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Media plans and performance goals

Performance Goal Aatd1uurenaiuisadnladusiia

\l@ Performance Goal gniirunlgluu3unveinisnain 819azgnisunin Marketing Objectives

Return on Ads Spend ROAS
fuuldansasiduressgldresiuiutuildlulunisyiinisnans

AI9819LAE
mmﬂwawwvma “ qumsuaﬂﬂﬂwmu 30% Tu 10 1AoU” wag Performance Goal A9

“quﬂummwu 30% Tu 10 Lmau” UINLIIEIUTUT59 Performance Goal a7 Li’ﬂ,ﬂ‘USSaLU’]U’i‘i&WIﬂ’JEJ‘ViSE]VLSJ'?

ameude T iwszmsiuaudiaulad 30% ldldnuneanuinsiszaiusaiiugnanld 30% wudiu
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What is media planning?

Media Plan Aaunun1siiuenin lawanveasiagluduinluu e lus wagegsls Tudeamiennge wiu
a v v a 4 v v . .
g Insvial nilsdonun Miin15AUKT “se Social Media

Media plan Usznaulunae
o nauwvung (Target audience) - idesnsieluddas
~1'U‘U$u1l'l£u (Budget) - isnaunsaltRulawinlus
#owau (Media mix) - 1519zl dRumnluslunsagtaamig
5¥8%17a1 (Duration) - wasUayazldaanvialus
Key Performance Indicator (KPI) - Performance Goals Ltaz Metrics Aldidususn
Jusnazdatnednsls
e Performance Goals

Business Goals ﬂﬂﬁ\i‘l/lﬁ']ll\i‘l/i')\iﬁ']ﬂﬁllﬁiﬂ%
Marketing Goals ﬂE]LU’WlLﬁ]"I”QQ LazNgLUDIAULKNUNISAAIN ‘I/lﬁ]“"lj’JEl Business Goal
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What is media planning?

Media Plan Aaunun1siiuenin lawanveasiagluduinluu e lus wagegsls Tudeamiennge wiu
a v v a 4 v v . .
g Insvial nilsdonun Miin15AUKT “se Social Media

o  MuAUT KPI Iafefta 151aganunsainudu Performance Target Tu Marketing
Goals 1a

e UAUNT KPI na199199¢ 13197129908 151A@11u150@379 Performance Goal Tutisiaz
wauUaylé

e 1519%11 Performance Goal tianidunlalu Media Plan
Y o o ' val ' 1% P " W

o NinSuaNaglAf Performance Goal vasusazuANIUgy azABsansaiousiany

Marketing Goal wazfiu Business Goal ¢
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What is media planning?

Media Plan Aaunun1siuenidn lawanveasiagluduinluu wiolus uazegels Tutesmiedngg wiu
a v v a 4 v v . .
g Insvial nilsdonun Miin15AUKT “se Social Media

ROAS =

(Number of Units Sold x Cost Per Unit) ROAS = Return on Ad Spend
Ad Spend
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Cost-related performance goals

Samart Skills
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Cost Per Click (CPC)

ALa Metric Nadmsunslawawuu Pay-Per-Click (PPC)
N1y CPC agtslmsusmsaldaelanvulundasuauia isnanunsadnsuaslunuaudey
PPC NfimnudAeygeanla

Cost Per Acquisition (CPA)

1 dl dl ! 1 1 . v = v dl ] 1 v
ALRAYNANYABLAAYE Conversion ﬂ’]Li']ll“ll’e]%ﬁ‘i/lLVIEJUVLmuLLﬂNLUmvﬂ'EJu"'] I519z@u5a LY

ANaduad CPA utdu Performance Goal 161

dlifideyain asdldaeisvesgaainnssuiiisiitegidugaisy
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Marketing analytics skills

A/B Test visaisendnuuuladn Split Test 38 Bucket Test Avn1smagay
AaLaanadaduutNenIuuu lnuiiussansaawunnnin

e F79819Y89n15%11 A/B Testing

o ANUATNSTNRUNAU 2 U
o 15197199zAUUN UHAUNINULARNI Aentnnd
AUAANNINAI

o Turrsnismaaau sazuudlraudIniN U0

N9 AU AT

o winiinthiiunuulnundauadnuinndn utunazgn
wenlilganuasa
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Introduction to Google Analytics

Google Analytics Aata3asiienldimsnzitayasiag anniulunusas

e | LE) Attribution

= 8 - B nsliAsAnAU Conversion muﬂmn‘Imwm AANAATINY %30

- - audll I nduREDU TuLaumam'smamaaanm Conversion i @131158
L‘tJubLﬂVN Macro 158 Micro Conversions

2 08 75 5§ $
iRt}

Magro Conversion
NNSYDAUAT WIDUINS

Micro Conversion }
AR NgNATYN N13j9d Macro Conversion #38n1550AUAT

9 Y

*Practice Quiz nas3nlotagidunisindlifisnaseld Google
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Big data for marketing
analytics and automation

Big Data ABN1531AS1 VoY ANN120 Dataset YuAle) tWONITOYALTIAN

USEeNN15Manaly Big Data vinesls

e JATITNToyauuu Real-time ¥l Tdnouldisdu

° ms'nﬂs'lum‘mmﬂn'ﬁm (Predictive analytics) bl%aual,mLwamﬂmﬁmmaﬂ,squ
WARTY | }
\Ws1amnsaly Predictive Analytics lun1siiasigsignAnniilenade a1ntayanse
Wulwdluefnvaasila |

e Predictive Analytics @unsataelimisndenutiniu vselawanls Ineiilidesii A/B
Test 928Uz NIARNU UazIan

o MIVIIRAIALUUSALULR (Autonomous marketing) 19n1531As183LLUU Real-time Tunns
HINTAAIALUUDRN UL
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Google Analyticsand @ B x O
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Global site tagging and
Google tag manager

& o v a ¢ ¢ 1 . a & da v )
LﬂiaﬂuaﬁqVﬁ‘UQLﬂi']z‘lﬂn‘l]vl.ﬁﬁﬂﬂqﬂ Google Analytics $d1U190MANULIVNUNIT Tag Laan1uu

Global Site Tagging

Gtag.js Aon13 Tag Tusa HTML <headL> veaulys
TglaanzAulusunsy uazusni1sves Google Wi 1y Google Ads

Google Tag Manager

d115unns Tag LLauL“zjaumaﬂULﬂimuaauq Vlvl,iﬂ“lﬂla\‘l Google Liﬂﬁ]ﬂ,‘d Google Tag Manager
L318IU190 Tag hage) unannosulawanla LLau’i’JU’i’JﬁJQJ’]BEﬂ,u%LﬂﬁJ’J
LMSJ’]uﬁ’IMSUVISJVﬂ,‘UU’iﬂ’]iuaﬂL‘VI‘L!E]Q’]ﬂ“U’eJ\‘i Google
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Work with Google Analytics:
Monitor metrics

\liL57@AR3 Google Analytics 4 Tuiuudn “Event” Aneq azaunsaisunudoyalé

“Event” AadaisannisnszvinfivihlifiAnnisinudoyalu Google Analytics

Event a@ansaidu
o  Salulii wu nsSuadausn n1sSu Session
e Enhanced Measurement Feature L%u Page Views #i3an1sanitilnanlna
o Wamesmadsulusunsu Wiy nsnauss Add to Card wienndie
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Work with Google Analytics:
Monitor metrics

Dimensions ABAmANWME (Attributes) ¥a4 Event 1

Samart Skills
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(]

. ad v
1%UA Metrics ninuvayaun

U 1 1
AADELTU

v . & @ [%4 1 [ [ @ :ivl 1 I
15781115014 Dimensions iwaiudayaingnAntiunluiuisaniiuu lidesdu aannisna

31n8a wsenavnlwanlu Social Media
= @ 4 1 v « Y @ « . - | = a 4
wsanudayaindlyldgunsalezlslunmsitniulesie (Devices) wulladio nsonaununes

A1981911199990151% Dimensions ABN15AN UTM ATURAI897UD9151
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Work with Google Analytics:
Monitor metrics

UTM #8111 Urchin Tracking Module 1Ju Tag Mi@isulimas URL iiNefnmumaumuniiue

http:/www.company.com/disco unts/?utm _
medium=email&utm _campaign=clearance-sale

UTM Source Aaunasnun (Source) VaIAUNUNINN IUNRLNNG
UTM Campaign AadavuauautUey
UTM Medium finmuaalawan 1wudiua

nSamart SkiIIsM @ Skooldio
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Work with Google Analytics:
Create explorations

A Google Analytics & Template
. .. Gallery 911149 Funnel, Path,
. . o — Segment, Cohort, #58 User
— “ | Lifetime Explorations
"D ===
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Work with Google Analytics:
Create explorations

Free Form Funnel Explorations Path Explorations
ﬁﬂﬂﬁwﬂﬁ"wgﬂ LLam%’jumawiNq ﬁgﬂﬁﬁm mumaum’ﬂ%mmmumm}ﬂ
w1¥n 1Navilvideya NIUNBUNINS Convert il Customer Journey 04
Wunw 8nqantle
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Work with Google Analytics:

Create explorations

Segment Overlap
LLaﬂaiwLuuaﬂs’fl?jLLma”
naummsumnumvl,a

Samart Sk|lls @Skooldio

thGoogle ¢

Cohort exploration

Cohort Exploration
wansvayaveIlingndn
NHUAY Attributes

User Ketime

User Lifetime
wansliiiiy
WOFANTTUVDIGNAN
LAZUARINADA
Y2981



Work with Google Ads metrics

1
=l

\511a3aIaen Metrics Mits1081nglalu Google Ads 119z Metrics Anutuves Funnel

Awareness Metrics
e Clicks - 9nuunanYaILANLULY

e Impressions - ﬁ‘]"lu’mﬂ%’\‘iﬁﬂuLﬁuimwmﬂiuLLﬂuL‘Uzy

Consideration Metrics
e  CTRClick Through Rate - U851 0UAv8In15ARAINUY
e Interaction Rate - .Uasigurvasnan n1sUaniiee nsen1sujdunusiag Augu Jonu wse

Extensions
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Work with Google Ads metrics

1 | 4
=l

\511a3aIaen Metrics Mits1081nglalu Google Ads 119z Metrics Anutuves Funnel

Conversion Metrics
e  Conversion Rate - AlaABUBI51UIU Conversion sian1sUfauwusuulawn
e  Conversion Value per Cost - ig15ua1aian ROI (Return on Investment)
e Cost-al4dny

Samart Skills @Skooldio

a Grow with Google procram



Get started with Google Ads

25M3ARAIURYY Google Ads

adunnevslantUgy (Campaign goal)

See

£2))))

lnanusgnnvsanaltuey (Campaign type)
panaNUyuazNieesn1ee mudssianvssuauilaitien
anduladnazld Ad Group el - Ad Group Usznaulusiglavannguuilsild Keywords gy

Qe

a319la1aun (Create the ad)

o 0k wWw N R

lddoyan15915eRu wayIsn15915eRu
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Link Google Ads to Google Analytics

I
v YV Y W o

n151WaNsa Uy BNRIUNMEU AzvinlvisausagUayalu Google Analytics 1o wazlinasaduasluun

v

IS1ENUNTATIUATNTINYBS Marketing Funnel iaviualufitiien Aeusnisaan (Awareness) Tuauiia Conversion Rate

(Conversion)

W]ﬂLi'lLE]’]‘f’J’E]Haﬂ’]i Convert 910 Google Ads msmﬁ’u%’agaﬂimﬂﬂi (Demographics) 1u Google Analytics 15179
asavenlidn uanlgnddumgnanguluunisaisldudnlumuiu

Tu Google Analytics t51@13150188n Cross-channel Last Click Model @al#ilasan (Attributes) N91un 100% AULBINI4

gAnNeNgNAINANBUIINITTD

Ads-preferred Attribution Model Aan1slifiasin 100% Auni1sdeiiinain Google Ads FasgavinengnAInanidiuneu

-1
YD
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Export Google Ads and Google
Analytics data

Impr

4

<
"
129,960

» Open in Report Editor
Excel .csv
546,557

csv
tsv
1676517

pdf
1676517

xlsx

67

xml

Google Sheets

Email now

-1of1

CSV 1e¥11n151ASI81UU Spreadsheets 1A

Schedule

More options
Samart Skills
Grow with Google procr

@Skooldio

‘fl'agamﬂ Google Ads wag Google Analytics @u15aurasn (Export) WHulnd
(rasiudayauu Cloud vas Google)

Uayaa1n Google Analytics aunsaieanliuuunanwasudus wu BigQuery
UIAA

wWigWananisgesnidayausiazuauiUsylu Google Ads aanun Ae

A A <@ [d o v 1 & o a ¢ A =
L‘W@‘Vl’cﬂ%l,ﬂ‘ULUUﬂaQ‘ZJEJHﬁ*’\]']ﬂLLﬂNLUEUULﬂ']‘] I.‘INEJ‘I.J']&I']'JLﬂi"]%‘l/l‘l/liﬂl.‘lﬁ'EJULVIEJU‘lu



X ¢ o
— Week 3:
Measure the Success ¢ ¢ C
of Marketing ® H x O
Campaigns S0 ¢
X @ x >
O =N O X
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ROl and ROAS calculations

ROI %i5® Return on Investment Aansiailsifintuainnsvinuauignisnana

Marketing ROl =

(Sales Growth - Marketing Cost)
Marketing Cost

Sales Growth AaN15NYIAVILLANNTU LBLNBUNUYDAVILABUNTIN

v =

d151AngAANILT ROI Wiy 1 w3auilo Sales Growth winfiu Marketing Cost - uuad1n15% ROI gend 1 Aeiduzed

q q

9n5AA ROI AaN15An Customer Lifetime Value %38 LTV - §3Reaadevassiglanidiuaingnailugiauiainia
Tu Google Analytics LTV #igetu wuadn ROI Ageluiuiu
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ROl and ROAS calculations

ROAS Return on Ad Spend fiasnalamsaredruiuldunlgiunmsvinlawan

1571A7592A190992 s vi1n ROAS liiglaitnsaly

o Bannmuansy - nsiunulunainenavinli ROAS sl imenaliasnsaruaunisii
Wuwaille

o  #utl ROAS sunguuasdudn - unuiiazdati ROAS saufuiavmaAnnAud aosdausniiag
Audng inszurazegnefienaaedl ROAS fidneiu

o  VUMUYI1 ROAS usnidaliuetngls - isenaaeiati ROAS figudul nielildBananads
Aou anaUsuglé

e  U%uBidding Strategy 8nlusiR - anunsavinlé@niu Automated Campaigns Wit

Samart Skills @Skooldio
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Introduction to A/B tests

A/B Test visaisandnuuulain Split Test %38 Bucket Test ADN1SNAABUMIABNEBILUULNDNTITUUY
vuiivssdndanannnii

drulngiudd 1s1azld A/B Test lunisnaassineidulwiiioy
vinlii Metric finsl3atuninesduiduvselid annsavinliia

Conversion unndulasnaie

LHUN59I A/B Test Usenauluaie
e ANBSUNYVDINILUSTNINEDY

e N153AUUNN (Document)

o  UszaAnsSaInLau
o AWIT10YINWRIUN

o Metrics A8V

Samart Skills @Skooldio
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Introduction to A/B tests

A/B Test wal3ananuuuladn Split Test #158 Bucket Test Aon1snadaufildondauuuiNeni
wuulwufivssanSawannnan

Tunn3vin A/B Test 1s1anunsalgiasasilontne Google Optimize, Hubspot, Optimizely, wag Intellimize

14 =] o L= U £ U J U a v
VBLAYVDINTIIN A/B Test ﬂauumﬂ%nm LLaS‘VIiWEJ’]ﬂiiJ’]ﬂﬂ'J"lﬂ']ii‘L!LLﬂﬁJL‘lJf,lJu‘lJﬂﬁLﬁEJ‘VI‘L!‘VI

& v A acg va
LWiﬁzaﬁuumadLaaﬂQ%‘i‘Uﬂ‘]

HodAtyneadia (Statistical significance) agtlusifvunitnadnsvoen1svin A/B Test Yaats1AnTIY

TneUadgyusald winiideddeygs nliansnaziluanudadyiiosas
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Perform A/B tests in Google Ads

Tuunil 988013SMI Ad Variations tWavin A/B Testing Tu Google Ads

Ad Variation yililsnanunsanaasun1siuasudIunieg veslawan 1wii URL %299 (Headline) %38 Call to Action

1 1
\ o =

AnnesA1ilatane nsinnaLlasuwAlLUgY

dlevhnsnadeu A/B Test l@3auda inazifiunadnsvesnsvaaaulu Ad Variations Table
e  L5719%LAU Metric fin9¢) LUARN ¥50 Impressions
o usay Metric av3udu van vde au Fedenisiisuulaniiefisuiuseninsdasuuy
o wniiavlnuiifiana@ih (Blue stars) agdne azuandlifiuindianuseseiiveddysenisiuysisans
o wnilnndiTutieg naneia is1envanalsunthiusien veasmuduusiuae

Samart Skills @Skooldio

a Grow with Google procram



Indicators of a successful marketing
campaign

anudSevesuauynisnain Iusgiuiduiai vesusenauinlm

Q) 1 Q) dyu <
A9819YDIMNITINANUATIVDY LLﬂlIL‘lJiUu
° ﬂ’]‘SWQ‘IlﬁJEJ’e)WU"IEJUH‘U'ENVI’NEJQUVLE]ﬁ ﬁaaawmﬁmﬁ’maunws%asiaﬂ%y’q

e  NISLANNAIUIU Leads

o o a " A = aqy a ] S
ﬂ’ﬂu?ﬂLii]‘!JaQLLﬂNLUEUuaﬂQLUaEJuVLU LLG]“(J@HaL“lj\‘iaﬂ‘Vlblﬂ:u’] ﬁ]%&lﬂ‘ﬁuﬂ’ﬂ,u(ﬂﬂuu ﬂiﬁﬂuau’]ﬂml,ﬁuﬂ

amart Skills .
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Indicators of a successful
marketing campaign

Q@ G

Email Chat Bot Blog Page

Micro conversion goal Micro conversion goal Micro conversion goal

Email signups up by 20% Minimum of 20 conversations Increase new blog
visitors by 20%

Up 21% @ 20 conversations @
up2% @

Macro conversion goal Macro conversion goal

Completed purchases up 30% of conversations lead to Macro conversion goal

by 10% completed purchases 5% of new blog visitors
complete purchases

No change 7 completed purchases @

(35%) 1% completed

purchases

Samart Skills @ Skooldio
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Week 4:

Share Metrics and
Insights with
Stakeholders

Samart Skills 3 skooldio
a Grow with Google procram
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Work with stakeholders

H d v -y} 'y g.ll < d
Stakeholders AoAUNIAULAYITDINUTUSLANG LlazNaansvadlusIanauu LazaztJuauni
a a o ® 1 Y]
answatuaud15avaalusiand lunsinu

UNUD3 Marketing Coordinator Aaud4 Stakeholders EqmmﬁwﬁwmLLﬂmﬂzyagjLaua U
Metrics 11300813089 uavdoyaideanilasulusening vsenauasuvedlusiana

1519¢14 Stakeholder Map lun1siuiinisnsaefiu Stakeholders wsiazau 1513za1unsasletn 151Asl
Ufjdunushiu Stakeholders vitula vuralvu

Samart Skills @Skooldio
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Work with stakeholders

Samart Skills

a Grow with Google procram

Interest of stakeholder

@ Skooldio

Keep completely Manage most
informed thoroughly

Regular minimal Anticipate and
contact MEEEERS

Influence of stakeholder



Prepare data in spreadsheets: sorting

and filtering

N13Lns8UYaYalu Spreadsheets

~ Filter by values

Select all - Clear

W File Edit View Insert Format Data Tools Extensions Help Allchanges saved in Drive

N~ & T 1005 v $§ % .0 .00 123v Default(Ca. v 12 v 1B I & & ¢ H = Ly |-
Avg. Session Duration
A 8 ( 1] E F G H

Browser = Users ~ NewU ~ Sessions ~ Pages/Ses: ~ |Avg. SessiorEl ion = W >
Chrome 11407 9183 SortA - 2 474 53112.57 3.31%
Safari 2672 2609 18 1691.01 0.59%
Edge 374 333 SortZ - A 1 16.00 0.22%
Firefox 253 224 0 0.00 0.00%
Samsung Internet 112 107 Sort by color 1 27.00 0.81%
Opera 61 55 0 0.00 0.00%
Android Webview 48 47 Filter by color 0 0.00 0.00%
UC Browser 40 40 0 0.00 0.00%
Safari (in-app) 24 23 ~ Filter by condition 0 0.00 0.00%
Internet Explorer 10 10 0 0.00 0.00%
15027 12652 None x N 494 54846.58 2.67%

Samart Skills @Skooldio
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Wiais3essau (Sort) deyalu Spreadsheet 15191941
AUENRUSIENItayaniee s linedunauinay

L) o w 4 ) L4 1
ansasssaauntesluunn vseanunlutes Tuusas

Cell w3adoyalu Column %58 Row LAgn

s 1awmes (Filter) doyalu Column 1519ziiiuuAtoyaiings

AN UR Toyadug Nhinssazgndou



Practice Quiz

Activity: Sort and Filter Spreadsheet Data

+ Paid ads campaign data

1519219 Data Set u1duile T9s1u1a949 Sort

Day of Week  Hour of Day Users Sessions Bounce Rate Pages / Session Avg. Session Duration Conversion Rate Conversions .

0 - Sunday 0:00 1,879 1,966 69.84% 1.74 0:00:54 10.33% 203 . < ° ¢ !
0 - Sunday 1:00 1,473 1,536 72.20% 1.67 0:00:33 9.57% 147 e Fllter QLwamaUﬂqﬂquﬂquaqq
0 - Sunday 2:00 1,081 1,135 69.69% 1.66 0:00:42 9.52% 108

0 - Sunday 3:00 1,513 1,614 58.55% 1.92 0:00:45 7.00% 113

0 - Sunday 4:00 1,249 1,345 59.18% 1.92 0:00:56 6.84% 92

0 - Sunday 5:00 673 710 64.79% 1.71 0:00:55 10.28% 73

0 - Sunday 6:00 857 897 65.89% 1.65 0:00:43 9.48% 85

0 - Sunday 7:00 1,269 1,336 69.24% 1.66 0:00:47 9.43% 126

0 - Sunday 8:00 1,838 1,911 71.95% 1.69 0:00:54 9.26% 177

0 - Sunday 9:00 2,572 2,661 74.07% 1.55 0:00:39 8.98% 239

0 - Sunday 10:00 5,159 5,450 67.61% 1.76 0:00:36 6.79% 370

0 - Sunday 11:00 4,311 4,454 71.42% 1.69 0:00:44 9.34% 416

0 - Sunday 12:00 5,070 5,331 68.58% 1.85 0:00:40 8.61% 459

0 - Sunday 13:00 5,024 5,187 74.36% 1.65 0:00:39 10.14% 526

0 - Sunday 14:00 4,889 5,061 75.20% 1.62 0:00:38 10.10% 511

0 - Sunday 15:00 5,013 5,157 74.97% 1.63 0:00:35 10.14% 523

0 - Sunday 16:00 4,944 5,103 74.92% 1.58 0:00:33 10.29% 525

a Grow with Google procram
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Prepare data in spreadsheets:
pivot tables

Pivot Table 9ziJAsuynupvastoyalu Spreadsheet Triiluyuuasdus

A B C D sl Y] . sl Y] f A 31 f
- . S Unts AVERAGE P sanansald Pivot Table Tun1sdnngu wseuasmsunivaie
: =‘°§mme e n = - i — Tuunilazaeuisnisasna Pivot Table @11150%MNMLUY Step-
’ =0 90 by-step léae
4 340 $12.00
5 Offline Total 930 $10.50
6 B online 1 240 $9.50
7 2 240 $12.00
8 3 280 $8.50
9 4 230 $9.00
10 Online Total 990 $9.75
11 Grand Total 1920 $10.07

Samart Skills @Skooldio

a Grow with Google procram



Create data visualizations in
spreadsheets

o 44 < 1 5 d a
nsVit Sannuguganensuyie nsEL nTINNUN nTena uazdalaunsy

Single: Grouped: Stacked:
When the changing variable When the variable change applies When the variable change applies
is for a single category to more than one category and to more than one category and you
you want to compare categories want to compare categories o ' ~ -
<l waEusaltnsnuvisiunisidseuiisy

AsilasuLUaIUae Metric WAAZLYINAY

J LANIDILFAZLIAY

Samart Skills @Skooldio

a Grow with Google procram



Create data visualizations in
spreadsheets

o 44 < 1 5 d a
nsVit Sannuguganensuyie nsEL nTINNUN nTena uazdalaunsy

Horizontal Bar Charts

oL@ lTNS N LU ULA

Single: Grouped: Stacked:

When the changing variable When the variable change applies When the variable change applies 1 o 1
is for a single category to more than one category and to more than one category and you RINAITUNINUDIVUDUALLNI YUY FEININ G'I
you want to compare categories want to compare categories Y R

without the spread of a group

Samart Skills @ Skooldio
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Create data visualizations in
spreadsheets

] (4 d' g d' A 1 - 74 g d' a I
ﬂ15ﬂ1ﬁ15ﬁﬂwu§1uﬂﬁﬂﬂﬂﬂi1wI.WN NS INLEU NTINWUN ATINANAN Lazddalawnsy
Line Charts

Single: Stacked:

When the change over time When the change over ' '

is for single item or time is for multiple items Lﬁﬂﬁﬂuﬁﬂsl‘l’f Line Chart LﬁaLLaﬂﬂ%@ua‘ﬁ

classification or classifications . U
B wanInMUUABULUAIMINATALEA Line

: , == Chart Aen1sldgnvesdayauazitousa
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Create data visualizations in
spreadsheets
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Area Charts
Single: ) Unstacked: o Stacked: ) o .
ittt I e il i g asmnunazldluaarunisalnaneg Line
time time points) same time points)

Graph WANUAAUA9AZUNSIANNUN
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Create data visualizations in
spreadsheets

o o & < ' g Al a
n1sving annugunganensuyie n5EU nFINNUN nTenan uasBalaunsy

Pie Charts
Two-dimensional Three-dimensional

Pie Chart azuanstoyafianunsawdadu

Wosiwua Wasiunaunazla 100%
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Create data visualizations in
spreadsheets
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nsVit Sannuguganensuyie nsEL nTINNUN nTena uazdalaunsy

Histograms
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Other tools for data analytics and
visualization

F4111997U Marketing Coordinators 9% 7NUseaIueIUN150aIAc19¢) 11 Research tiveAunInguilnung
asauanlny wazUssilunsunmige

AU Data Analyst azvinviiliiudeya Aetaya drdoyauiasizit wazasiauunugil
WINAUNVINEILMLENTSAAIA @11150TATIZATBYA soas1unu)ivayadiusunauyvasdadld Al

azisenInJusnumiei Hybrid F9Ran1557u581319 Marketing Coordinator Wag Data Analyst tusnum

Marketing Specialist
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Other tools for data analytics and
visualization

Skill AkuzilvliRagdnadmen1si@eulusunsy Taidnazidu
e  Python (I4@1%3Un15%1 Data Mining, Data Processing, Data Visualization)
o R (4@ mSun15vi1 Data Analysis, Data Visualization, agdn15A1uIun1sannnge ae)

e  SQL (Structured Query Language ldwmsun1s@eansseninegiudayaainvaiss) uwanwasu)
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Other tools for data analytics and
visualization

marketing dashboard o

Dashboard AaLA5a4ilaNlad1uSURRNIYN AT wazudnd KPIs,
Metrics, wazdayaiBaannusuasusgnaaniian
35n15a519 Dashboard tJu Skill iRATAAISHANALUY Hybrid A25

=
QEAN

79814 Tools NYd15UN15YI Data Visualization AaLyu Google

Data Studio #1358 Tableau
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Create effective presentations

25n15U7L@Ue Presentation 71
o uaInTatenineg udireszdnidedes
o uandoya Insights fiauladng
i W e VN Insights 3nAss ilewadstoyaduq Aunatuayy
o Tunugil n3nsnge fifivdefigeulesiu Insights

o analiAUgEINAININ Bl lans e

e Uan1suNAUA8 Call to Action lwun1svinn1sAnaUlR
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