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SOCIAL MEDIA MARKETING ANALYTICS
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This course introduces the fundamental concepts and research issues of
social media marketing, Topics include Social Media Marketing Analytics,

Scaling, Exploratory Factor Analysis, Confirmatory Factor Analysis, Social
Network Analysis, Social Computing and Big Data Analytics, Sentiment
Analysis on Social Media and Case Study on Social Media Marketing,

Social Media Marketing Research, Measuring the Construct, Measurement and
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Digital Marketing Analytics: Making Sense of Consumer Data in a Digital
World, Chuck Hemann and Ken Burbary, Que, 2013,

Marketing Research, 9th Edition, Carl McDaniel Jr, and Roger Gates, Wiley,
2011,

Social Media Marketing: The Next Generation of Business Engagement, Dave
Evans, Susan Bratton, Jake McKee, Sybex, 2010

Social Media Marketing: Strategies for Engaging in Facebook, Twitter &
Other Social Media, Liana Evans, Que, 2010,

The Social Media Management Handbook, Robert Wollan, Nick Smith,
Catherine Zhou, John Wiley, 2011,

The Social Media Bible: Tactics, Tools, and Strategies for Business Success,
Lon Safko, Wiley, 2012

he Complete Social Media Community Manager's Guide: Essential Tools and
Tactics for Business Success, Marty Weintraub and Lauren Litwinka, Sybex,
2013,

Data Science for Business: What you need to know about data mining and
data-analytic thinking, Foster Provost and Tom Fawcett, O'Reilly, 2013
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