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Course Introduction

A This course introduces tifendamental conceptand
research issuegf social media marketing analytics

A Topics include
I Social Media Marketing Analytics,
I Social Media Marketing Research,
I Measuring the Construct, Measurement and Scaling,
I Exploratory Factor Analysis,
I Confirmatory Factor Analysis,
I Social Network Analysis,
I Social Computing and Big Data Analytics,
I Sentiment Analysis on Social Media
I Case Study on Social Media Marketing.






Objective

A Understand and apply the
fundamental concepts and research issues of
soclial media marketing analytics.

A Conduct information systems research
INn the context of social media marketing analytic
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Social Media
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Facebook Twitter Linkedin Google + My Space

Foursquare Delicious Stumbleupon Reddit Technorati

You
Tube

You Tube Instagram Pinterest Deviant Art
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H1 Activity on the Web?
Social Media

Tg3pzNQQ
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http://www.youtube.com/watch?v=X9sTq3pzNQQ

Copyrighted tal
e M EVe Evans with Jake McKee

Forewaord by Susan Bratton, CEC, Parsonal Lifg Media, Inc

Social Media
Marketing

The Next genero—tion of Business E%ewxen‘f

. |
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Source: http://www.amazon.com/Social-Media-Marketing-Generation-Engagement/dp/0470634030
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Copyrighted Materesl

Liana Li Evans

Social Media

Strategies for Engaging in Facebook, Twitter & Other Social Media

arketin
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http://www.amazon.com/Social-Media-Marketing-Strategies-Engaging/dp/0789742845
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Source: http://www.amazon.com/The-Social-Media-Bible-Strategies/dp/1118269748
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The Complete Social Media
Community Manager's Guide

Marty Weintraub and Lauren Litwinka

Source: http://www.amazon.com/Complete-Social-Media-Community-Managers/dp/1118466853
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Digital Marketing Analytics:

Making Sense of Consumer Data in a Digital World,

Chuck Hemann and Ken Burbary, Que. 2013

Global Head of Socal Meda
Fnrduﬂtw(m:nny

Digital I\/Iarketmg
Analytics

Making Sense of Consumer Data in a Digital World

Source: http://www.amazon.com/Digital-Marketing-Analytics-Consumer-Biz-Tech/dp/0789750309
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Data Science for Business:

What you need to know about data mining and data-analytic thinking,

Foster Provost and Tom Fawcett, O'Reilly, 2013

‘A must-rvad resmorce for anyone who is smous aboud embracing the afperturaty of /,v.g data”
Craig Vaughan, Global Vice President, SAP

Data Science
Jfor Business

What You Need to Know
About Data Mining and
Data-Analytic Thinking

Foster Provost & Tom Fawcett

Source: http://www.amazon.com/Data-Science-Business-data-analytic-thinking/dp/1449361323
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Jennifer Golbeck (2013)\nalyzing the Social WelMorgan Kaufmann
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A

Social Web

Jennifer Golbeck

Source: http://www.amazon.com/Analyzing-Social-Web-Jennifer-Golbeck/dp/0124055311 23
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Four Pillars o5ocial Media Strategy

CE

Social Media Strategy

SourcelonSafkq The Social Media Bible: Tactics, Tools, and Strategies for Business Success, 3rd ed., Wiley, 2012 24



Social Media Can Help Orchestrate Three Spheres to
LY FfdzSyOS a2 .22ada F [ 2°

Internal

Innovation

Trusted

Network

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

A Social Media and th€oice of the Customer

A Integrating Social CRM Insights into the
Customer Analytics Function

A Using Social Media to Drive Product
Development and Find New Services to Sell

A Social Community Marketing and Selling

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



Marketing

Ad al NJ B é&nargadizational function
anda set of processdfer
creating, communicating, and delivering
valueto customersand
for managing customerelationships
In ways thatoenefit the organization and Its
stakeholder® &otler & Keller, 2008

Source: Kotler and Keller (2008) 27



Marketing Management

Adal NJSGAY 3T iythey ASYSyY(
art and science
of choosing target markets
andgetting, keeping, and growing
customerghrough
creating, delivering, and communicating
superiorcustomer valu@d otler & Keller, 2008



Marketing Research

A Marketing Researcis the
planning, collection, and analysis of data
relevant tomarketing decision makinand
the communication of the resultsf thisanalysis
to management

Source: McDaniel Jr. and Gates (2009) 29



The Nature of Marketing Research

30



The Marketing Research Process

(1)
Problem
Definition
(Research
Objective

(2)
Research
Design

(8)

Followup

(7)

Writing and
Presentation of
the Repor

(6)
Analysis of
Data

Source: McDaniel & Gates (2009), Marketing Resealfclgdtion, Wiley

(3)
Method of
Research

(4)
Sampling
Procedure

(5)
Data
Collection

31



The Measurement Process

(1) 2 (3)
Identify the A
Develop a o
concept of constitutive
) construct .
Interest definition

(4)

(8) An
Research operational
findings 4

definition

(6)
Evaluate the
reliability and
validity of the
scale

(5)
(7)
Utilizes the A

scale

measurement
scale

Source: McDaniel & Gates (2009), Marketing Resealfclgdtion, Wiley
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Nothing
IS
so practical
as a
goodtheory

Source: Backer & Saren (2009), Marketing Theory: A Student TegdRion, Sage



Marketing Management Tasks

A Developing marketing strategietstrategic fit)
A Capturing marketing insightébtaining information)
A Connecting with customer§relationships)

A Building strong brandg¢understand strengths and
weaknesses)

A Shaping market offerings
A Delivering value
A Communicating value

A Creating longterm growth (positioning and new
product development)

Source: Kotler and Keller (2008) 34



Social Media Management Framework

Culture

Process

Business
Value

Metrics

Source: Robert Wollan, Nick Smith, Catherine Zhou, The Social Media Management Handbook, John Wiley, 2011. 35



CEO CIO CFO

o N

CEO

Strategy and
Sales
(Leading)

y

ClO CFOCOO

Enterprise Finance and
Technology Operations
Integration (Lagging)

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

CEO

Strategy and
Sales
(Leading)

P

ClO CMO

Enterprise Marketing
Technology Communication

Integration

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

Vision

Mission

CE

Strategy

Tactics Goals

Objectives

Operations
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