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Unit 405 Digital marketing metrics and 
analytics 

 

UAN: J/505/9098 

Level: 4 

Credit value: 6 

GLH: 32 

Aim: The success of a business is predicated on 
its profitability. A marketing department 
has an impact on those metrics and 
therefore the ultimate profitability of a 
business. This unit is about how a digital 
marketing department employs metrics 
and analytics to refine campaigns. 
 
Learners who successfully complete this 
unit will be able to explain the customer 
journey through the sales funnel and 
explain, analyse and use data generated by 
analytics technologies to manage and 
refine a marketing campaign. They will be 
able to define data, customise how it is 
viewed, monitor and evaluate progress, 
and provide advice on how to optimise 
success. 

 

Learning outcome 

The learner will: 
1. understand the sales funnel in digital marketing 

Assessment criteria 

The learner can: 
1.1 explain the paths to conversion through stages of the sales 

funnel 
1.2 identify the industry benchmarks for conversion rates for different 

stages in the sales funnel 
1.3 evaluate the effects of a range of factors on sales funnel 

conversion rates. 
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Range  

Paths 
Entry points, exit points 
 
Stages 
Awareness, education, repertoire, consideration, purchase 
 
Factors 
Consumer life cycle, quality of marketing activity, quantity of 
marketing activity. 

 

Learning outcome 

The learner will: 
2. understand how metrics of digital marketing are generated 

Assessment criteria 

The learner can: 
2.1 explain the data required to evaluate success Key Performance 

Indicators (KPIs) 
2.2 explain the importance of statistically significant data 
2.3 explain the tools used for generating tracking data 
2.4 add tracking tools to a campaign 
2.5 describe how tracking data is viewed. 

 

Range  

Statistically significant 
Validity, reliability, sample size, usefulness. 

 

Learning outcome 

The learner will: 
3. understand analytics of digital marketing 

Assessment criteria 

The learner can: 
3.1 explain how to customise analytics reporting technology for 

digital marketing campaigns 
3.2 analyse digital marketing campaign data 
3.3 evaluate the methods for testing digital marketing campaigns 
3.4 recommend methods for optimising digital marketing campaigns. 

 

Range  
Customise 
Metrics displayed, frequency 
 
Methods for testing 
multivariate testing, attribution models. 

 
 



City & Guilds Level 4 Diploma in Digital Marketing (7513-40) 31 
 

Unit 405 Digital marketing metrics and 
analytics 

Supporting information 

Evidence requirements 
Learner evidence should relate to their involvement in at least two 
campaigns using any digital marketing technique. 

Guidance 
2.1 Data for example; 
Page impression, unique visits, click through rates (CTR), average number 
of page views per visit, average duration, sales, bounce rates  
 
2.1 KPI  
Cost per acquisition (CPA), sales, retention rates, win back, engagement, 
re-engagement, perception, customer satisfaction, brand awareness, 
average revenue per user  
 
2.3 
Tools for example; 
Tracking codes, pixel tracking, first party and third party cookies, tags. 


