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HUMANIZING BIG DATA
MARKETING AT THE MEETING OF DATA, SOCIAL SCIENCE AND
CONSUMER INSIGHT
Kogan Page Big data raises more questions than it answers, particularly for
those organizations struggling to deal with what has become an
overwhelming deluge of data. It can oﬀer marketers more than simple
tactical predictive analytics, but organizations need a bigger picture, one
that generates some real insight into human behaviour, to drive consumer
strategy rather than just better targeting techniques. Humanizing Big Data
guides marketing managers, brand managers, strategists and senior
executives on how to use big data strategically to redeﬁne customer
relationships for better customer engagement and an improved bottom
line. Humanizing Big Data provides a detailed understanding of the way to
approach and think about the challenges and opportunities of big data,
enabling any brand to realize the value of their current and future data
assets. First it explores the 'nuts and bolts' of data analytics and the way
in which the current big data agenda is in danger of losing credibility by
paying insuﬃcient attention to what are often fundamental tenets in any
form of analysis. Next it sets out a manifesto for a smart data approach,
drawing on an intelligent and big picture view of data analytics that
addresses the strategic business challenges that businesses face. Finally it
explores the way in which dataﬁcation is changing the nature of the
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relationship between brands and consumers and why this calls for new
forms of analytics to support rapidly emerging new business models. After
reading this book, any brand should be in a position to make a step change
in the value they derive from their data assets.

PRODUCT ANALYTICS
HUMANIZING BIG DATA
MARKETING AT THE MEETING OF DATA, SOCIAL SCIENCE AND
CONSUMER INSIGHT
Kogan Page Publishers Big data raises more questions than it answers,
particularly for those organizations struggling to deal with what has
become an overwhelming deluge of data. It can oﬀer marketers more than
simple tactical predictive analytics, but organizations need a bigger
picture, one that generates some real insight into human behaviour, to
drive consumer strategy rather than just better targeting techniques.
Humanizing Big Data guides marketing managers, brand managers,
strategists and senior executives on how to use big data strategically to
redeﬁne customer relationships for better customer engagement and an
improved bottom line. Humanizing Big Data provides a detailed
understanding of the way to approach and think about the challenges and
opportunities of big data, enabling any brand to realize the value of their
current and future data assets. First it explores the 'nuts and bolts' of data
analytics and the way in which the current big data agenda is in danger of
losing credibility by paying insuﬃcient attention to what are often
fundamental tenets in any form of analysis. Next it sets out a manifesto for
a smart data approach, drawing on an intelligent and big picture view of
data analytics that addresses the strategic business challenges that
businesses face. Finally it explores the way in which dataﬁcation is
changing the nature of the relationship between brands and consumers
and why this calls for new forms of analytics to support rapidly emerging
new business models. After reading this book, any brand should be in a
position to make a step change in the value they derive from their data
assets.

MASTERING SOCIAL MEDIA MINING WITH PYTHON
Packt Publishing

PRODUCT ANALYTICS
APPLIED DATA SCIENCE TECHNIQUES FOR ACTIONABLE CONSUMER
INSIGHTS
Addison-Wesley Professional Product Analytics is a complete, hands-on
guide to generating actionable business insights from customer data.
Experienced data scientist and enterprise manager Joanne Rodrigues
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introduces practical statistical techniques for determining why things
happen and how to change what people do at scale. She complements
these with powerful social science techniques for creating better theories,
designing better metrics, and driving more rapid and sustained behavior
change. Writing for entrepreneurs, product managers/marketers, and other
business practitioners, Rodrigues teaches through intuitive examples from
both web and oﬄine environments. Avoiding math-heavy explanations, she
guides you step by step through choosing the right techniques and
algorithms for each application, running analyses in R, and getting answers
you can trust. Develop core metrics and eﬀective KPIs for user analytics in
any web product Truly understand statistical inference, and the diﬀerences
between correlation and causation Conduct more eﬀective A/B tests Build
intuitive predictive models to capture user behavior in products Use
modern, quasi-experimental designs and statistical matching to tease out
causal eﬀects from observational data Improve response through uplift
modeling and other sophisticated targeting methods Project business
costs/subgroup population changes via advanced demographic projection
Whatever your product or service, this guide can help you create precisiontargeted marketing campaigns, improve consumer satisfaction and
engagement, and grow revenue and proﬁts.

CONSUMER DATA RESEARCH
UCL Press Big Data collected by customer-facing organisations – such as
smartphone logs, store loyalty card transactions, smart travel tickets,
social media posts, or smart energy meter readings – account for most of
the data collected about citizens today. As a result, they are transforming
the practice of social science. Consumer Big Data are distinct from
conventional social science data not only in their volume, variety and
velocity, but also in terms of their provenance and ﬁtness for ever more
research purposes. The contributors to this book, all from the Consumer
Data Research Centre, provide a ﬁrst consolidated statement of the
enormous potential of consumer data research in the academic,
commercial and government sectors – and a timely appraisal of the ways in
which consumer data challenge scientiﬁc orthodoxies. Praise for Consumer
Data Research 'An insightful, state-of-the-art guide into the social and
commercial value of applying geographical thinking to the study of
consumer data.' Professor Richard Harris, University of Bristol 'An excellent
guide to leveraging the value of academic research on valid data.
Partnerships based around consumer data should be encouraged and
supported by all and their outputs used to better the way we manage the
world we live in.' Bill Grimsey, retailer and author of The Vanishing
Highstreet 'The use of data from everyday consumer transactions is a
potential game-changer for understanding economic and social patterns
and trends. This is an excellent overview of the ﬁeld.' Dr.Tom Smith,
Managing Director, Oﬃce for National Statistics Data Science Campus

3

4

THE MACHINE AGE OF CUSTOMER INSIGHT
Emerald Group Publishing The Machine Age of Customer Insight
demonstrates the impact of machine learning and data analytics,
combining an academic state-of-the-art overview of machine learning with
cases from well-known companies. These cases show the opportunities and
challenges of the transformation process for business and for customer
insights more speciﬁcally.

PYTHON SOCIAL MEDIA ANALYTICS
Packt Publishing Ltd Leverage the power of Python to collect, process, and
mine deep insights from social media data About This Book Acquire data
from various social media platforms such as Facebook, Twitter, YouTube,
GitHub, and more Analyze and extract actionable insights from your social
data using various Python tools A highly practical guide to conducting
eﬃcient social media analytics at scale Who This Book Is For If you are a
programmer or a data analyst familiar with the Python programming
language and want to perform analyses of your social data to acquire
valuable business insights, this book is for you. The book does not assume
any prior knowledge of any data analysis tool or process. What You Will
Learn Understand the basics of social media mining Use PyMongo to clean,
store, and access data in MongoDB Understand user reactions and emotion
detection on Facebook Perform Twitter sentiment analysis and entity
recognition using Python Analyze video and campaign performance on
YouTube Mine popular trends on GitHub and predict the next big
technology Extract conversational topics on public internet forums Analyze
user interests on Pinterest Perform large-scale social media analytics on
the cloud In Detail Social Media platforms such as Facebook, Twitter,
Forums, Pinterest, and YouTube have become part of everyday life in a big
way. However, these complex and noisy data streams pose a potent
challenge to everyone when it comes to harnessing them properly and
beneﬁting from them. This book will introduce you to the concept of social
media analytics, and how you can leverage its capabilities to empower your
business. Right from acquiring data from various social networking sources
such as Twitter, Facebook, YouTube, Pinterest, and social forums, you will
see how to clean data and make it ready for analytical operations using
various Python APIs. This book explains how to structure the clean data
obtained and store in MongoDB using PyMongo. You will also perform web
scraping and visualize data using Scrappy and Beautifulsoup. Finally, you
will be introduced to diﬀerent techniques to perform analytics at scale for
your social data on the cloud, using Python and Spark. By the end of this
book, you will be able to utilize the power of Python to gain valuable
insights from social media data and use them to enhance your business
processes. Style and approach This book follows a step-by-step approach
to teach readers the concepts of social media analytics using the Python
programming language. To explain various data analysis processes, real-
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world datasets are used wherever required.

PRODUCT ANALYTICS
APPLIED DATA SCIENCE TECHNIQUES FOR ACTIONABLE CONSUMER
INSIGHTS
Product Analytics bridges the divide between high-value business insights
and today's best statistics and machine learning techniques, oﬀering
practical qualitative and quantitative techniques to generate actionable
insight into customer behavior. Experienced data scientist and enterprise
manager Joanne Rodrigues-Craig presents statistical techniques to
determine why things happen, and how to change what people do at scale.
She complements these with the social sciences' most useful qualitative
techniques for creating better theories, designing better metrics, and
driving more rapid and sustained behavior change. You'll learn through
intuitive examples from both web products and "real life," including
numeric examples illuminating hypothesis testing, regression, and other
statistical techniques. Discover how to: Think like a social scientist to
contextualize individual behavior in social environments, explore how
human behavior develops, and establish the conditions for change Develop
core metrics and eﬀective KPIs for user analytics in any web product
Understand statistical inference, the diﬀerences between correlation and
causation and when to apply each technique Conduct more eﬀective A/B
tests Build intuitive predictive models to capture user behavior in product
Using the latest quasi-experimental design techniques and statistical
matching tease out causal eﬀects from observational data Implement
sophisticated targeting methods like uplift modeling for marketing
campaigns Project business costs/subgroup population changes by using
advanced demographic projection methods Do all this in R (sample code
available in a separate code manual).

SOCIAL MEDIA STRATEGY
MARKETING, ADVERTISING, AND PUBLIC RELATIONS IN THE
CONSUMER REVOLUTION
Rowman & Littleﬁeld Publishers "This book is a blueprint for the practice of
marketing communications, advertising, and public relations in a digital
world where the consumer has taken control"--

FORMATIVE RESEARCH IN SOCIAL MARKETING
INNOVATIVE METHODS TO GAIN CONSUMER INSIGHTS
Springer This book brings together the state of the art and current debates
in the ﬁeld of formative research, and examines many of the innovative
methods largely overlooked in the available literature. This book will help
social marketing to move beyond surveys and focus groups. The book
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addresses the needs of social marketing academics and practitioners alike
by providing a robust and critical academic discussion of cutting-edge
research methods, while demonstrating at the same time how each
respective method can help us arrive at a deeper understanding of the
issues that social marketing interventions are seeking to remedy. Each
chapter includes a scholarly discussion of key formative research methods,
a list of relevant internet resources, and three key readings for those
interested in extending their understanding of the method. Most chapters
also feature a short case study demonstrating how the methods are used.

PERCEIVED BRAND LOCALNESS
AN EMPIRICAL STUDY OF THE GERMAN FASHION MARKET
Springer Nature Jörg Igelbrink’s study provides the disclosure of a
comprehensive explanation approach of the consumers purchase
motivation and attitude towards local fashion brands. The structure
equation model reveals six direct impacts on the consumers LFB attitude.
The author’s ﬁndings identify a new consumer typology presenting a model
of four positive consumer-attitude-types such as the inﬂuencing Realign
Performance Advocates. In the research ﬁeld of consumer behaviour the
new consumer typology illustrates both the consumer purchase motivation
and derived local fashion brand positioning.

BIG DATA RESEARCH FOR SOCIAL SCIENCES AND SOCIAL IMPACT
MDPI A new era of innovation is enabled by the integration of social
sciences and information systems research. In this context, the adoption of
Big Data and analytics technology brings new insight to the social sciences.
It also delivers new, ﬂexible responses to crucial social problems and
challenges. We are proud to deliver this edited volume on the social impact
of big data research. It is one of the ﬁrst initiatives worldwide analyzing of
the impact of this kind of research on individuals and social issues. The
organization of the relevant debate is arranged around three pillars:
Section A: Big Data Research for Social Impact: • Big Data and Their Social
Impact; • (Smart) Citizens from Data Providers to Decision-Makers; •
Towards Sustainable Development of Online Communities; • Sentiment
from Online Social Networks; • Big Data for Innovation. Section B.
Techniques and Methods for Big Data driven research for Social Sciences
and Social Impact: • Opinion Mining on Social Media; • Sentiment Analysis
of User Preferences; • Sustainable Urban Communities; • Gender Based
Check-In Behavior by Using Social Media Big Data; • Web Data-Mining
Techniques; • Semantic Network Analysis of Legacy News Media
Perception. Section C. Big Data Research Strategies: • Skill Needs for Early
Career Researchers—A Text Mining Approach; • Pattern Recognition
through Bibliometric Analysis; • Assessing an Organization’s Readiness to
Adopt Big Data; • Machine Learning for Predicting Performance; •
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Analyzing Online Reviews Using Text Mining; • Context–Problem Network
and Quantitative Method of Patent Analysis. Complementary social and
technological factors including: • Big Social Networks on Sustainable
Economic Development; Business Intelligence.

DEVELOPING SUCCESSFUL GLOBAL STRATEGIES FOR MARKETING
LUXURY BRANDS
IGI Global In recent times, the advent of new technologies, the concerns
about sustainability, and the new tastes of the youngest generations of
luxury consumers have aﬀected the traditional dynamics of the luxury
goods markets. These emerging issues have caused signiﬁcant changes in
the marketing of luxury goods. Sustainable development is not a new
practice in the luxury market but is of increasing importance. The real
challenge is for luxury companies to overcome the residual corporate social
responsibility perspective to embrace a real integration of environmental,
ethical, and social concerns into the corporate strategy. Integrated output
and sustainable processes, the introduction of non-ﬁnancial reporting as
operational practice, and a new orientation to circular economy practices
are emerging issues that still today request for a deeper exploration both
on the academic and managerial point of view. Digitalization is another
relevant issue that is reshaping the business model of luxury companies.
Big data, blockchain, omnichannel experience, and digital customer
experience represent the main digital challenges that luxury brand
companies are facing nowadays. Luxury brands must keep up with these
digital demands and sustainability concerns to maintain their position in
the global market. Developing Successful Global Strategies for Marketing
Luxury Brands upgrades the most relevant theoretical frameworks and
empirical research about the marketing of luxury goods. This book is
focused on contemporary issues aﬀecting luxury industries such as digital
transformation (blockchain, big data, analytics, innovation processes),
sustainable development, changes in luxury consumers’ behavior,
integration between physical and online channels, and the development of
social media marketing strategies. Chapters will cover areas of marketing,
management, buyer behavior, and international business, creating a
multidisciplinary approach for this book. This book is ideal for scholars,
local government agencies and public bodies, managers, luxury business
owners, along with practitioners, stakeholders, researchers, academicians,
and students who are interested in emerging issues aﬀecting the luxury
market, such as sustainability and digital transformation.

CONTEMPORARY ISSUES IN SOCIAL SCIENCE
Emerald Group Publishing This international exploration on diﬀerent
economic systems provides a comprehensive account which brings a wide
range of countries to the forefront in terms of both comparability and
accountability, this study shines a light on the diﬀerences in systems
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between states, and provides information to equip readers to minimize
those diﬀerences.

TOWARDS CONSUMER 4.0 INSIGHTS AND OPPORTUNITIES UNDER THE
MARKETING 4.0 SCENARIO
Frontiers Media SA

DATA SMART
USING DATA SCIENCE TO TRANSFORM INFORMATION INTO INSIGHT
John Wiley & Sons Data Science gets thrown around in the press like
it'smagic. Major retailers are predicting everything from when
theircustomers are pregnant to when they want a new pair of
ChuckTaylors. It's a brave new world where seemingly meaningless
datacan be transformed into valuable insight to drive smart
businessdecisions. But how does one exactly do data science? Do you have
to hireone of these priests of the dark arts, the "data scientist," toextract
this gold from your data? Nope. Data science is little more than using
straight-forward steps toprocess raw data into actionable insight. And in
DataSmart, author and data scientist John Foreman will show you
howthat's done within the familiar environment of aspreadsheet. Why a
spreadsheet? It's comfortable! You get to look at the dataevery step of the
way, building conﬁdence as you learn the tricksof the trade. Plus,
spreadsheets are a vendor-neutral place tolearn data science without the
hype. But don't let the Excel sheets fool you. This is a book forthose
serious about learning the analytic techniques, the math andthe magic,
behind big data. Each chapter will cover a diﬀerent technique in
aspreadsheet so you can follow along: Mathematical optimization,
including non-linear programming andgenetic algorithms Clustering via kmeans, spherical k-means, and graphmodularity Data mining in graphs,
such as outlier detection Supervised AI through logistic regression,
ensemble models, andbag-of-words models Forecasting, seasonal
adjustments, and prediction intervalsthrough monte carlo simulation
Moving from spreadsheets into the R programming language You get your
hands dirty as you work alongside John through eachtechnique. But never
fear, the topics are readily applicable andthe author laces humor
throughout. You'll even learnwhat a dead squirrel has to do with
optimization modeling, whichyou no doubt are dying to know.

SYSTEMS OF INSIGHT FOR DIGITAL TRANSFORMATION: USING IBM
OPERATIONAL DECISION MANAGER ADVANCED AND PREDICTIVE
ANALYTICS
IBM Redbooks Systems of record (SORs) are engines that generates value
for your business. Systems of engagement (SOE) are always evolving and
generating new customer-centric experiences and new opportunities to
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capitalize on the value in the systems of record. The highest value is
gained when systems of record and systems of engagement are brought
together to deliver insight. Systems of insight (SOI) monitor and analyze
what is going on with various behaviors in the systems of engagement and
information being stored or transacted in the systems of record. SOIs seek
new opportunities, risks, and operational behavior that needs to be
reported or have action taken to optimize business outcomes. Systems of
insight are at the core of the Digital Experience, which tries to derive
insights from the enormous amount of data generated by automated
processes and customer interactions. Systems of Insight can also provide
the ability to apply analytics and rules to real-time data as it ﬂows within,
throughout, and beyond the enterprise (applications, databases, mobile,
social, Internet of Things) to gain the wanted insight. Deriving this insight
is a key step toward being able to make the best decisions and take the
most appropriate actions. Examples of such actions are to improve the
number of satisﬁed clients, identify clients at risk of leaving and
incentivize them to stay loyal, identify patterns of risk or fraudulent
behavior and take action to minimize it as early as possible, and detect
patterns of behavior in operational systems and transportation that lead to
failures, delays, and maintenance and take early action to minimize risks
and costs. IBM® Operational Decision Manager is a decision management
platform that provides capabilities that support both event-driven insight
patterns, and business-rule-driven scenarios. It also can easily be used in
combination with other IBM Analytics solutions, as the detailed examples
will show. IBM Operational Decision Manager Advanced, along with
complementary IBM software oﬀerings that also provide capability for
systems of insight, provides a way to deliver the greatest value to your
customers and your business. IBM Operational Decision Manager Advanced
brings together data from diﬀerent sources to recognize meaningful trends
and patterns. It empowers business users to deﬁne, manage, and automate
repeatable operational decisions. As a result, organizations can create and
shape customer-centric business moments. This IBM Redbooks®
publication explains the key concepts of systems of insight and how to
implement a system of insight solution with examples. It is intended for IT
architects and professionals who are responsible for implementing a
systems of insights solution requiring event-based context pattern
detection and deterministic decision services to enhance other analytics
solution components with IBM Operational Decision Manager Advanced.

INSIGHTS, INNOVATION, AND ANALYTICS FOR OPTIMAL CUSTOMER
ENGAGEMENT
IGI Global Engaging customers has become an eﬀective strategy of
marketers for improving customer-brand relationships as customer
engagement is a perfect predictor of organic growth. Aggressive sales
promotions, advertising campaigns, rewards, discounts, and more may
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attract a customer, but customer engagement creates an emotional
connection with the brands/ﬁrms/services, which drives customer loyalty
and long-term proﬁtability. This has become much more applicable and
eﬀective with the use of social media platforms and the increased access
of internet. Moreover, the implementation of customer analytics to
measure engagement activities has provided marketers with more insights
for improving services. Insights, Innovation, and Analytics for Optimal
Customer Engagement is an advanced reference book that covers the
latest emerging research in customer engagement and includes underlying
theories, innovative methods, a review of existing literature, engagement
analytics, and insights for marketers with reference to customer
engagement. The book covers various product categories, industries, and
sectors that are working to engage customers in inventive and creative
ways. This book is a comprehensive reference tool for marketers, brand
managers, social media specialists, advertisers, managers, executives,
academicians, researchers, practitioners, and students interested in
gaining comprehensive knowledge about customer engagement and the
latest advancements in the ﬁeld.

PROFITING FROM THE DATA ECONOMY
UNDERSTANDING THE ROLES OF CONSUMERS, INNOVATORS AND
REGULATORS IN A DATA-DRIVEN WORLD
Pearson Education Today, the insights available through "big data" are
potentially limitless – ranging from improved product recommendations
and more well-targeted promotions to more eﬃcient public agencies. In
Proﬁting From the Data Economy , cutting-edge academic researcher,
David Schweidel, considers the role that individual consumers, innovators
and government will play in shaping tomorrow's data economy. For each
group, the author identiﬁes both what can be gained and what is at stake.
Writing for decision-makers, strategists, and stakeholders of all kinds, he
reveals how today's data explosion will aﬀect consumers' relationships
with businesses, and the roles government may play in the process. The
book puts you in the shoes of individuals generating data, innovators
seeking to capitalize on it, and regulators seeking to protect consumers –
and shows how all these roles will be increasingly interconnected in the
future. For analytics executives; senior managers; CIOs, CEOs, CMOs;
marketing specialists, and analysts; and consultants involved with Big
Data, marketing, customer privacy, or related issues. This guide will also
be valuable in many business analytics, digital marketing, and social media
courses and academic programs.

BIG DATA, BIG ANALYTICS
EMERGING BUSINESS INTELLIGENCE AND ANALYTIC TRENDS FOR
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TODAY'S BUSINESSES
John Wiley & Sons Unique prospective on the big data analytics
phenomenon for both business and IT professionals The availability of Big
Data, low-cost commodity hardware and new information management and
analytics software has produced a unique moment in the history of
business. The convergence of these trends means that we have the
capabilities required to analyze astonishing data sets quickly and costeﬀectively for the ﬁrst time in history. These capabilities are neither
theoretical nor trivial. They represent a genuine leap forward and a clear
opportunity to realize enormous gains in terms of eﬃciency, productivity,
revenue and proﬁtability. The Age of Big Data is here, and these are truly
revolutionary times. This timely book looks at cutting-edge companies
supporting an exciting new generation of business analytics. Learn more
about the trends in big data and how they are impacting the business
world (Risk, Marketing, Healthcare, Financial Services, etc.) Explains this
new technology and how companies can use them eﬀectively to gather the
data that they need and glean critical insights Explores relevant topics
such as data privacy, data visualization, unstructured data, crowd sourcing
data scientists, cloud computing for big data, and much more.

SOCIAL DATA ANALYTICS
CRC Press This book is an introduction to social data analytics along with
its challenges and opportunities in the age of Big Data and Artiﬁcial
Intelligence. It focuses primarily on concepts, techniques and methods for
organizing, curating, processing, analyzing, and visualizing big social data:
from text to image and video analytics. It provides novel techniques in
storytelling with social data to facilitate the knowledge and fact discovery.
The book covers a large body of knowledge that will help practitioners and
researchers in understanding the underlying concepts, problems, methods,
tools and techniques involved in modern social data analytics. It also
provides real-world applications of social data analytics, including: Sales
and Marketing, Inﬂuence Maximization, Situational Awareness, customer
success and Segmentation, and performance analysis of the industry. It
provides a deep knowledge in social data analytics by comprehensively
classifying the current state of research, by describing in-depth techniques
and methods, and by highlighting future research directions. Lecturers will
ﬁnd a wealth of material to choose from for a variety of courses, ranging
from undergraduate courses in data science to graduate courses in data
analytics.

BIG DATA, ANALYTICS, AND THE FUTURE OF MARKETING & SALES
Big Data is the biggest game-changing opportunity for marketing and sales
since the Internet went mainstream almost 20 years ago. The data big
bang has unleashed torrents of terabytes about everything from customer
behaviors to weather patterns to demographic consumer shifts in emerging
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markets. This collection of articles, videos, interviews, and slideshares
highlights the most important lessons for companies looking to turn data
into above-market growth: Using analytics to identify valuable business
opportunities from the data to drive decisions and improve marketing
return on investment (MROI) Turning those insights into well-designed
products and oﬀers that delight customers Delivering those products and
oﬀers eﬀectively to the marketplace.The goldmine of data represents a
pivot-point moment for marketing and sales leaders. Companies that inject
big data and analytics into their operations show productivity rates and
proﬁtability that are 5 percent to 6 percent higher than those of their
peers. That's an advantage no company can aﬀord to ignore.

ADVANCING THE IMPACT OF DESIGN SCIENCE: MOVING FROM
THEORY TO PRACTICE
9TH INTERNATIONAL CONFERENCE, DESRIST 2014, MIAMI, FL, USA,
MAY 22-24, 2014. PROCEEDINGS
Springer This book constitutes the thoroughly refereed proceedings of the
9th International Conference on Design Science Research in Information
Systems and Technology, DESRIST 2014, held in Miami, FL, USA in May
2014. The 19 full papers, 7 research-in-progress papers and 18 short
papers describing prototype demonstrations were carefully reviewed and
selected from 71 submissions. The papers are organized in topical sections
on design science; emerging themes; meta issues; methods; supporting
business processes; team support; work-in-progress papers and
prototypes.

POPULATION HEALTH: BEHAVIORAL AND SOCIAL SCIENCE INSIGHTS
Government Printing Oﬃce The purpose of this book is to gain a better
understanding of the multitude of factors that determine longer life and
improved quality of life in the years a person is alive. While the emphasis is
primarily on the social and behavioral determinants that have an eﬀect on
the health and well-being of individuals, this publication also addresses
quality of life factors and determinants more broadly. Each chapter in this
book considers an area of investigation and ends with suggestions for
future research and implications of current research for policy and
practice. The introductory chapter summarizes the state of Americans’
health and well-being in comparison to our international peers and
presents background information concerning the limitations of current
approaches to improving health and well-being. Following the introduction,
there are 21 chapters that examine the eﬀects of various behavioral risk
factors on population health, identify trends in life expectancy and quality
of life, and suggest avenues for research in the behavioral and social
science arenas to address problems aﬀecting the U.S. population and
populations in other developed and developing countries around the world.

12

Insight Consumer And Science Social Data Of Meeting The At Marketing 29-09-2022
Data Big Humanizing

key=meeting

Insight Consumer And Science Social Data Of Meeting The At Marketing Data Big
Humanizing

13

Undergraduate and graduate students pursuing coursework in health
statistics, health population demographics, behavioral and social science,
and heatlh policy may be interested in this content. Additionally,
policymakers, legislators, heatlh educators, and scientiﬁc organizations
around the world may also have an interest in this resource.

COMPUTATIONAL SCIENCE AND TECHNOLOGY
6TH ICCST 2019, KOTA KINABALU, MALAYSIA, 29-30 AUGUST 2019
Springer Nature This book gathers the proceedings of the Sixth
International Conference on Computational Science and Technology 2019
(ICCST2019), held in Kota Kinabalu, Malaysia, on 29–30 August 2019. The
respective contributions oﬀer practitioners and researchers a range of new
computational techniques and solutions, identify emerging issues, and
outline future research directions, while also showing them how to apply
the latest large-scale, high-performance computational methods.

HANDBOOK OF RESEARCH ON CONSUMER BEHAVIOR CHANGE AND
DATA ANALYTICS IN THE SOCIO-DIGITAL ERA
IGI Global The emergence of new technologies within the industrial
revolution has transformed businesses to a new socio-digital era. In this
new era, businesses are concerned with collecting data on customer needs,
behaviors, and preferences for driving eﬀective customer engagement and
product development, as well as for crucial decision making. However, the
ever-shifting behaviors of consumers provide many challenges for
businesses to pinpoint the wants and needs of their audience. The
Handbook of Research on Consumer Behavior Change and Data Analytics in
the Socio-Digital Era focuses on the concepts, theories, and analytical
techniques to track consumer behavior change. It provides
multidisciplinary research and practice focusing on social and behavioral
analytics to track consumer behavior shifts and improve decision making
among businesses. Covering topics such as consumer sentiment analysis,
emotional intelligence, and online purchase decision making, this premier
reference source is a timely resource for business executives,
entrepreneurs, data analysts, marketers, advertisers, government oﬃcials,
social media professionals, libraries, students and educators of higher
education, researchers, and academicians.

WELL-BEING IN THE WORKPLACE: GOVERNANCE AND SUSTAINABILITY
INSIGHTS TO PROMOTE WORKPLACE HEALTH
Springer Nature This book is intended for human resources management
academics, researchers, students, organizational leaders and managers,
HR Practitioners, and those responsible for helping support employees in
the 21st-century workplace. It oﬀers a path forward to create an
environment that will not only build a healthier workplace by providing
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appropriate and eﬀective well-being interventions but also oﬀers solutions
to manage multi-generational and ‘holistic’ employees within the
employment relationship. The book describes the factors that promote
healthy and WELL organizations and introduces concepts and strategies to
reduce workplace stress and mental health issues and improve workplace
well-being toward sustained organizational success. Employers that
embrace the corporate responsibility of promoting the health and wellbeing of multi-generational, holistic employees will reap cost savings,
employee engagement, and productivity advantages, as well as a healthier
and more productive workforce.

SOCIALNOMICS
HOW SOCIAL MEDIA TRANSFORMS THE WAY WE LIVE AND DO
BUSINESS
John Wiley & Sons The benchmark book on to the eﬀects and implications
of social media on our daily lives, and how businesses can harness its
power Socialnomics is an essential book for anyone who wants to
understand the implications of social media on our daily lives and how
businesses can tap the power of social media to increase their sales, cut
their marketing costs, and reach consumers directly. In this revised and
updated second edition, author Erik Qualman presents new material based
on meeting with 75 Fortune 1000 companies, 50 colleges and universities,
and over 100 small businesses & non-proﬁts since the ﬁrst edition.
Qualman's materials have been used from IBM to NASA to Harvard to local
businesses. Lists the top ten easy opportunities that companies and
organization miss when it comes to social media Describes where social
media should reside in an organization and the necessary building blocks
for success Explains why over 50 percent of companies still block social
media to their employees and why this is a detriment to success Shares
proper training methods for your ENTIRE organization on social media; not
just the chosen few Reviews the top companies, organizations and
individuals using social media, explaining what separates them from other
companies and how to replicate their success Social media can transform
your business and your relationship with consumers. Discover what social
media can do for you, and what you can do for others while using social
media.

HANDBOOK OF MARKETING DECISION MODELS
Springer The Second Edition of this book presents the state of the art in
this important ﬁeld. Marketing decision models constitute a core
component of the marketing discipline and the area is changing rapidly,
not only due to fundamental advances in methodology and model building,
but also because of the recent developments in information technology,
the Internet and social media. This Handbook contains eighteen chapters
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that cover the most recent developments of marketing decision models in
diﬀerent domains of marketing. Compared to the previous edition, thirteen
chapters are entirely new, while the remaining chapters represent
complete updates and extensions of the previous edition. This new edition
of the Handbook has chapters on models for substantive marketing
problems, such as customer relationship management, customer loyalty
management, website design, Internet advertising, social media, and social
networks. In addition, it contains chapters on recent methodological
developments that are gaining popularity in the area of marketing decision
models, such as structural modeling, learning dynamics, choice modeling,
eye-tracking and measurement. The introductory chapter discusses the
main developments of the last decade and discusses perspectives for
future developments.

SOCIAL INFORMATICS
6TH INTERNATIONAL CONFERENCE, SOCINFO 2014, BARCELONA,
SPAIN, NOVEMBER 11-13, 2014, PROCEEDINGS
Springer This book constitutes the proceedings of the 6th International
Conference on Social Informatics, SocInfo 2014, held in Barcelona, Spain, in
November 2014. The 28 full papers and 14 short papers presented in this
volume were carefully reviewed and selected from 147 submissions. The
papers are organized in topical sections such as network, communities,
and crowds; interpersonal links and gender biases; news, credibility, and
opinion formation; science and technologies; organizations, society and
social good.

SOCIAL MEDIA MARKETING: BREAKTHROUGHS IN RESEARCH AND
PRACTICE
BREAKTHROUGHS IN RESEARCH AND PRACTICE
IGI Global In the digital age, numerous technological tools are available to
enhance business processes. When these tools are used eﬀectively,
knowledge sharing and organizational success are signiﬁcantly increased.
Social Media Marketing: Breakthroughs in Research and Practice contains a
compendium of the latest academic material on the use, strategies, and
applications of social media marketing in business today. Including
innovative studies on email usage, social interaction technologies, and
internet privacy, this publication is an ideal source for managers, corporate
trainers, researchers, academics, and students interested in the business
applications of social media marketing.

REGULATORY INSIGHTS ON ARTIFICIAL INTELLIGENCE
RESEARCH FOR POLICY
Edward Elgar Publishing This provocative book investigates the
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relationship between law and artiﬁcial intelligence (AI) governance, and
the need for new and innovative approaches to regulating AI and big data
in ways that go beyond market concerns alone and look to sustainability
and social good.

CREATING VALUE
THE THEORY AND PRACTICE OF MARKETING SEMIOTICS RESEARCH
Oxford University Press, USA In global consumer culture, brands structure
an economy of symbolic exchange that gives value to the meanings
consumers attach to the brand name, logo, and product category. Brand
meaning is not just a value added to the ﬁnancial value of goods, but has
material impact on ﬁnancial markets themselves. Strong brands leverage
consumer investments in the cultural myths, social networks, and ineﬀable
experiences they associate with marketing signs and rituals. Creating
Value: The Theory and Practice of Marketing Semiotic Research is a guide
to managing these investments by managing the cultural codes that deﬁne
value in a market or consumer segment. The book extends the discussion
beyond the basics of semiotics to post-structural debates related to
ethnographic performance, multicultural consumer identity, the digitalized
consumer, and heterotopic experiences of consumer space. The book
invites readers to challenge the current thinking on topics ranging from
cultural branding and brand rhetoric to digital media management and
service site design. It also emphasizes the role of product category codes
and cultural trends in the production of perceived value. Creating Value
explains theory in language that is accessible to academics and students,
as well as research practitioners and marketers. By applying semiotics to
the everyday world of the marketplace, the book makes sense of the
semiotics discipline, which is often mystiﬁed by technical jargon and hairsplitting debate in the academic literature. The book also provides
practitioners and professors with a practical guide to the methods used in
semiotic research across the marketing mix.

DIGITAL MARKETING ANALYTICS
IN THEORY AND IN PRACTICE (BLACK & WHITE PRINT VERSION)
From Kevin Hartman, Director of Analytics at Google, comes an essential
guide for anyone seeking to collect, analyze, and visualize data in today's
digital world (printed in black & white to keep print costs down). Even if
you know nothing about digital marketing analytics, digital marketing
analytics knows plenty about you. It's a fundamental, inescapable, and
permanent cornerstone of modern business that aﬀects the lives of
analytics professionals and consumers in equal measure. This ﬁve-part
book is an attempt to provide the context, perspective, and information
needed to make analytics accessible to people who understand its reach
and relevance and want to learn more. PART 1: The Day the Geeks Took
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Over The ubiquity of data analytics today isn't just a product of the past
half-century's transformative and revolutionary changes in commerce and
technology. Humanity has been developing, analyzing, and using data for
millennia. Understanding where digital marketing analytics is now and
where it will be in ﬁve, 10, or 50 years requires a holistic and historical
view of our relationship and interaction with data. Part 1 looks at modern
analysts and analytics in the context of its distinct historical epochs, each
one containing major inﬂection points and laying a foundation for future
advancements in the ART + SCIENCE that is modern data analytics. PART 2:
Consumer/Brand Relationships The methods that brands use to build
relationships with consumers - online video, search, display ads, and social
media - give analysts a wealth of data about behaviors on these platforms.
Knowing how to assess successful consumer/brand relationships and
understanding a consumer's purchase journey requires a useable
framework for parsing this data. In Part 2, we explore each digital channel
in-depth, including a discussion of key metrics and measurements, how
consumers interact with brands on each platform, and ways of organizing
consumer data that enable actionable insights. PART 3: The Science of
Analytics Part 3 focuses on understanding digital data creation, how
brands use that data to measure digital marketing eﬀectiveness, and the
tools and skill sets analysts need to work eﬀectively with data. While the
contents are lightly technical, this section veers into the colloquial as we
dive into multitouch attribution models, media mix models, incrementality
studies, and other ways analysts conduct marketing measurement today.
Part 3 also provides a useful framework for evaluating data analysis and
visualization tools and explains the critical importance of digital marketing
maturity to analysts and the companies for which they work. PART 4: The
Art of Analytics Every analyst dreams of coming up with the "Big Idea" - the
game-changing and previously unseen insight or approach that gives their
organization a competitive advantage and their career a huge boost. But
dreaming won't get you there. It requires a thoughtful and disciplined
approach to analysis projects. In this part of the book, I detail the four
elements of the Marketing Analytics Process (MAP): plan, collect, analyze,
report. Part 4 also explains the role of the analyst, the six mutually
exclusive and collectively exhaustive ("MECE") marketing objectives, how
to ﬁnd context and patterns in collected data, and how to avoid the pitfalls
of bias. PART 5: Storytelling with Data In Part 5, we dive headlong into the
most important aspect of digital marketing analytics: transforming the
data the analyst compiled into a comprehensive, coherent, and meaningful
report. I outline the key characteristics of good visuals and the minutiae of
chart design and provide a ﬁve-step process for analysts to follow when
they're on their feet and presenting to an audience.

MANAGING CUSTOMERS THROUGH ECONOMIC CYCLES
John Wiley & Sons Whether you are a global Fortune 500 organization or a
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small business Managing Customers Through Economic Cycles show you
how to optimize your business's sales and marketing approaches speciﬁc
to survive and thrive in each economic cycle and transition. "The business
case for continuing to invest in service and innovation can be compromised
by an economic downturn. McKean clearly lays out the case for weathering
the economic storm by achieving a careful balance of investment in the
areas that truly matter – and continually using data to reinforce the idea
that business can be more science than art, after all." —Barbara Higgins,
Vice-President, Worldwide Contact Centers, United Airlines "John McKean's
work has served as practical guide for me and my teammates. I have seen
countless examples of businesses managing their customers’ experience
with a short term economic view. If the right principles are employed
consistently, as John teaches us, we can create the right emotional
experience that delivers growth and loyalty – as well as the improved
operating leverage – that are needed in good times and in tough times.
Consistency of values and experiences keeps companies from having to be
reactionary and short sighted in a down economy. Thanks, John, for
another practical lesson." —John Quinn, former Customer Service and
Support Executive, Bank of America "In good times and bad, forecasting
where business is headed is both art and science. As John McKean so
eloquently states, marrying data driven analytics with consumer insight is
critical for managing through tough economic cycles. This book is a must
read for anyone intent on driving greater proﬁtability and consistently outbehaving the competition." —Joni Newkirk, CEO, Integrated Insight, Inc.,
former SVP, Business Insight & Improvement, Walt Disney Parks & Resorts
"John McKean continues his pursuit of the proﬁtable customer through the
turbulent world of boom and bust. His book provides valuable insights into
how businesses survive and thrive in a volatile economic climate." —Trevor
Dukes, Business Systems, WH Smith "The rise of customer power coupled
with challenging economic conditions demand that organizations leverage
the power of the Internet and related technologies to stay relevant to their
customers. As John McKean points out in his compelling new book,
successful ﬁrms have built a core competency in leveraging information
technology not only to survive economic transitions but thrive in an everchanging economy." —Erik Brynjolfsson, Professor, MIT Sloan School and
co-author of Wired for Innovation: How Information Technology is
Reshaping the Economy "It would be hard to name a more relevant or
timely topic for sales and marketing today than that of how to cope with
economic downturns and upturns, and this is exactly the subject John
McKean has insightfully tackled head-on in Managing Customers Through
Economic Cycles." —Don Peppers and Martha Rogers, Ph.D., Peppers &
Rogers Group

EBOOK: PRINCIPLES AND PRACTICE OF MARKETING, 9E
McGraw Hill EBOOK: Principles and Practice of Marketing, 9e
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R: MINING SPATIAL, TEXT, WEB, AND SOCIAL MEDIA DATA
Packt Publishing Ltd Create data mining algorithms About This Book
Develop a strong strategy to solve predictive modeling problems using the
most popular data mining algorithms Real-world case studies will take you
from novice to intermediate to apply data mining techniques Deploy
cutting-edge sentiment analysis techniques to real-world social media data
using R Who This Book Is For This Learning Path is for R developers who
are looking to making a career in data analysis or data mining. Those who
come across data mining problems of diﬀerent complexities from web,
text, numerical, political, and social media domains will ﬁnd all information
in this single learning path. What You Will Learn Discover how to
manipulate data in R Get to know top classiﬁcation algorithms written in R
Explore solutions written in R based on R Hadoop projects Apply data
management skills in handling large data sets Acquire knowledge about
neural network concepts and their applications in data mining Create
predictive models for classiﬁcation, prediction, and recommendation Use
various libraries on R CRAN for data mining Discover more about data
potential, the pitfalls, and inferencial gotchas Gain an insight into the
concepts of supervised and unsupervised learning Delve into exploratory
data analysis Understand the minute details of sentiment analysis In Detail
Data mining is the ﬁrst step to understanding data and making sense of
heaps of data. Properly mined data forms the basis of all data analysis and
computing performed on it. This learning path will take you from the very
basics of data mining to advanced data mining techniques, and will end up
with a specialized branch of data mining—social media mining. You will
learn how to manipulate data with R using code snippets and how to mine
frequent patterns, association, and correlation while working with R
programs. You will discover how to write code for various predication
models, stream data, and time-series data. You will also be introduced to
solutions written in R based on R Hadoop projects. Now that you are
comfortable with data mining with R, you will move on to implementing
your knowledge with the help of end-to-end data mining projects. You will
learn how to apply diﬀerent mining concepts to various statistical and data
applications in a wide range of ﬁelds. At this stage, you will be able to
complete complex data mining cases and handle any issues you might
encounter during projects. After this, you will gain hands-on experience of
generating insights from social media data. You will get detailed
instructions on how to obtain, process, and analyze a variety of sociallygenerated data while providing a theoretical background to accurately
interpret your ﬁndings. You will be shown R code and examples of data
that can be used as a springboard as you get the chance to undertake your
own analyses of business, social, or political data. This Learning Path
combines some of the best that Packt has to oﬀer in one complete, curated
package. It includes content from the following Packt products: Learning
Data Mining with R by Bater Makhabel R Data Mining Blueprints by
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Pradeepta Mishra Social Media Mining with R by Nathan Danneman and
Richard Heimann Style and approach A complete package with which will
take you from the basics of data mining to advanced data mining
techniques, and will end up with a specialized branch of data
mining—social media mining.

MIND THE SUSTAINABLE FOOD: NEW INSIGHTS IN FOOD
PSYCHOLOGY
Frontiers Media SA

2021 CONSUMER TREND INSIGHTS
미래의 창 영어로 읽는 <트렌드 코리아 2021> 해마다 출간 즉시, 종합 베스트셀러 1위를 차지하는 ‘검증된’ 최고의 트렌드서, <트렌드
코리아> 시리즈를 이제 영어로도 만날 수 있게 됐다. 명실공히 글로벌 시대, K-Pop과 K-Food에 이어 K-Trend가 이제 세계를
리드한다. 국내외 대기업 및 다국적 기업의 외국인 임원들과 국내에 주재하고 있는 외국인 비즈니스맨들과 언론사 특파원들 그리고 해외 투자자들에게
는 물론이고, 국내외 비즈니스 현장에서 활용할 수 있는 트렌디한 영어 표현에 목말라 하는 국내 영어학습자들에게도 반가운 책이 될 것이다. 한국에
서 현재 뭐가 인기 있고, 한국 소비자들이 무엇을 좋아하며, 왜 달고나 커피와 아무노래 챌린지가 그토록 세계적인 인기를 끌 수 있었는지, 한국의
MZ세대가 무엇에 열광하며 그들을 왜 ‘롤코족’이라고 부르는지, 당근이 왜 먹는 당근이 아닌 것인지, 궁금해 하는 모든 사람들에게 친절하고 흥
미로우면서도 심도 있는 설명을 담고 있다. 영문판은 한글판을 최대한 충실히 옮기되 단어 대 단어의 직역을 피하고 글로벌 시장에서 일하는 기획자
와 마케터, 디자이너, 사업가들이 보다 쉽게 이해하고 받아들일 수 있도록 조정 작업을 거쳤다. 글로벌 시장의 ‘테스트 베드’ 역할을 하는 한국 시
장과 한국 소비자에 대한 이해는 글로벌 시장에 대한 이해에도 도움을 줄 것이다.
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