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LINGNAN UNIVERSITY 
Department of Marketing & International Business 

M.Sc. in Marketing and International Business Programme 

 

MIB 607: Big Data Marketing 

2019-20 Second Term  

______________________________________________________________________ 

 

Instructor:  Prof. Yiwei Li (Victor)  

Email: victor.li@ln.edu.hk  

Tel.: 2616 8243 

Office: SEK101/8 

  

Class Hours:   Thursdays (14:00 - 17:00, NAB 115) 

   or Thursdays/Mondays* nights for guest speakers 

                                    (18:00 - 19:15, SEK 206) 

   Please refer to “Course Schedule” on Page 5 for details 

 

Office Hours:   Wednesday (17:30 - 19:30) 

  Thursdays (17:00 - 19:00) 

 

 

Brief Course Description: 

 

In the age of Big Data, marketing analytics increasingly plays an important role in 

business decision making. Big data marketing analytics improves the quality of marketing 

decision making by helping firms better understand their customers and competitors. This 

course introduces students to state-of-the-art big data and marketing analytics to generate 

business insights, demonstrates how to practically apply these analytical skills to real-

world business decisions, and provides the skills needed to make intelligent use of 

marketing data in making recommendations about marketing strategies. These skills are 

learned through a combination of lectures, assignments, in-class exercises, and project 

with real data. 

 

Purpose and Nature of the Course: 

 

This seminar-style course will provide students with a better understanding of the current 

big data strategies in both China and international markets, covering a wide variety of 

topics including: Internet and mobile marketing, social media and social network 

marketing, online advertising and Web analytics, online-to-offline (O2O) and live-

streaming marketing, and customer relationship management (CRM) strategies. 

Methodologies and techniques, including text mining, econometrics models, machine 

learning, and social network analysis will be introduced with real-life business cases. 

Focusing on non-traditional, innovative concepts and approaches for big data marketing 

strategies, this course will help you develop with both marketing ideas and quantitative 

capabilities for doing business in the big data world. While hands-on techniques are 

essential parts of this class, students are not expected to master all of the introduced 

computational and statistical skills but expected to have a working knowledge of big data 

marketing applications, and how they are linked and supported by emerging techniques 

and methodologies. 

mailto:victor.li@ln.edu.hk
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This is a seminar-style class requiring your active participation. We hope every student 

can develop his or her own understanding of big data marketing. Our primary role is to 

stimulate and guide this process. Lectures delivered by both the teaching team and guest 

speakers, presentations, case and project discussions will be integrated with an interactive 

and iterative style. In order to have an informed class discussion, you are encouraged to 

preview the course materials for each class, prior to attending the class. In the group 

discussion, all team members are expected to participate. It is our teaching team’s 

responsibility to create an open and supportive environment where students can feel 

comfortable to discuss the assigned topics. In this process, students will learn how to 

develop an effective big data marketing strategy and build up independent analytical skills 

during the discussion. 

 

 

Learning Outcomes: 

 

On successfully completion of this course, students are expected to: 

 

1. Apply the concepts and theories to the analysis of marketing problem and big data 

application. (LO1) 

 

2. Develop necessary analytical skills to solve key marketing problems and data issues. 

(LO2) 

 

3. Describe the data-handling methods used to make marketing decisions and apply 

these techniques to propose marketing problems involving new product design, 

consumer segmentation, targeting, and positioning, as well as pricing and product 

decisions. (LO3) 

 

4. Make marketing recommendations based on rigorous analysis and on sound 

reasoning. (LO4) 

 

 

Measurement of Learning Outcomes 

 

1. Class discussions and In-class exercises, in the form of quizzes, case studies, and 

response exercise measure students’ ability to explain concepts and apply appropriate 

analytical skills to given research problems and types of customer data (LO1, 3). 

 

2. Individual assignment requires students to analyze a big data marketing problem and 

assesses their understanding of the key concepts of marketing analytics (LO1, 2, 3) 

 

3. Group project requires students to create, design, and analyze a data-driven marketing 

problem. The objective of the project is to demonstrate student’s ability to apply and 

integrate the various data-driven techniques and marketing analytics concepts to 

develop effective strategies for a sustained and successful business. (LO 1, 2, 3, 4) 

 

4. Final examination is designed to evaluate students’ general knowledge of fundamental 

data-driven business and marketing analytical skills and concepts, and ability to apply 

this knowledge in a various marketing application such as product design and 

customer segmentation. (LO 1, 2, 3, 4) 
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Measurement Criteria to Assess Learning Outcomes  

 

Measurement of Learning 

Outcomes 
Weights 

Learning Outcomes 

LO1 LO2 LO3 LO4 

In-class exercise/ quizzes/ case 

studies (including attendance) 
20%     

Individual Assignment 20%     

Group project 30%     

Final examination 30%     

 

 

Assessment 

 

The assessment is on the basis of continuous assessment (both individual assignment 

and group projects), in-class exercise, and final examinations. 

 

Attendance                                                                        5%  

In-class exercise / quizzes/ case studies discussion (excluding attendance)       15% 

Individual Assignment                               20%  

Group project          30% 

Final examination           30% 

Total                             100% 

 

 

Required Readings: 

 

Galit Shmueli, Peter C Bruce, Inbal Yahav, Nitin R Patel, and Kenneth C. Lichtendahl Jr 

(2018). Data Mining for Business Analytics: Concepts, Techniques, and Applications in 

R, 1st ed., Wiley. 

 

 

Supplementary Readings: 

 

Andy Field, Jeremy Miles, and Zoe Field (2012). Discovering Statistics Using R, 1st ed., 

SAGE Publications Ltd. 

 

 

Course Requirements: 

 

1.  Group project (30%: project presentation and report):  

A professional marketer can well promote and communicate the benefits of products 

or services to customers, and at the same time make and implement effective 

marketing strategies that bring the beneficial outcome to businesses. This assignment 

is designed to help students deepen their understanding of the big data strategies used 

by companies to evaluate and improve their business outcomes such as to increase 

companies’ sales performance, to acquire and maintain customers, and to boost online 

word of mouth, etc. There is no restriction on the scope and presentation of your 



 - 4 - 

research and analysis. Each group can choose a particular company, or brand, or 

marketing campaign, AND investigate appropriate big data strategies for it. The 

deliverable is a PowerPoint presentation with a description of the findings, to be 

presented during the class. Please organize yourselves into groups of 5 people each, 

and then nominate your topics by sending an email to me before 24:00, 13th Feb. The 

form should contain the name, student ID, email address and the top three preferred 

choices of the project topic, you will be allocated your first choice of topic if it is still 

available. A brief proposal should be emailed to me before 24:00, 27th Feb. The 

project presentation date and group project report are scheduled on 16th April. Peer 

Evaluation may be conducted to ensure equitable contribution from group members. 

 

2.  Individual Assignment (20%): An individual assignment covering the material 

covered in the initial weeks of the course and covering materials from the associated 

book chapters will be distributed to students. The due dates of this assignment will be 

specified when distributed.  

 

3.  In-class exercise/ quizzes/ case studies (including attendance, 20%): Students are 

encouraged to participate in class discussions. A number of cases are selected for this 

purpose. Students are expected to apply the marketing concepts to solve realistic 

business problems and analyze cases which are selected from both the textbook and 

the industry.  

 

4.  Final Examination (30%): There will be a two-hour written examination at the end 

of the term. The exam paper will normally consist of case studies and a couple of 

essay type questions.  

 

 

Important Notes: 

 

1. Students are expected to spend a total of 9 hours (i.e. 3 hours of class contact and 6 

hours of personal study) per week to achieve the course learning outcomes. 

 

2. Students shall be aware of the University regulations about dishonest practice in course 

work, tests and examinations, and the possible consequences as stipulated in the 

Regulations Governing University Examinations. In particular, plagiarism, being a kind 

of dishonest practice, is “the presentation of another person’s work without proper 

acknowledgment of the source, including exact phrases, or summarized ideas, or even 

footnotes/citations, whether protected by copyright or not, as the student’s own work”. 

Students are required to strictly follow university regulations governing academic 

integrity and honesty. 

 

3. Students are required to submit writing assignment(s) using Turnitin. 

 

4. To enhance students’ understanding of plagiarism, a mini-course “Online Tutorial on 

Plagiarism Awareness” is available on https://pla.ln.edu.hk/. 

 

 

 

 

 

https://pla.ln.edu.hk/
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Course Schedule: 

 

Week Topics Covered Activities 
Textbook 

Galit  Andy 

(1) 

1/10 

- Big data Marketing and 

Its Landscape 

Thu (14:00-17:00):  

An gentle introduction to big data marketing 
1 1 

(2)  

1/16 

- The Commercial 

Revolution in Big Data 

Era 

 

 

Thu (14:00-15:15) 

“The Big Data Journal Has Begun”, guest 

lecture by  

• Ms. Joanna CHOW, E-commerce 

Supervisor, Hong Kong Airlines  

 

Thu (15:30-17:00):  

The change of consumer habits, and marketers’ 

repositioning strategies in big data world 

 

1, 2 1 

(3) 

2/6 

- Introduction to Business 

analytics 

 

Thu (14:00-17:00):  

Business analytics: from business models to 

statistical models  

 

 

2, 6 

 

1, 7 

(4) 

2/10 

& 

2/13 

- Business Analytics and 

Customer Engagement  

 

Mon* (18:00-19:15): 

“Data-driven Customer Engagement”, guest 

lecture by  

• Mr. Isaac LIU, Investment Manager, 

Sino-Ocean Group 

 

Thu (14:00-17:00): 

A/B testing and difference in difference (DID) 
 

6 7 

(5) 

2/17 

& 

2/20 

- Causal Inference in 

Business 

 

Mon* (18:00-19:15): 

“Technology Innovation in Big Data 

Marketing”, guest lecture by  

• Prof. Lei SU, Assistant Professor, 

Department of Marketing, 

Hong Kong Baptist University 

 

Thu (14:00-17:00): 

A/B testing and difference in difference (DID) 

(Con’t) 

& Do-it-yourself coding in big data analysis 

 9, 10 
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(6) 

2/27 

- Text Mining and 

Branding  

 

Thu (14:00-15:15): 

“Advertising and Branding in the Era of Big 

Data”, guest lecture by  

• Prof. Leilei Gao, Associate Professor, 

Department of Marketing, The Chinese 

University of Hong Kong  

 

Thu (15:30-17:00): 

Do-it-yourself coding in big data analysis 

(Con’t) & 

Text mining: a case of luxury supercars 

 

7,15 6 

(7) 

3/2 

& 

3/5 

- Text Mining and 

Branding 

 

Mon* (18:00-19:15): 

“Omnichannel Marketing in Digital Era”, 

guest lecture by  

• Ms. Agnes Xie, Senior Marketing Analyst, 

Estée Lauder Hong Kong 

 

Thu (14:00-17:00): 

Text mining: a case of luxury supercars 

(Con’t) 
 

7,15 6 

(8) 

3/12 

- Machine Learning and 

Customer Relationship 

Management 

 

Thu (14:00-17:00):  

Clustering analysis and its applications in 

business 

 

15  

(9) 

3/19 

- Machine Learning and 

Customer Relationship 

Management 

 

Thu (14:00-17:00): 

Classification analysis and its applications in 

business 

 

7-11  

(10) 

3/26 

- Social Media and Social 

Networking Marketing 

 

 

Thu (14:00-15:15): 

“Big Data, Mass Media, and the Audience 

Network”, guest lecture by  

• Mr. Yhi Lian Sen, Head of Community 

Development, Initium Media 

 

Thu (15:30-17:00):  

Social network: its basics, theories, and 

applications in social media marketing 

strategies 

 

 

 

19  
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(11) 

4/2 
- Mobile Marketing  

 

Thu (14:00-17:00): 

Mobile technology: mobile targeting with apps 

& a time-space-connection framework in big 

data marketing. 

 

Thu* (18:00-19:15): 

 “Development and Management of 

Technological Innovation”, guest lecture by  

• Mr. Samson Tai, Chief Technology Officer 

& Distinguished Engineer, IBM Hong Kong 

 

  

(12) 

4/9 

- Technologies, Emerging 

Trends, and Application 

 

Thu (14:00-15:15): 

“Big Data Marketing Emerging Trend and 

Strategy”, guest lecture by  

• Dr. Jeffrey Jik Fai HUI, Honorary Advisor 

and Chairman (Former), Hong Kong 

Institute of Marketing 

 

Thu (15:30-17:00): 

Digital convergence in real life: Looking 

Forward 

 

  

(13) 

4/16 
Group Project Presentation 

(14) 

4/23 

 

Class Materials & Final Exam Review 
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Appendix 1. Assessment Rubrics - In-class Exercise, Quizzes, and Case Studies 

(including attendance, 20%) 

 
Traits  

 

Mastering 

(8 – 10 marks) 

Developing 

(5 – 7 marks) 

Emerging  

( 0 – 4 marks) 

Marking 

Weight  

Attendance  Full, punctual 

attendance in class 

and mandatory 

seminars  

Occasional absences 

or lateness from class 

or mandatory 

seminars 

Frequent or recurring 

absence or lateness 

from class or 

mandatory seminars  

25% 

Participation  Communicates ideas 

effectively in both 

individual exercises 

and group 

discussions. Shows 

ability to raise 

questions and think 

critically. Displays an 

active level of class 

participation  

 

Shows fair command 

all aspects of the 

course, with the 

ability to describe 

important concepts 

and applications in 

marketing analytics 

Lack of participation 

or active disruption of 

class and group 

activities. 

Demonstrates poor 

ability to raise 

question and think 

critically  

75% 

Total  
Total Marks = (Marks obtained for each criterion) x (weight for 

each criterion)  
100% 
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Appendix 2. Assessment Rubric for Individual Assignment (20%) 

 

 

 

 

 

 

 

Traits  Mastering  

(8 – 10 marks) 

Developing 

(5 – 7 marks) 

Emerging 

( 0 – 4 marks) 

Marking 

Weight  

Answers the 

questions with 

references to 

marketing analytics 

or concepts.  

 

Demonstrate a good 

mastery of both the 

theoretical and 

practical aspects of 

marketing analytics 

and understand of 

marketing analytics 

concepts and 

techniques  

Demonstrate a basic 

level of 

understanding of the 

theoretical and 

practical aspects of 

marketing analytics, 

concepts, and 

techniques  

Show little 

understanding of 

the theoretical and 

practical aspects of 

marketing analytics 

and concepts  

20%  

Display an ability 

to conduct 

appropriate 

analysis to the 

business 

applications  

 

Able to conduct 

marketing analytics 

and use appropriate 

methods according 

to application 

requirements, using 

system tools  

Able to conduct 

marketing analytics 

according to some 

of the application 

requirements, 

though some 

answers are 

incorrect 

Unable to provide 

solutions to simple 

problems which 

require basic 

understanding of 

marketing concepts  

 

30% 

Displays an ability 

to practically apply 

analytical skills 

and make 

reasonable 

conclusion  

 

Able to draw on a 

variety of relevant 

knowledge and 

concepts and apply 

them to solve 

marketing analytics 

problems, resulting 

in effective solution  

Able to make use of 

some, but not all 

relevant knowledge 

and concepts and 

apply them to solve 

marketing analytics 

problems  

 

Unable to apply 

marketing analytics 

concepts and 

techniques to solve 

practical problems  

 

40% 

Ability to answer 

questions clearly 

Answers are logical, 

well-structured, 

clearly presented, 

with few 

grammatical errors.  

Answers are fairly 

presented, with 

some confusion in 

structure or writing 

style.  

 

Answers are poorly 

written and poorly 

structured that 

makes it difficult to 

follow and 

comprehend.  

10% 

Total  
Total Marks = (Marks obtained for each criterion) x (weight 

for each criterion)  
100% 
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Appendix 3. Assessment Rubric for Group Project (30%) 

 
Traits  

 

Mastering  

(8 – 10 marks) 

Developing 

(5 – 7 marks) 

Emerging 

( 0 – 4 marks) 

Marking 

Weight  

 

Clear statement of 

research scope and 

identification of 

analytical techniques  

 

Identifies clearly 

and lays down how 

the research has 

been conducted  

 

Identifies clearly 

but unclear about 

how the research 

has been conducted 

Does not identify 

clearly or does not 

state how research 

was conducted 

10% 

Students accurately 

propose a 

comprehensive plan 

on how intelligence 

data could be 

collected and 

analyzed to improve 

the outcomes of the 

marketing initiatives  

 

Clear and concise 

marketing plan of 

current marketing 

strategy and 

incorporate all 

relevant 

information and 

uses minimal 

amounts of 

irrelevant 

information  

 

Uses much relevant 

information, but 

omits some 

important 

information or 

incorporates a 

notable amount of 

unnecessary 

information. 

 

Fails to utilize a 

substantial amount 

of relevant 

information 

 

20% 

Students reasonably 

and effectively 

formulate and 

discriminate the 

marketing intelligence 

analytical techniques 

to solve given 

marketing problems  

 

Correctly utilizes all 

expected 

appropriate 

marketing 

analytical tools  

 

Correctly use 

appropriate 

marketing analytics 

methods, but 

misuses some 

operations 

 

Fails to correctly 

use a majority of 

expected or 

appropriate 

analytical tools  

 

25% 

Students show well-

rounded knowledge in 

identifying most 

appropriate existing 

technique and make 

correct interpretation  

 

Interpretation 

clearly and logically 

follows from prior 

relevant analysis 

 

Interpretation is 

clear, generally 

follows from prior 

analysis, and uses 

relevant analysis 

 

Interpretation is 

incorrect, does not 

logically follow 

from prior analysis, 

or is based on 

analysis with 

limited relevance 

 

20% 

 

Students deliver a 

professional written 

report of their 

findings 

A fully professional 

business report with 

good formatting, 

use of tables and 

charts, referencing 

and appendices 

 

A satisfactory 

business report 

although missing 

some key elements 

or lacking in 

structure or 

grammar 

 

A poor report, 

confusing in 

structure or 

grammar.  Fails to 

provide adequate 

tables, charts, 

referencing or 

appendices 

 

10% 

Students deliver a 

professional well-

structured 

presentation of their 

findings 

A smooth, well-

structured 

presentation with 

clear data and 

conclusions.  Well-

handled answers to 

questions 

 

A satisfactory 

presentation 

although with 

mistakes in data 

presented or 

showing signs of 

lack of preparation 

 

A poor presentation 

that displays a clear 

lack of preparation 

and significant 

flaws in information 

presented 

15% 

Total  
Total Marks = (Marks obtained for each criterion) x (weight 

for each criterion)  
100% 



 - 11 - 

Appendix 4. Assessment Rubric for Final Exam (30%) 

 
Traits 

 

Exellent 

A    A-    

Satisfactory  

B+   B   B- 

Fair 

C+  C   C-   F 

Marking 

Weight 

 

Indicators 

 

Mastery of course 

materials. Able to 

apply concepts to 

business situations and 

express ideas clearly 

and logically 

Knowledge of most 

topics but with gaps in 

ability to apply 

concepts or 

weaknesses in ability 

to express ideas 

Serious deficiency in 

knowledge with 

inability to apply 

concepts or to express 

ideas  

 

Test Score 

 

80-100 50-79 <49   100% 

Total  
Total Marks = (Marks obtained for each criterion) x (weight for each 

criterion)  

100% 
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Appendix 5 
 

MIB 607: Big Data Marketing: Peer Evaluation Form 

 
 

Student’s Name: __________________________________ Instructor: _____________

    

 

Assume that you have $100 to divide among the members of your team (EXCLUDING 

yourself) based on each member’s overall contribution to the case study. The team 

member whose contribution was the greatest should receive the largest share of the $100.  

The member whose overall contribution was smallest would receive the smallest amount.  

In the space below, please write the names of your team members - excluding yourself - 

and the dollars you feel they deserve: 

 

Name                            Group Project       

 

___________________________    ___________________   

___________________________    ___________________  

___________________________    ___________________  

___________________________    ___________________  

___________________________    ___________________  

                     TOTAL = $100 

          

Overall, use the following space to write a few sentences explaining the major strengths 

of the strongest member of your team and the major weaknesses of the weakest member 

of your team (excluding yourself): 

 

Strongest member’s name: ____________________________________ 

Comments:_____________________________________________________________

______________________________________________________________________

______________________________________________________________________

______________________________________________________________________ 

 

Weakest member’s name: ____________________________________ 

Comments:_____________________________________________________________

______________________________________________________________________

______________________________________________________________________

______________________________________________________________________

______________________________________________________________________ 
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Appendix 6 
 

MIB 607: Big Data Marketing: Personal Information Form* 

 

* We collect the following information for better design of our class, you will NOT be 

evaluated based on this form and all information provided will be kept strictly 

confidential. 

 

Your Name  

Name you preferred to be called (English preferred)  

Major(s)  

University (for exchange students)  

Year in school  

 

1) What do you expect to learn from the course? 

______________________________________________________________________ 

______________________________________________________________________ 

______________________________________________________________________ 

 

2) We will discuss a lot of brands and companies in class. List 5 brand names or 

companies that you wish to discuss in class. 

______________________________________________________________________ 

______________________________________________________________________ 

______________________________________________________________________ 

 

3) Briefly, what would you like to do after graduation? What fields and/or industries 

most interest you? 

______________________________________________________________________ 

______________________________________________________________________ 

______________________________________________________________________ 

 

4) Tell me something else about yourself that is important to you and/or make you 

unique (your interests, hobbies, background, talents, collections, etc.) 

______________________________________________________________________ 

______________________________________________________________________ 

______________________________________________________________________ 



 - 14 - 

5) Would you describe whether you are familiar with following terms (0 to 5: 0 - never 

heard, 5 - very familiar)? Do not worry if you are unaware of these terms, we know 

nothing about them either when we were having undergraduate study ;) 

 

Programming Language: 

R Python Others: 

   

 

Statistical Software: 

SPSS Statistics SPSS Modeler Others: 

   

 

Others: 

Linear regression P value T value Residual/ 

Error Term  

ANOVA 

     

Ordinary least 

square 

Maximum 

likelihood 

Web crawling Data cleansing Word cloud 

     

Sentiment 

analysis 

Latent Dirichlet 

allocation 

Unsupervised 

machine learning 

Supervised 

machine learning 

Website design 

     

Social network 

analysis 

Matrix/ Linear 

algebra 

   

     

 

6) Please feel free to let us know if you have any thoughts, comments, or suggestions: 

______________________________________________________________________ 

______________________________________________________________________ 

______________________________________________________________________ 

______________________________________________________________________ 

______________________________________________________________________ 

 


