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WILMINGTON UNIVERSITY 

COLLEGE OF BUSINESS 

BASIC COURSE INFORMATION 

 
COURSE TITLE:   Web and Social Media Analytics 
COURSE NUMBER: BBA 440 
PRE-REQUISITE(S): BBA 305 
COURSE DESCRIPTION: 
Students will gain knowledge of the most effective strategies for analyzing web and 
social media data generated by online activity. The course will examine social media 
analytical tools that enable organizations to understand what consumers and bloggers 
are saying about them, their products, and their competitors. Students will gain 
knowledge of web analytics to track and analyze the behavior of customers and 
browsers. Topics include extracting conclusions from abandoned shopping carts, RFM 
analysis, site usage, domains and URLs, keywords, and search engine placement. 

MAJOR INSTRUCTIONAL GOALS:  
GOAL A: 
Understand network structures and concepts that support web and social media data  

Learning Objectives: The student will: 

A-1 Develop a thorough knowledge of sources of web-based data  

A-2 Understand the structure and evolution of the internet through an 
understanding of the webgraph, internet traffic patterns, and the spread of 
information across networks 

 A-3 Understand the key technologies and strategies used by firms in digital 
advertising and the role of search engines in reaching defined goals 

 A-4 Develop an understanding of constructs that enable web analytics such as 
tagging, metadata, and weblogs  

A-5 Understand the limitations of web-based data 

GOAL B: 
Develop an applied knowledge of network and social media analytics methodologies to 
explore and draw insights from web and social media data 

Learning Objectives: The student will: 
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B-1 Apply multiple quantitative and qualitative methods such as clickstream 
analysis, A/B testing, uplift modeling, surveys, social network analysis, key 
influencer identification, and sentiment analysis to analyze website traffic 
and social media interactions and initiativesB-2 Use key web metrics (e.g., 
visits, bounce rate, conversion rate) to understand customer behavior on 
websites and assess program goals and return on investment (ROI) 

B-3 Perform social network analysis to identify important social actors, 
subgroups (i.e., clusters), and network properties in social media sites 
such as Twitter, Facebook, and YouTube 

B-4 Understand and apply best practices in Search Engine Optimization 

B-5 Become familiar with industry communities, publications, and conferences 
focused on web and social media analytics and the business problems 
they explore 

GOAL C: 
Become proficient in the use of web and social media tools to analyze business 
problems 

Learning Objectives: The student will: 

C-1 Develop an understanding of how companies leverage online social 
networks and online communities for traditional and online businesses 

C-2 Develop a hands-on, working knowledge of Google Analytics and working 
knowledge of other software (e.g. Hootsuite, IBM Digital Analytics, 
Omniture) as data analysis tools for gaining insight from data 

C-3 Utilize full complement of statistical and analytic tools learned in the 
Analytics Program (e.g. Excel-based analysis, Tableau, XLMiner, GIS, 
etc.) to visualize, model, and analyze data 

C-4 Apply technical and analytic skills to develop a significant group research 
project which will be presented to the class 

GOAL D: 
Utilize critical thinking to solve business problems 

Learning Objectives: The student will: 

D-1 Evaluate information sources and structure to develop an understanding 
of the infrastructure needed to support data analysis 

D-2 Evaluate the appropriateness of potential data visualization techniques 
within the context of the available data 



            
 
 
Page 3 of 3 

Syllabus is sole property of Wilmington University 
 

D-3 Master the ability to use information developed from web and social media 
data to influence the decisions of non-analytic business decision-makers 

D-4 Apply ethical principles to the use of web and social media data 

 


	COURSE TITLE:   Web and Social Media Analytics
	COURSE NUMBER: BBA 440
	PRE-REQUISITE(S): BBA 305
	COURSE DESCRIPTION:
	MAJOR INSTRUCTIONAL GOALS:
	GOAL A:
	GOAL B:
	GOAL C:
	GOAL D:

