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No-code marketing analytics is a no-frills means of gathering 
data from multiple marketing channels without the need to 
write code, scripts, or plugins. With a few clicks on the 
application, marketers can utilize the technology to assess the 
effectiveness of existing marketing initiatives and determine 
business health. The no-code framework often has a 
user-friendly interface with drag-and-drop capabilities. 

With no-code marketing analytics, your team can consolidate 
essential data to generate valuable and data-driven insights 
with ease. You can measure performance using specific 
metrics such as ROI and marketing attribution but in a less 
complicated manner. 



No-code marketing analytics empowers non-analysts to 
boost revenue and bring deep insights. The results can help 
drive future marketing efforts forward. No-code marketing 
analytics is also beneficial to organizations with limited 
resources because they can access critical data even when 
their team is without a coding background. Non-analysts 
can build and customize no-code tools for marketing 
analytics according to their preference with a few clicks 
instead of relying heavily on engineers and developers. 
Moreover, IT resources can devote their time to more 
intensive, high-value projects. 

The modern marketing landscape is highly competitive. 
Moreover, consumers are becoming more selective in the 
media that they engage with. Without the right tools, 
marketers can fail to attract customers and make costly 
mistakes that make it difficult to recover. No-code marketing 
analytics uses data to map out plans for moving forward and 
catching customer attention.

No-code marketing analytics also compiles data resources in 
a single view. You don’t need separate applications for 
individual channels that fail to account for the entire 
marketing picture. No-code marketing analytics appraises all 
marketing efforts across various channels in a given amount 
of time for sound decision-making and successful marketing 
execution.
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The importance of no-code marketing analytics
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Marketing analytics can help you gain insights on the following:

●   Customer experience
Analytics can show where friction is likely to 
occur in the customer journey. You can improve 
or simplify the process where necessary.

●   Customer preferences
Marketers can know which messages appeal to 
consumers and which efforts are driving them to 
convert.

●   Messaging
Marketers can know which messages appeal to 
consumers and which efforts are driving them to 
convert.

●   Product intelligence
The data gathered shows how customers are 
using the product, which can help improve 
product development and experience.

●   Trends in product development
Marketing analytics can predict what customers 
want out of your products.

●   Your competitors
How are your marketing efforts compared to 
that of your competitors? What can you optimize 
to catch up or edge out the competition?

Purpose of no-code marketing analytics



How to integrate different

Marketing Sources
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But how does a no-code marketing platform integrate with tools like 
Zoho, Salesforce, HubSpot, Marketo, Facebook, Google Ads, LinkedIn, 
and others to present a unified analysis?

There is no single way to integrate data from different marketing 
sources. The different methods share some of the same elements 
though, which include a network of marketing data sources, a master 
server, and clients who access and interpret the data.

Typically, what happens is that a client requests data from a master 
server. The master server then collects the data from its network of 
internal and external marketing data sources. Afterward, the 
application can compose a single, cohesive data set. This is then 
displayed to the client for interpretation.

No-code marketing analytics collates your marketing data from different channels into a single hub, where you can instantly 
generate insights should you need them. This enables an analysis of the big picture instead of struggling to gain a single, cohesive 
insight from multiple digital tools with their interpretations. It seamlessly removes obstacles like data silos, legacy data structures, 
and the need for engineering resources, coding, or data science expertise.
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Here are some of the most common data integration techniques:

●   Change Data Capture (CDC)
The changes are captured and applied to a 
database in real-time.

●   Data Replication
Data is copied multiple times and then stored in 
different databases to be accessed in different 
locations.

●   Extract, Transform, Load (ETL)
The datasets from various sources are 
extracted, combined, and loaded into a 
database.

●   Extract, Load, Transform (ELT)
The data is extracted and loaded into a system. 
It is not immediately transformed unless a client 
needs it.

●   Streaming Data Integration
Data is integrated and streamed to provide 
real-time information.



The benefits of no-code 

Marketing Analytics vs. Traditional BI tools
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Here are some advantages to no-code marketing analytics, 
especially when compared to other business intelligence tools:

It streamlines company operations. 
No-code data platforms democratize data access across the 
organization. Business professionals can now focus on driving 
insights without writing a single line of code and worrying 
about data structure, data warehousing, or performance. It 
also creates custom solutions for repetitive tasks. This saves 
up time for analysts and non-analysts alike to devote their time 
to other essential tasks.

No-code platforms are accessible to non-analysts. 
Businesses of all sizes can gain from no-code marketing 
analytics, but startups and smaller organizations with no 
dedicated technical team can benefit more. They do not have 
to hire additional staff for helpful business insights and 
understanding codes. The platform already covers analysis, 
hosting, integration, and testing, allowing non-coders and 
non-developers to configure the platform as desired.

The technology saves expensive and scarce data science and 
data engineering resources, as the platform meticulously 
prepares the data for analysis, and provides the user with a 
super-simple UI to get immediate answers.

No-code marketing analytics paves the way for a 
memorable customer experience faster. 
This way, businesses can gain more loyal and repeat 
customers. The platform would address in a single click 
common business queries such as identifying the most 
profitable sales and marketing funnels, most impactful events 
on the customer journey, and causes for abandonment and 
churn.

No-code tools can support seamless integration. 
The application is easy to tweak so that it can work with the 
existing business system. With improved business intelligence 
through the incorporation of no-code marketing analytics, 
companies can understand data in a shorter period compared 
to other tools. Different departments also easily gain actionable 
insights.
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Errors are more avoidable. 
When companies use different channels with their tools for 
analysis, the collected information can be confusing and 
conflicting. You can be overestimating or undermining the 
contribution of each channel even when the data is 
double-checked. Some of the vital information may be left 
out, leading to incomplete data sets. No-code marketing 
analytics presents more uniform, organized data, which 
optimizes marketing decisions.

No-code marketing analytics saves time. 
Besides creating custom solutions for repetitive tasks, 
no-code consolidates data in a single view. This eliminates 
the need to access data from different sources and 
solutions. Before no-code, collection of data and connection 
of data points used to be time-consuming, and less 
efficient. Today, you can accelerate analysis and take action 
in a shorter time. Any changes and enhancements you need 
to apply are also integrated quickly.



Marketing Attribution and Analytics



It’s easy to get lost in analytics. What do the figures mean? Which functions should you use to understand your data best?
If not careful, companies can fail at data integration and interpretation. It can cost you your marketing goals.

Combining marketing analytics with marketing attribution provides 
a clearer view of which channels and content should be optimized 
for a top-notch marketing campaign. Together, these also extract 
big data to an individual level for actionable insights.

Marketing analytics can provide an understanding of customer 
behavior as well as their wants and needs. You can see used 
keywords and the length of time spent on a particular channel, 
among others. 

Meanwhile, marketing attribution helps determine which channels 
and messaging work best in creating conversions. You can assign 
value to the touchpoints according to their importance in the 
customer journey. Businesses can calculate ROI so that they can 
optimize their marketing investment.
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Here are some of the most common marketing attribution models:
●   First touch

This type of single-touch attribution where 100% 
sales credit is allocated to the first page that 
initially drives a visitor to your site. This model is 
used by marketing teams looking for driving traffic 
to their sites and what exactly is attracting people 
to their brand.

●   Last Touch
This is a type of single-touch attribution where 
100% sales credit is allotted to the last page where 
your customers make their purchases since it is 
where the conversion happens. It is best for short 
sales cycles where you are trying to aim on what 
caused that conversion. It doesn't help you 
understand how your customer got there.
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●   J-shaped
This multi-touch attribution model gives 20% credit 
to the first touch, divides 20% to any of the 
mid-touchpoints, and gives 60% to the last touch. 
This type of model is terrific for those who give 
precedence to finders and closers, focusing more 
on the last touchpoint.

●   Inverse J
You can use the inverse J-shaped attribution model 
to score more credit on channels that initiated a 
conversion. This type of multi-touch attribution 
gives 60% credit to the first touch, splits 20% to 
any touchpoints in between, and 20% to the last 
touchpoint.
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●   Linear Touch
This is a type of multi-touch attribution that gives 
equal sales credit to every touchpoint across a 
customer's journey. If your customer had four 
touchpoints in his journey, each touchpoint gets 
25% credit, totaling 100%. It provides insight into 
the behavior of an audience.

●   U-shaped
This multi-touch attribution model allocates credit 
unevenly across the totality of marketing efforts. In 
contrast with the linear model, the U-shaped model 
counts touchpoints separately, making note that 
some are more significant than others on the 
journey to purchase, mainly, both the first and last 
touch. This model gives 40% to the first touchpoint, 
splits 20% to any touchpoints in between, and 
gives 40% to the last touchpoint before converting.



By employing marketing attribution and analytics, you can also track traffic volume, lead metrics, and conversion 
rates. Marketers can accurately measure the impact of particular campaigns in terms of revenue. 
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●   Time Decay/Descending
This multi-touch attribution model gives progressively more attribution 
to touchpoints as you grow closer to the time of purchase. The first 
interaction gets the least credit, and the last interaction gets the most.

●   W-shaped
This model adheres to a fixed pattern where 90% of the credit is evenly 
distributed between the first, third, and last marketing touchpoints. The 
remaining 10% is split between the second and fourth touchpoints. 

●   Full Path
This model measures every touchpoint throughout the entire customer 
journey. It’s a compelling model since you see precisely what works 
and what doesn’t for any particular customer. It gives 22.5% credit to 
the first touch, the lead touch, the opportunity touch, and the last 
touch. The remaining 10% is divided evenly among the rest of the 
touchpoints.



The future of no-code marketing analytics



No-code platforms are on the rise across the board, and that includes 
marketing. Marketers are eager to find ways to optimize their campaigns quickly 
and cheaply, to which no-code marketing analytics provides a great solution. It 
streamlines company operations, provides access to non-developers and 
non-engineers, saves time, and reduces error, among others.

No-code marketing analytics is poised to be the future of marketing. It will do 
more than bridge the gap between developers and non-analysts as well as 
maximize workplace productivity. The data can accurately compute ROI, 
monitor spending, and optimize results. With a single, unified view of 
performance across multiple channels and the help of marketing attribution, 
businesses can achieve success and growth faster. 

Not sure where to start? Having difficulty gathering, analyzing, optimizing, and 
monitoring your data points to see an extensive analysis? Unsure where to best 
spend your company’s marketing budget? Take the step to becoming an 
insights-driven organization by signing up for Dealtale—it only takes 10 minutes! 

18



Learn more at

www.dealtale.com


