Consumer Analytics and
Marketing Strategy:
Goals, Choices, and Tradeoffs
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\  © Decision-oriented course bridging e,
data abundance and decision simplicity

* Focus: goals, forced leadership
choices, and strategic tradeoffs

Ve 2‘3 ° Qutput: reusable Goal-Choice-Tradeoff
S map for strategy reviews

* Frameworks, real cases, and language
for executive discussions

[ '\\
Ql@ | Analytics as decision aid, not a
T substitute for judgment




What Analytics Can and Cannot Do

. Tre INSIGHT | JUDGMENT
® Analytics is a decision aid, What the data What we choose
not an oracle suggests | to do

® Correlation does not equal
causation, predictive is not
prescriptive

Common failures: vanity metrics,
attribution illusion, model >
overconfidence

Maturity ladder: dashboards
to causal validation

NOISE SIGNAL FILTER ANALYTICS ENGINE JUDGMENT

Measurement methods serve
different decisions



Choosing the Right Goals for Growth
® Translate business objectives @
into measurable marketing BUSINESS
‘ OB

goals, not channel activity. JECTIVE

&

® (Contrast acquisition, retention, ( U
margin, and LTV-oriented 1 ‘1
goal systems. ( X ] @
® | il oy Gﬁ
. | ACQUISITION RETENTION MARGIN LTV-ORIENTED
® Use LTV:CAC and CAC payback [ J| “eoas | | ‘eoals || coaLs

> . /NG

together; neither is sufficient
alone.
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® Align goals across marketing,
product, and finance to
prevent metric silos.



The Tradeoff Embedded in Every Metric

® Each KPI hides a cost or ignored outcome
© Paired metrics expose hidden tradeoffs

o LTV:CAC vs. growth rate: efficiency or scale

> ROAS vs. incremental profit: reported ‘
or actual

® Keep a simple tradeoff map for metric
selection




Data Choices:
What to Collect and What to Ignore

DATA TYPES SORTED BY DECISION IMPACT

» Prioritize data by decision
impact, not by easy availability.

» Shift to first-party data with
consent-native measurement.

» Build a minimal viable data
stack for strategy.

» Collecting extra data adds cost
and risk without better decisions.




From
Consumer Signals
to Strategy Hypotheses

e Turn behavioral signals into
testable strategic hypotheses

e Separate correlation (signal)
from actionable levers (cause)

e Use segmentation and cohort
analysis to convert signals into
strategy

e Judge signal strength, recency,
and actionability before acting

e Weak, stale, or non-actionable
signals should be parked, not scaled



Growth, Proflt and Brand:
The Core Portfolio Tradeoff

® Map growth, profit, and brand
moves to financial and equity
consequences

e
aal]

GROWTH

PROFIT ® Use 60/40 as a decision

prior, not a fixed rule

® Adjust allocation by stage:
launch leans performance,
scale leans brand

® Track share of voice and
- pricing power as brand-side
evidence




Measurement Choices Under Uncertainty

ATTRIBUTION INCREMENTALITY

Speed for directional insight

Prove lift through causal tests

Certainty

Match method to decision: steering, validation, or allocation
Use attribution for speed; calibrate with causal tests

Use incrementality to prove lift; MMM sets portfolio boundaries
Weigh model complexity against stakeholder explainability

Accept uncertainty; act with confidence ranges and guardrails

MMM

Set portfolio boundaries




Reading Metrics in Pairs:
A Decision Workshop

518 - Read metrics in pairs to
-‘[- expose hidden tradeoffs

Q - Diagnose over-investment and
cross-subsidization quickly

=4 " - Use contribution margin,
@ not revenue, for acquisition

choices

— - Translate findings into clear
v budget and channel actions




Causal Thinking
for Strategy Teams

Q © Separate what happened
“ Q‘f’ _ from what the intervention
=] changed
e Counterfactual logic:
' @]ﬁ holdout, geo-lift, and
e synthetic control
f{" © Calibrate attribution claims
with causal tests, not rivals
f "\ © Avoid underpowered tests
h"\\ ‘ and control group INTEﬁVENTION 4

contamination



First-Party Data and
Privacy as Strategy Inputs

e Treat first-party data as a
compounding asset, not a
compliance chore

h“"‘?_ﬁ

e Design value exchanges that
improve opt-in quality and .
data usefulness @

e Make consent signals
operational across collection,
activation, and measurement

¢ Plan server-side infrastructure
and identity resolution as
foundations




Analytics Workflow and Operating Cadence
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Build a repeatable loop:
strategic question, insight
generation, decision, review

Assign separate jobs to
analysts, strategists, and
decision owners

Use layered cadence: daily
steering, weekly decisions,
monthly economics,
quarterly calibration

Eliminate bottlenecks
caused by metric ambiguity
and review-without-action

Every Key Result must
map to a scorecard KPI

QUARTERLY CALJBRAT;ON

N\ONTHLY ECONOM!CS

(EEKLY DECIsigy

0P~“’Y STEER;NG

\ / Strategic \
Question

. Review Insight
b \ Generation

Decision



Communicating Insight
for Executive Decisions

@ RECOMMENDATION
[ O e Structure reporting around | 4
1 i

000 decisions, not dashboards

/

/ ASSUMPTIONS & RISKS \
e Lead with trend lines and f 3 g

business-level metrics, not ; EVIDENCE & INSIGHTS

snapshots - i

¢ Frame recommendations as
ranges with assumptions
and risks

e Connecteveryinsighttoa
specific future action or
experiment




Organizational Alignment Across
Marketing, Finance, and Product
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)
MARKETING ) FINANCE

Standardize CAC, LTV,
retention, and payback
definitions across all teams

* Make short-term pipeline
vs. long-term efficiency
a visible tradeoff

Build shared scorecards
so tradeoffs replace

SHARED DEFINITIONS political negotiation

,

* Govern metric changes,
exceptions, and strategic
overrides proactively
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Putting It Together: A Reusable Goal-Choice-Tradeoff Map
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BARE XA Eh Define measurable Pair metrics for Make explicit choices

BRER, MmIEREER growth outcomes balanced reading with clear tradeoffs
(not channel activities)
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PersonWise.

PersonWise - Al digital-human course platform

Scan the code or click anywhere to watch this course live, with voice Q&A
personwise.ai/t/1db34eb7/public


https://personwise.ai/t/1db34eb7/public?entry_surface=public_courseware_pdf

