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Course Introduction 
ÅThis course introduces the fundamental concepts and 

research issues of social media marketing analytics.  

ÅTopics include  

ïSocial Media Marketing Analytics, 

ïSocial Media Marketing Research,  

ïMeasuring the Construct, Measurement and Scaling,  

ïExploratory Factor Analysis,  

ïConfirmatory Factor Analysis,  

ïSocial Network Analysis,  

ïSocial Computing and Big Data Analytics,  

ïSentiment Analysis on Social Media  

ïCase Study on Social Media Marketing. 
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Objective 

ÅUnderstand and apply the  
fundamental concepts and research issues of 
social media marketing analytics. 

 

ÅConduct information systems research  
in the context of social media marketing analytics. 
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ѡ    (Week) װ  (Date)    в  (Subject/Topics) 

1    2015/02/27    ếӂּנἘѡ (Ὅ Ϛщ) 

2    2015/03/06    ῂ ᴩ иέ Ю   
                          (Course Orientation for Social Media Marketing Analytics) 

3    2015/03/13    ῂ ᴩ иέ (Social Media Marketing Analytics) 

4    2015/03/20    ῂ ᴩ  ṅ (Social Media Marketing Research)שׁ

5    2015/03/27    Ἐ (Measuring the Construct) 

6    2015/04/03    Ẑ (Ὅ Ϛщ) 

7    2015/04/10    ῂ ᴩ иέ I  
                          (Case Study on Social Media Marketing I) 

8    2015/04/17    ῶ (Measurement and Scaling) 

9    2015/04/24    ἤ֪ иέ (Exploratory Factor Analysis) 

Є  (Syllabus) 
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ѡ    (Week) װ  (Date)    в  (Subject/Topics) 

10    2015/05/01    М ᵫ (Midterm Presentation) 

11    2015/05/08    ἤ֪ иέ (Confirmatory Factor Analysis) 

12    2015/05/15    ῂ иέ (Social Network Analysis) 

13    2015/05/22    ῂ ᴩ иέ II  
                            (Case Study on Social Media Marketing II) 

14    2015/05/29    ῂ Є иέ  
                            (Social Computing and Big Data Analytics) 

15    2015/06/05    ῂ иέ (Sentiment Analysis on Social Media) 

16    2015/06/12    Ӓ ᵫ I (Term Project Presentation I) 

17    2015/06/19    р  (Ὅ Ϛщ) 

18    2015/06/26    Ӓ ᵫ II  (Term Project Presentation II) 

Є  (Syllabus) 
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Ḋ Ӑ ᴕ  
Å Ḋ Ӑ (Textbook) 

Å  (Slides) 

Åῂ ᴩ иέד ѝ  
(Cases and Papers related to Social Media Marketing Analytics)  
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a Digital World, Chuck Hemann and Ken Burbary, Que. 2013. 
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Social Media 

13 



Social Media 

14 Source: http://hungrywolfmarketing.com/2013/09/09/what-are-your-social-marketing-goals/ 



15 Source: http://blog.contentfrog.com/wp-content/uploads/2012/09/New-Social-Media-Icons.jpg 
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#1 Activity on the Web? 

Social Media 

Source: Social Media Business, http://www.youtube.com/watch?v=X9sTq3pzNQQ 16 
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22 Source: http://www.amazon.com/Data-Science-Business-data-analytic-thinking/dp/1449361323 

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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23 Source: http://www.amazon.com/Analyzing-Social-Web-Jennifer-Golbeck/dp/0124055311 

Jennifer Golbeck (2013), Analyzing the Social Web, Morgan Kaufmann 
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Four Pillars of Social Media Strategy 
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Source: Lon Safko, The Social Media Bible: Tactics, Tools, and Strategies for Business Success, 3rd ed., Wiley, 2012 



Social Media Can Help Orchestrate Three Spheres to 
LƴŦƭǳŜƴŎŜ ǘƻ .ƻƻǎǘ ŀ /ƻƳǇŀƴȅΩǎ LƴƴƻǾŀǘƛƻƴ 9ŦŦƻǊǘǎ 

Internal 

Trusted  
Network 

The 
World 

Innovation 

Source: Robert Wollan, Nick Smith, Catherine Zhou, The Social Media Management Handbook, John Wiley, 2011. 25 



Social Media Marketing- 
Marketing and Sales in Social Media 

ÅSocial Media and the Voice of the Customer 

ÅIntegrating Social CRM Insights into the 
Customer Analytics Function 

ÅUsing Social Media to Drive Product 
Development and Find New Services to Sell 

ÅSocial Community Marketing and Selling 

Source: Robert Wollan, Nick Smith, Catherine Zhou, The Social Media Management Handbook, John Wiley, 2011. 26 



Marketing 

ÅάaŀǊƪŜǘƛƴƎ is an organizational function  
and a set of processes for  
creating, communicating, and delivering  
value to customers and  
for managing customer relationships  
in ways that benefit the organization and its 
stakeholdersΦέ (Kotler & Keller, 2008)  

27 Source: Kotler and Keller  (2008) 



Marketing Management 

ÅάaŀǊƪŜǘƛƴƎ ƳŀƴŀƎŜƳŜƴǘ is the 
art and science  
of choosing target markets  
and getting, keeping, and growing  
customers through  
creating, delivering, and communicating  
superior customer valueΦέ (Kotler & Keller, 2008)  

 

28 Source: Kotler and Keller  (2008) 



Marketing Research 

ÅMarketing Research is the  
planning, collection, and analysis of data 
relevant to marketing decision making and  
the communication of the results of this analysis 
to management. 

 

29 Source: McDaniel Jr. and Gates (2009) 



The Nature of Marketing Research 
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Marketing 

Concept 

Goals Customer 

Systems Marketing  

Mix 

Marketing 

Environment 

Opportunistic  

Nature 

Source: McDaniel Jr. and Gates (2009) 



The Marketing Research Process 

31 

(1)  
Problem 

Definition  
(Research 
Objective) 

(2)  
Research 
Design 

(3)  
Method of 
Research 

(4)  
Sampling 
Procedure 

(5)  
Data 

Collection 

(6)  
Analysis of 

Data 

(7)  
Writing and 

Presentation of 
the Report 

(8)  
Follow-up 

Source: McDaniel  & Gates (2009), Marketing Research, 8th  Edition, Wiley 



The Measurement Process 

32 

(1)  
Identify the 
concept of 

interest 

(2)  
Develop a 
construct 

(3)  
A 

constitutive 
definition 

(4)  
An 

operational 
definition 

(5)  
A 

measurement 

scale 

(6)  
Evaluate the 
reliability and 
validity of the 

scale 

(7)  
Utilizes the 

scale 

(8)  
Research 
findings 

Source: McDaniel  & Gates (2009), Marketing Research, 8th  Edition, Wiley 



Nothing  
is  

so practical 
 as a  

good theory 

33 Source: Backer & Saren (2009), Marketing Theory: A Student Text, 2nd  Edition, Sage 



Marketing Management Tasks 

ÅDeveloping marketing strategies (strategic fit) 

ÅCapturing marketing insights (obtaining information) 

ÅConnecting with customers (relationships) 

ÅBuilding strong brands (understand strengths and 
weaknesses) 

ÅShaping market offerings 

ÅDelivering value 

ÅCommunicating value 

ÅCreating long-term growth (positioning and new-
product development) 

 
34 Source: Kotler and Keller  (2008) 



Social Media Management Framework 

35 Source: Robert Wollan, Nick Smith, Catherine Zhou, The Social Media Management Handbook, John Wiley, 2011. 
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Finance and 
Operations 
(Lagging) 

CEO CIO CFO 

36 Source: http://www.r3now.com/what-is-the-proper-relationship-for-the-cio-ceo-and-cfo/ 
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CEO CIO CMO 
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CMO 
Marketing 

Communication 

 

CIO 
Enterprise 
Technology 
Integration 

CEO 
Strategy and 

Sales 
(Leading) 
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CEO CIO CMO 

38 Adapted from: http://www.argowiki.com/index.php?title=The_Relationship_Between_the_CEO_and_CIO 
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