
Module description

Module title Abbreviation

Customer Analytics 12-CA-262-m01

Module coordinator Module offered by

holder of the Junior Professorship of Marketing Analytics Faculty of Management and Economics

ECTS Method of grading Only after succ. compl. of module(s)

5 numerical grade --

Duration Module level Other prerequisites

1 semester undergraduate --

Contents

Customer analytics involves collecting, managing, and analyzing customer data to gain insights and improve 
business decisions. Thanks to the explosive growth of media, channels, digital devices, and software applicati
ons, a wealth of customer data is now readily available and economically viable to collect. Customer analytics 
uses customer data along with economic theory, statistics, and econometric modeling to understand customer 
needs, preferences, and behavior. The goal of customer analytics is to provide companies with valuable infor
mation about their customers so they can make better decisions. This information can help them tailor their pro
ducts, optimize marketing efforts, improve customer satisfaction, and ultimately increase revenue and profitabi
lity.
 
This course provides a comprehensive understanding of fundamental principles, methods, and tools used in cu
stomer analytics. The first part of the course focuses on the importance of customer value and its impact on busi
ness success. Emphasis is placed on the key methods and analytical tools for assessing and effectively mana
ging customer heterogeneity in data-driven marketing. The remainder of the course focuses on modeling the im
pact of marketing efforts on customer response, perceptions, and preferences, as well as the use of marketing 
attribution techniques. To provide a practical and engaging learning experience, the course includes hands-on 
applications of the material covered using real-world data and relevant software tools.

Intended learning outcomes

• Understand the importance of customer value and its impact on business success.
• Learn key methods and analytical tools to effectively address customer heterogeneity in marketing stra

tegies.
• Develop practical data analysis skills for data-driven marketing decisions.

Courses (type, number of weekly contact hours, language — if other than German)

V (2) + Ü (2)
Module taught in: English

Method of assessment (type, scope, language — if other than German, examination offered — if not every semester, information on whether 

module is creditable for bonus)

a) written examination (approx. 60 to 120 minutes) or
b) portfolio (approx. 50 hours total)
Language of assessment: English
creditable for bonus

Allocation of places

--

Additional information

--

Workload

150 h

Teaching cycle

Teaching cycle: winter semester
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Referred to in LPO I  (examination regulations for teaching-degree programmes)

--

Module appears in
keinem Studiengang zugeordnet
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