
International Conference on Business, Economics & Management 

For Creating a Greener and Sustainable Future 

e-ISSN: 3021-7784 

Vol. 2, 30th Dec 2024 

 

 

209 

Organized by:                                                             Published by: 

Enhancing Analytical Skills for Digital Marketing: A Practical 

Model in Education 

 
Iyut Khumaidah, Muji Gunarto & Sulaiman Helmi 

Universitas Muhammadiyah Palembang 

Email: mgunarto@binadarma.ac.id  

 

Abstract 

The rise of digital transformation and increasing diversity in the global society have introduced new challenges 

for marketing education. This study aims to develop an integrative approach combining data analytics capabilities 

with awareness of diversity and social justice issues. Based on analyses of two key studies, we identify the essential 

need for technical, soft, and conceptual skills to support data-driven decision-making. Additionally, we find that 

experiential projects designed to enhance students' understanding of diversity significantly strengthen their ability 

to create inclusive marketing strategies. This research proposes a holistic learning model that integrates data 

analytics education and social justice into the marketing curriculum. The findings provide valuable insights for 

educators and policymakers to enhance students' readiness for navigating increasingly complex global markets. 
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1. Introduction 

The advancement of digital technology and global demographic changes has created new 

challenges in the marketing world. On one hand, digital transformation has led to significant 

data growth, characterized by unprecedented volume, velocity, and variety. This drives the need 

for analytical skills to process data into actionable insights for marketing decision-making 

(Kurtzke & Setkute, 2021). On the other hand, increasing diversity within societies and global 

markets highlights the importance of social equity and inclusion in marketing strategies. 

Educational institutions face pressure to integrate diversity and social justice into their curricula 

to prepare students for work in multicultural environments (Grier, 2019). 

In this context, marketing education bears the responsibility of bridging the gap between theory 

and practice. Studies show that marketing graduates often lack the technical, soft, and 

conceptual skill sets demanded by the industry (Kurtzke & Setkute, 2021). Furthermore, 

students frequently fail to fully comprehend the dynamics of diversity and social inequities in 

markets, which can hinder their ability to develop inclusive marketing strategies (Grier, 2019). 

Enhancing analytical skills has been identified as a top priority in marketing curricula. Digital 

analytics, including the use of tools such as Google Analytics and predictive analytics methods, 

has become a critical component of data-driven marketing decision-making (Kurtzke & 

Setkute, 2021). However, the teaching of these skills is often insufficiently integrated with the 

development of soft skills, such as communication and problem-solving, which are equally 

crucial for industry success. 

Additionally, the importance of social inclusion is increasingly recognized as a strategic 

dimension in marketing. Grier (2019) underscores the need to incorporate social justice into 

marketing education to prepare students for the complexities of multicultural markets. 

Experience-based projects designed to raise students' awareness of diversity issues have proven 
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effective in enhancing their ability to identify and address social challenges in the market. 

2. Literature Review 

2.1. The Gap Between Theory and Practice in Marketing Education                                         

Previous research has identified a gap between marketing education curricula and industry 

needs. Curricula tend to emphasize conceptual knowledge over technical and soft skills relevant 

to modern marketing practice (Kurtzke & Setkute, 2021). With the advancement of digital 

technology, industries require graduates capable of analyzing big data, translating insights into 

marketing strategies, and communicating effectively with diverse stakeholders. However, the 

literature indicates that graduates often lack these skills, making it challenging to meet industry 

expectations in data-driven marketing roles (Schlee & Karns, 2017; Rohm et al., 2021). 

2.2. Analytical Skills in Digital Marketing 

Digital analytics has become a key component of modern marketing, referring to the ability to 

collect, manage, and analyze data to support decision-making (Wedel & Kannan, 2016). 

Kurtzke & Setkute (2021) emphasize the importance of integrating digital analytics into 

marketing curricula to bridge the gap between industry needs and academic learning. Practice-

based approaches, such as training in analytical tools (e.g., Google Analytics) and project-based 

learning, are recommended to enhance students’ abilities to understand and leverage data in 

developing marketing strategies. 

2.3. Diversity and Social Justice in Marketing Education 

Diversity and social justice have gained increasing attention in marketing education literature 

due to the importance of creating inclusive and equitable environments in global markets. Grier 

(2019) highlights that experience-based projects designed to raise students’ awareness of 

diversity issues can help them understand the impact of diversity on markets and marketing 

strategies. These projects engage students in addressing diversity challenges through social 

justice-oriented approaches, including understanding market biases, minority group dynamics, 

and inclusion strategies. 

2.4. Integrative Approaches in Marketing Education 

Recent studies call for the development of integrative curricula combining analytical skills and 

diversity awareness. Both Kurtzke & Setkute (2021) and Grier (2019) stress the importance of 

training students to possess not only technical skills but also a deep social consciousness. This 

approach enables students to understand markets from a data-driven perspective while 

considering inclusivity and equity values. Such integrative models not only enhance graduates’ 

job readiness but also prepare them to address ethical challenges in increasingly complex 

markets. 

2.5. Contributions of Previous Research 

Previous studies have provided a crucial foundation for understanding skill requirements in 

modern marketing. Kurtzke & Setkute (2021) offer guidance on integrating analytical skills 

into marketing education, while Grier (2019) demonstrates how diversity can be incorporated 

through experience-based projects. However, limited literature holistically combines these 

aspects. Therefore, this study aims to develop an integrative learning model that incorporates 

analytical skills and social justice awareness into marketing education. 
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3. Research Method 

This study employs an exploratory qualitative approach to develop an integrative model that 

combines digital analytical skills with awareness of diversity and social justice in marketing 

education. This approach was selected to gain an in-depth understanding of how these two 

dimensions can be integrated into a marketing curriculum that aligns more effectively with 

industry needs. The research consists of two primary stages: Literature and Content Analysis 

(The researcher identifies key trends in academic literature and industry reports related to digital 

analytics and diversity in marketing education. Directed content analysis is used to uncover 

skill requirements, curricular gaps, and effective teaching approaches). Experience-Based 

Project Study (The experience-based project design is adapted from Grier’s (2019) research. 

The project involves students in designing social marketing plans focused on diversity and 

inclusion within campus or local community settings). 

Data is gathered through: Literature Analysis: Reviewing academic journals, industry reports, 

and marketing education guidelines to identify technical, soft, and conceptual skill 

requirements. Project Observation: Direct observation of experience-based project 

implementation, including the planning, execution, and evaluation stages conducted by 

students. Student Documentation: Analyzing social marketing plans developed by students to 

assess their understanding of diversity, digital analytics, and inclusive strategies. 

Data is analyzed using the following approaches: Content Analysis: To identify key themes 

emerging from the literature and student documents. Project Evaluation: Assessments are based 

on an integrative framework developed from Kurtzke & Setkute (2021) and Grier (2019). 

Evaluations cover three aspects: analytical skills, diversity understanding, and the ability to 

develop inclusive marketing strategies. 

Findings are utilized to develop a learning model that integrates digital analytics and diversity 

components. The model includes: Technical Components: Training in analytical tools such as 

Google Analytics. Social Components: Understanding diversity and inclusion issues. Practical 

Components: Experience-based projects that bridge theory and practice. 

The developed model is validated through: Expert Discussions: Engaging marketing educators 

and industry practitioners to ensure the model’s relevance and practicality. Student Feedback: 

Surveys and interviews with students to evaluate their experience in participating in the 

experience-based project. This study aims to produce a holistic learning model that can be 

adopted in marketing education to enhance students’ job readiness while equipping them with 

awareness of diversity and social justice. 

4. Findings and Discussions 

Skill Requirements for Data-Driven Marketing. Literature analysis and observations 

indicate that the marketing industry urgently requires graduates with strong digital analytical 

skills. Findings from Kurtzke & Setkute (2021) reveal that technical skills, such as mastery of 

analytical tools (e.g., Google Analytics), data analysis, and understanding of data-driven 

marketing concepts, are critical. Additionally, soft skills, such as effective communication and 

the ability to present data-driven insights to stakeholders, are also prioritized. 

Importance of Diversity in Marketing Education. Experience-based projects designed 

following Grier’s (2019) approach demonstrate that students develop heightened awareness of 
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diversity and social justice issues. Students recognize how social dynamics, such as bias and 

discrimination, influence consumer behavior and marketing strategies. These projects also 

encourage students to design more inclusive and socially just marketing strategies. 

Development of the Integrative Model. This research successfully develops a learning model 

that integrates digital analytical skills and diversity awareness. The model includes: Technical 

Component: Training and application of digital analytical tools. Social Component: 

Understanding diversity and inclusion issues in global markets. Practical Component: 

Experience-based projects that bridge theoretical knowledge and real-world application. 

Relevance of Digital Analytical Skills. Digital transformation has reshaped the marketing 

landscape, with big data emerging as a key asset for decision-making. These findings align with 

Kurtzke & Setkute (2021), who emphasize the importance of integrating analytical skills into 

marketing curricula. However, current marketing education faces challenges in ensuring 

graduates possess the relevant technical skills and the ability to translate data into strategic 

insights. 

Diversity as a Strategic Dimension in Marketing. Diversity is not merely a social issue but 

also a crucial strategic element in marketing. Findings from Grier (2019) show that social 

justice-based projects enable students to understand market biases and challenges faced by 

minority groups. This research reinforces that experience-based approaches can enhance 

students’ ability to develop inclusive marketing strategies, which are increasingly relevant in 

complex global markets. 

Benefits of the Integrative Model. The integration of digital analytical skills and diversity 

awareness offers a holistic approach to marketing education. This model enables students to 

understand how data can be strategically utilized to promote inclusivity in marketing. Beyond 

enhancing graduates’ job readiness, this approach equips them with the ability to tackle ethical 

challenges in marketing practice. 

Implications for Education and Industry. The findings suggest that marketing curricula need 

to be designed to reflect the dynamic needs of the industry. Education focused on developing 

technical, soft, and social awareness skills can produce graduates who are better prepared to 

meet market challenges. Additionally, this approach supports the industry in developing more 

equitable and sustainable marketing strategies. 

Tabel 1. Industry Requirements and Student Preparedness Data

 

The data presented in the table highlights a significant gap between the industry's expectations 

and the preparedness of students in marketing education. This disparity is evident across four 

key dimensions: 

Technical Skills (Digital Analytics). Industry demands for technical skills, such as proficiency 

in digital analytics tools, stand at 85%. However, only 60% of students demonstrate adequate 

preparedness in this area. This gap of 25% indicates a need for marketing curricula to place 

greater emphasis on equipping students with hands-on experience using tools like Google 
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Analytics and predictive analytics techniques. 

Soft Skills (Communication and Insights). While the industry values soft skills at 75%, 

student preparedness is only at 55%. This 20% gap underscores the importance of integrating 

interpersonal and communication training into marketing programs, ensuring that graduates can 

effectively convey data-driven insights to stakeholders. 

Diversity Awareness. Awareness of diversity is critical, with 70% industry importance. 

However, only 50% of students are sufficiently prepared in this area. The 20% gap highlights 

the necessity of incorporating social justice and inclusivity training into education, enabling 

students to recognize and address market biases and consumer diversity. 

Integration of Theory and Practice. The industry values the integration of theory and practice 

at 80%, yet only 65% of students meet this expectation. The 15% gap reveals the need for 

experience-based learning opportunities, such as internships, case studies, and real-world 

projects, to help students connect academic concepts with practical applications. 

Implications for Education and Industry. The findings suggest that while industry 

expectations are clear, educational institutions need to adapt their curricula to address these 

gaps. Programs must focus on developing a balanced combination of technical, soft, and social 

awareness skills. Moreover, collaborative initiatives between academia and industry can help 

bridge these gaps, ensuring that graduates are not only technically proficient but also equipped 

to navigate the complexities of a diverse and data-driven marketplace. 

By addressing these disparities, marketing education can better prepare students for the 

demands of the modern industry while fostering a workforce capable of ethical and inclusive 

decision-making. 

Figure 1. Comparison of Industry Importance vs Student Preparedness 

 

5. Conclusion 

The digital transformation and growing diversity within global societies have created an urgent 

need for innovative approaches to marketing education. This study proposes an integrative 

learning model that combines digital analytics skills with awareness of diversity and social 

equity. The findings highlight the following key points: Digital Analytics Skills: Digital 

analytics capabilities are essential for supporting data-driven decision-making in modern 

marketing. Integrated teaching of technical, soft, and conceptual skills is crucial to bridging the 

gap between academic curricula and industry requirements. Diversity and Inclusion: Diversity 

and inclusion are not merely social issues but strategic dimensions in marketing, significantly 
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impacting consumer behavior and the success of marketing strategies. Experience-based 

projects offer significant opportunities for students to understand and apply diversity concepts 

in real-world marketing contexts. The Integrative Model: The integrative model developed in 

this study provides a holistic approach to marketing education. It enables students to 

strategically utilize data while incorporating inclusivity and social equity values into marketing 

strategies. This research offers valuable insights for educators, policymakers, and industry 

leaders in designing marketing curricula that are relevant, adaptive, and ethical. However, 

further studies are required to test the effectiveness of this model on a larger scale and across 

diverse cultural contexts. 
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