

(CO4): To draw inferences from data in order to answer descriptive, predictive, and  
(CO5): Prescriptive questions relevant to marketing managers 

 
Session Duration: 60 minutes 

 
Participants: MBA 3rd  sem. students 

 
Entry level knowledge and skills of students  

i. Basic Knowledge of Marketing  Analytics  
Equipment required in Classroom/ Laboratory/ Workshop  

i. Smart Board  
ii. LCD Projector  

iii. Wi-fi  
iv. Audio  
v. PC  

Assessment Schemes 
 

S. No. Criteria Marks (150) 
   

1 AKTU End Term Examination 100 
   

2 Internal Evaluation Scheme 50 
   

2(a) Class Tests 30 
   

2(a)(i) Class Test-I 15 
   

2(a)(ii) Class Test-II 15 
   

2(b) Teacher Assessment (Continuous Evaluation) 20 
   

2(b)(i) Attendance 5 
   

2(b)(ii) Case Study/Topic Based Presentation 5 
   

2(b)(iii) *GD 10 
   

 *MCQ Based Assignment 2 
    



 
 
 
 

 

Course Outcomes: (starting with action-oriented observable and measurable verb) 
 

(CO1): Students will develop the skill in marketing analytics  
(CO2): Students will be acquainted with better understanding of real life marketing data and its analysis  
(CO3): Students will develop analytical skill for effective market decision making in real life 
environment.  
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Text Books: 
 

1. Marketing Analytics: Data-Driven Techniques with Microsoft Excel by Wayne L Winston © 
2014 Wiley India Pvt. Ltd. ISBN 9788126548620  
2. Marketing Analytics: Strategic Models and Metrics by Stephan Sorger© 2013 Create Space 
Publishing ISBN 1481900307  
3. Marketing Engineering and Analytics by Gary Lilen, ArvindRangaswamy,and Arnaud De Bruyn© 

2017 Decision Pro, Inc.MBA 

 

Reference Books:Marketing Analytics: A Practical Guide to Improving Consumer Insights Using 
Data Techniques by Mike Grigsby 

 
Journals: Journal of Marketing  Analytics 

 

Electronic Database: 
 

https://www.ruleranalytics.com/blog/analytics/marketing-analytics-tools/ 
 

https://hevodata.com/learn/best-marketing-analytics-tools/ 

https://www.ruleranalytics.com/blog/analytics/marketing-analytics-tools/

