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COURSE UNIT AIMS (Purpose of the course using broad, general terms)

“Anyone in the marketing world knows how tough it can be to get noticed by the right person.
Competition is fierce. The consumer market is saturated with products, brands, and businesses
that take up space and the “attention market share” from millions of customers every day.” This is
especially true in the context of the Web. Whether your website is a storefront, an informational
site, or a mixture of both Web Analytics constitutes a fundamental skill if you want to standout
and get in touch with your target audience.

This is a technical course that empowers students to deal with online marketing and customer
experience in a non data-starved environment as the web is. The student will develop practical
activities where the visitor characteristics and behavior are analyzed.

The Web Analytics course is focused on providing the student with the understanding of the main
methods and tools available in this context. Due to its popularity and usefulness Google Analytics
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will be our tool of choice. The course seeks to provide a set of methods/tools to ensure student

will be able to monitor and measure the effects of a website in the business.

The course does not assume familiarity of the student with Web Analytics, but it is highly

recommended that the student understands the fundamentals of e-commerce, and has at least

intermediate computer literacy/skills (no programming skills needed).

COURSE UNIT CONTENT (Main topics covered in the course)

CUC1. Web Analytics and Analytics Overview.

CUC2. Web traffic and business.

CUC3. Web analytics 1.0, 2.0 and 3.0.

CUCA4. Standard Metrics, different metrics to measure the success your website.
CUCS5. Data Sources, available methodologies to capture data and accuracy issues.
CUC6. Descriptive Models.

CUC7. Predictive Models.

CUCS8. Digital Advertising, pricing models, conversion funnel and remarketing.
CUC9Y. Google Analytics.

LEARNING OBJECTIVES (Upon completion of this course, students should be able to):

A.

Knowledge and Understanding

LO1. Discuss the most relevant ideas and concepts associated with Web Analytics;
LO2. Be able to explain the most used standard metrics in Web Analytics;

LO3. Describe the most common data sources for web analytics;

LO4. Describe a conversion funnel and its implications;

L05. Understand how to develop descriptive models;

L06. Understand how to develop a predictive model;

Subject-Specific Skills
LO7. Generate web analytics reports;

LO8. Create a segmentation, being able to explain the options used and explaining
alternative, whenever available;

LO9. Launch an Ad Word campaign;

General Skills
LO8. Understand the importance of Web Analytics and the opportunities that can be
created through its proper deployment.

DEMONSTRATION OF THE COHERENCE OF THE SYLLABUS WITH COURSE UNIT AIMS
The course units contents (CUC) from the syllabus cover the learning objectives (LO) as follows:

a. CUC1 and 3 cover the LO1
b. CUC2 covers LO4
c. CUC4 covers the LO2
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CUCS5 covers the LO3

CUC6 covers the LO5

CUC7 covers the LO6

CUC9 covers the LO7

CUC8 covers the LO7 and LO8
CUC1, 2, 3,4,5,6 and 7 cover LO8
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TEACHING AND LEARNING METHODS.

Lectures and class discussions (students are expected to actively participate in the discussions)
Practical classes (computer laboratory)

Team practical work (group projects)

ASSESSMENT
Course project and Individual essays 70%. Minimum (Overall) Grade 8/20

4 Individual Essays (5% each - no minimum grade)
1 Group Project (30% Maximum number of group members 3 - no minimum grade)
Final examination 50%. Minimum Grade 8/20

DEMONSTRATION OF THE COHERENCE OF THE TEACHING METHODS WITH COURSE
LEARNIG OBJECTIVES

Taking into consideration the fundamental purpose of this course, the learning method most
suitable to this course is:

* learning-by-examples (demonstration)
* learning-by-doing (practice by doing)

Note: The learning method most suitable to this course can be a mix of different learning methods
and not one method exclusively. The teaching methodologies adopted are intended to stimulate
the students' ability to go from theory to practice, through the apprehension of concepts, tools
and methodologies, which are explained in the course. Thus, they contribute to the process of
individual and group learning and develop critical analysis.
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