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Course Introduction

* This course introduces the fundamental concepts and
research issues of big data marketing research.
* Topics include
— Data Science and Big Data Marketing
— Big Data Marketing Analytics and Research
— Measuring the Construct
— Measurement and Scaling
— Exploratory Factor Analysis
— Confirmatory Factor Analysis
— Social Computing and Big Data Analytics
— Measurements and Practices of Social Network Analysis
— Big Data Sentiment Analysis
— FinTech Marketing Research
— Case Study on Big Data Marketing
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(Objective)
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(Understand and apply the fundamental concepts and
research issues of big data marketing research. )

BB A LA TR :
(Conduct information systems research in the context of
big data marketing research.)
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¥ (Week) P ¥ (Date) m % (Subject/Topics)
1 2016/09/16 ¥ #¢ & (2 FE 3% E— )

(Mid-Autumn Festival HoIiday)(Day off)
2 2016/09/23 = ﬁ{ﬁ: f‘fﬁ')“iﬂ AT A

(Course Orientation for Blg Data Marketing Research)

(Data Science and Big Data Marketing)

4 2016/10/07 ~ FIp 74 » 727 3
(Big Data Marketing Analytics and Research)

5 2016/10/14 B+ 1‘#'9 (Measuring the Construct)
6 2016/10/21 B|& ¥ & % (Measurement and Scaling)
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(Case Study on Big Data Marketing |)
8 2016/11/04 45 = }+ %)% ~ 47 (Exploratory Factor Analysis)
9 2016/11/11 rE:3 %)% 4 47 (Confirmatory Factor Analysis)
10 2016/11/18 #p ¢ 3% 2 (Midterm Presentation)
11 2016/11/25 A+ Z¥:E & 7 < &%A\ 7
(Social Computing and Big Data Analytics)
12 2016/12/02 #t ¢ i % +7 (Social Network Analysis)
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(Case Study on Big Data Marketing Il)
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(Measurements and Practices of Social Network Analysis)
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(Big Data Sentiment Analysis)
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(FinTech Marketing Research)
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(Cases and Papers related to Big Data
Marketing Research)
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Big Data Marketing: Engage Your Customers More Effectively and Drive
Value, Lisa Arthur, Wiley, 2013.

Marketing Research, Carl McDaniel Jr. and Roger Gates, Wiley, 2011.

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

Marketing Data Science: Modeling Techniques in Predictive Analytics
with R and Python, Thomas W. Miller, Pearson FT Press, 2015

Creating Value with Big Data Analytics: Making Smarter Marketing
Decisions, Peter C. Verhoef and Edwin Kooge, Routledge, 2016

Predictive Marketing: Easy Ways Every Marketer Can Use Customer
Analytics and Big Data, Omer Artun and Dominique Levin, Wiley, 2015

Digital Marketing Analytics: Making Sense of Consumer Data in a
Digital World, Chuck Hemann and Ken Burbary, Que. 2013.
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Big Data Marketing:

Engage Your Customers More Effectively and Drive Value,

Lisa Arthur, Wiley, 2013.
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ENGAGE YOUR CUSTOMERS
MORE EFFECTIVELY

AND DRIVE VALUE

i A & ] ]
LISA ARTHUR

WILEY
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Creating Value with Big Data Analytics:
Making Smarter Marketing Decisions,
Peter C. Verhoef and Edwin Kooge, Routledge, 2016

Creating Value
with Big Data
Analytics

Making smarter marketing decisions
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Predictive Marketing: Easy Ways Every Marketer Can Use
Customer Analytics and Big Data,
Omer Artun and Dominique Levin, Wiley, 2015

OMER ARTUN, PhD - DOMINIQUE LEVIN

PREDICTIVE
MARKETING

Easy Ways Every Marketer Can Use

Customer Analytics and Big Data
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Source: https://www.amazon.com/Predictive-Marketing-Marketer-Customer-Analytics/dp/1119037360



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 wvagsreaed resonree for aervone i i serions aloul emlracing S ofdertacnity of g date,”
—Crnig Vaughan, Global Viee President, SAP

Data Science
Jor Business

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

Foster Provost & Tom Fawcett

Copyrighted Material

Source: https://www.amazon.com/Data-Science-Business-Data-Analytic-Thinking/dp/1449361323



Marketing Data Science: Modeling Techniques in Predictive
Analytics with R and Python,
Thomas W. Miller, Pearson FT Press, 2015

THOMAS W MILLER

Faculty Director of Northwestern Univers i Analytics Pro

MARKETING

12 2|4 & 18 5?»:11 2.5 16 17 18 19 22 23 M 5 % B

L L
o, ]

s ®®

Modeling Techniques in Predictive
Analytics with R and Python




Predictive Marketing: Easy Ways Every Marketer Can Use
Customer Analytics and Big Data,
Omer Artun and Dominique Levin, Wiley, 2015

Glohal Head of Socal Media
Ford Motor Compssry

Digital Marketing
Analytics

Making Sense of Consumer Data in a Digital World

Source: https://www.amazon.com/Digital-Marketing-Analytics-Consumer-Biz-Tech/dp/0789750309
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The FINTECH Book: The Financial Technology Handbook for

Investors, Entrepreneurs and Visionaries,
Susanne Chishti and Janos Barberis, Wiley, 2016.

Copyrighted Material i J ®
[ j *®
® |
@ k.
... .1
i hEFIN I ECHBOOK .
®
THE FINAN N Y HANDBOQK FOR
||~m._-':_'-_-'-_:.?-._-<:;~__ ENT h,-_-h;-_x:___ ; AND VISIONARIES 8 ®
® ‘e
»
SUSANMNE CHISHTI & JANDS BARBERIS i
2 o,
°
® ° * o ®
] [
« o © =)
® ™
@ el |
@ e <3 e
] ; ;
o @ @ & <
®
- Copyr@ihted Mater ® WILEY
v L
1 1 - il -

Source: https://www.amazon.com/FINTECH-Book-Technology-Entrepreneurs-Visionaries/dp/111921887X
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Marketing

“Meeting
needs
profitably”



Marketing

“Marketing 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 stakeholders.”
(Kotler & Keller, 2008)

Source: Kotler and Keller (2008) 24



Marketing Management

“Marketing management is the
art and science
of choosing target markets
and getting, keeping, and growing
customers through
creating, delivering, and communicating

superior customer value.”
(Kotler & Keller, 2008)

Source: Kotler and Keller (2008) 25



Marketing Research

“Marketing 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.”

26



The Nature of Marketing Research
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Marketing Research

systematic design, collection,
analysis, and reporting of
data and findings
relevant to a
specific marketing situation
facing the company.

Source: Philip Kotler and Kevin Keller, Marketing Management, 14th Edition, 2011, Prentice Hall
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Architecture of Big Data Analytics

Big Data
Sources

N\

* Internal
* External

* Multiple
formats

* Multiple
locations

* Multiple
applications

y

N\

Big Data
Analytics

Big Data
Analytics
Applications

Queries

Big Data Big Data
Transformation Platforms & Tools
f
Middleware N
Raw Transformed| MaprEduce
Data | Extract Data HEIg
» Transform > s
Load Jaql
Zookeeper
Hbase
Data Cassandra
Warehouse Oozie
| Avro
Traditional Mahout
Format Others
CSV, Tables L

Reports

29



Social Big Data Mining

(Hiroshi Ishikawa, 2015)

Social Big Data
Mmmc

Hiroshi Islukawa

Source: http://www.amazon.com/Social-Data-Mining-Hiroshi-Ishikawa/dp/149871093X
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Summary

* This course introduces the fundamental concepts and
research issues of big data marketing research.

* Topics include

Data Science and Big Data Marketing

Big Data Marketing Analytics and Research
Measuring the Construct

Measurement and Scaling

Exploratory Factor Analysis

Confirmatory Factor Analysis

Social Computing and Big Data Analytics
Measurements and Practices of Social Network Analysis
Big Data Sentiment Analysis

FinTech Marketing Research

Case Study on Big Data Marketing
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