
 
 

Course Information 
Social Media Marketing and Analytics 

MBAD 6277/DSBA 6277 M 5:30 – 8:15 

Course website:  canvas.uncc.edu 

Zoom ID: 933 7957 7852 (Zoom Link) 

Passcode posted on canvas 

Instructor Information 
Nima Jalali, Ph.D., MBA 

Friday 240A, (704) 687-1647 

Office hours: by appointment (Zoom Link on Canvas) 

E-mail: Nima.Jalali@uncc.edu (respond in 24 hours) 

Course Description 
Social media transformed how individuals communicate. 

This new communication paradigm is also changing how 

firms are reaching out to customers and is different than 

traditional one-to-many form of communication. The main 

difference of this new medium is that consumers have a 

share of voice, which makes this channel a different 

landscape for firms.  

This course starts with an overview of this new paradigm, 

and covers topics related to developing social media 

strategy and implementing their respective tactics with 

marketing and business goals in mind. In specific, it covers 

following topics (1) Traditional media vs. social media (2) 

Social media strategies and objectives (3) Social platforms 

(4) Social Advertising (5) Influencer Marketing.  

Upon finishing the first half of the course, which covers 

substantive and strategic aspects of social media marketing, 

the second half covers many analytics methods related to 

the social media data such as (1) social listening and social 

media data structure, (2) text and image analytics, (3) social 

metrics and regression analysis, (4) social segmentation and 

cluster analysis, and (5) network analytics.  

Materials 
The following books (optional) and HBR course pack 

(required) will be used throughout this course. In addition, 

there will be external readings for each session, and the 

external material will be posted to Canvas at least one week 

prior to each session. 

▪ “Jab, Jab, Jab, Right Hook: How to Tell Your Story in a 

Noisy Social World”, by Gary Vaynerchuk 

▪ “Social Media ROI: Managing and Measuring Social 

Media Efforts in Your Organization”, by Olivier 

Blanchard 

▪ Harvard Business Review course pack: 

https://hbsp.harvard.edu/import/854770 

Course Structure 
In this course, a combination of lecture, case study and case 

discussion, discussion of online articles, and group project 

will be used to discuss social media marketing and 

analytics concepts. Here is the breakdown of the 

deliverables throughout the course. 

 

https://uncc.zoom.us/j/93379577852
mailto:Nima.Jalali@uncc.edu
https://hbsp.harvard.edu/import/854770
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Tasks Evaluation Dates Points 

Exam 1 Individual Oct 25 100 

Exam 2 Individual Dec 13 100 

Case Presentation Team Selected Week 75 

Recap Presentation Team Selected Week 25 

Forum Facilitation  Team Selected Week 25 

Forum Discussion Individual Every Week 75 

Weekly Assignment Individual/Team Every Week 200 

Group Project Team  400 

      Project Meeting  Week 13 25 

      Presentation  Dec 6 125 

      Report  Dec 13 250 

Total   1000 

Exams 
There will be two exams in this course, and they are not 

cumulative. The exams stem from assigned readings and 

class/cases discussions. The format will be short answer 

and essay, and they are closed books and notes. A study 

guide will be given for each exam. As a general policy, 

there will be no make-up exams, except medical situations 

or those that require your presence. In the case of makeup 

exam, it might not be the same as the missed exam. 

Team Formation 
Many of the course activities require team effort, hence the 

students shall form a team of five by Thursday August 26. 

If there is no preference on team members, the instructor 

will assign the students to a team. The teams shall have 

both MBA and DSBA students. 

Case Presentation 
In this assignment, each team will present a case from the 

HBR course pack. The case presentation occurs upon 

completion of the lecture by the instructor. In addition, the 

team who presents will be the discussion lead for case 

questions. As a result, the presenting team shall submit 

their desired discussion questions to the instructor by the 

Wednesday prior to the Monday presentation and finalize 

them by Thursday. The instructor then posts the questions 

to the course Canvas page on Thursday to be discussed 

with other students on the following Monday. The 

evaluation of this assignment is based on (a) presentation of 

the case, (b) quality of questions for discussion, and (c) 

facilitating the class discussion. The teams can submit three 

cases as their choices for case presentation, and based on 

the requests from all teams, the instructor will assign the 

cases to each team by Monday Aug 30.  

Weekly Assignments 
Once a team presented the case, they will also be the 

discussion lead in the class discussion, and the other teams 

would participate and share their answers to the questions 

proposed by the presenting team. However, after 

completion of the case presentation and before case 

discussion, there will be a 5-10 minutes of Zoom break-out 

rooms for the teams to re-group, finalize their responses, 

and submit their answers. The teams shall have a draft of 

their responses prior to the class for a more effective 

discussion. To have everyone participate in the discussion, 

each week, there will be a different spokesperson for each 

team, who is responsible for participating on behalf of the  
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team and discuss their response. Nevertheless, everyone 

can and is encouraged to join the discussion.  

In addition to participating in the case discussion, there will 

be other assignments and discussion opportunities, which 

may not be limited to the teams, and everyone can and 

should participate in those assignments. These additional 

assignments could be pop-up quizzes related to the cases, 

weekly assignments, or short readings/assignments.  Late 

submissions of the assignments are not accepted. 

Forum Discussion 
Upon completion of the class on Monday, there will be a 

discussion forum related to the topic that was discussed in 

the class, and students should participate by sharing related 

articles, their viewpoints on the existing articles, or respond 

to other students’ viewpoints. The team who presented the 

case on Monday should propose a topic for the discussion 

and also be the discussion facilitator on the forum and shall 

lead the discussion by responding to other students. Each 

student should contribute to the forum (1) through a post (at 

least five times), and (2) responding to other students’ posts 

(all topics). The choice of which topic to post and 

participate is chosen by the students.  

Recap Presentation 
Each week and prior to the start of the lecture by the 

instructor, the team who presented the case in the prior 

session, shall present a 5-10 minute recap of the topics 

discussed in the prior session and also a summary of the 

points discussed students in the discussion forum. 

Group Project 
This assignment provides an opportunity to critically 

analyze social media marketing activities of brands both 

qualitatively and quantitatively. In a group of five, the 

teams will evaluate social media strategy and tactics of a 

brand/company/non-profit/enterprise of their choice. 

However, the teams are not allowed to choose the 

organization they work/worked for. They should also 

choose a company or brand that is active on multiple social 

networks such as Twitter, Facebook, and Instagram. The 

goal is to thoroughly evaluate current social media 

strategies of the company and recommend subsequent 

strategies to enhance their social media marketing efforts. 

In addition, they will quantitatively analyze social media 

tactics of the brand across multiple social networks. The 

instructor provides social media data of the company 

chosen for analytics purposes, and each team will also 

collect social media data for further analysis on their own. 

A detailed guideline for this project will be provided later 

in the semester (week 3). We will have a group meeting on 

the week of Nov 29, and each team will meet with the 

instructor to discuss their progress on the project and 

analysis, and any possible issue with it. The instructor may 

also provide recommendations to the teams to be 

considered in their analysis. 
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Project Presentation 
In addition to a written project report, each team will also 

present their project on Dec 6 in an approximately 15 

minutes presentation. All teams should upload their 

presentation to Canvas prior to beginning of class on Dec 6. 

All team members should be present on the presentation 

day in order to get presentation points.  

Peer Evaluation 
In order to ensure all members of each team get their fair 

share of points in the team works, team members shall 

evaluate other members on a 0-100 scale, in terms of the 

effort they put in for the team assignments. The peer 

evaluations are due on the final exam date on Canvas. The 

individual average will be calculate based on the peer 

evaluations. The final grade for each individual is 

calculated by this equation: 

[Team.Grade*Individual.Average/100]. 

Computation  
I will be demonstrating analytics and visualizations 

primarily in R-Studio. This open-source software is freely 

available for download, and you can find manuals and 

installation guidelines on its website site. I will demonstrate 

analysis with R in class and provide codes to accompany 

lectures. Anyone who wants to learn more than just the 

codes provided, can sign up for a six module self-paced 

course on Canvas. Also, in order to have a uniform 

experience in R-Studio, you can use Apporto, which is a 

cloud-based software platform. More information will be 

provided later in the semester.  

Class Participation and Attendance 
You should participate in class discussions actively, since 

learning experience will be enhanced while you are 

engaged with class discussions, and not by passively 

absorbing concepts. In most of the topics, there might not 

be a correct answer or solution, but being able to defend 

your point of view and to see how others analyze and 

address the issue is critical.  

You are expected to be present in class from the beginning 

of each session, and for most of the sessions. Being absent 

for more than two sessions will result in significant 

reduction in your final grade by losing all points of class 

discussion.  

Few Additional Points 
▪ You should check and follow class Canvas site regularly 

for updates and announcements. Some of the 

announcements are made in the class and will be 

followed up through email or Canvas announcement. If 

you missed a class, make sure to contact me regarding 

any missed information. 

▪ The instructor has the right to modify class schedule and 

discussion topics based on the class progress. 

▪ You are expected to be on time to class. If you cannot 

arrive on time owing to extenuating circumstances, let me 

know in advance. 

▪ I ask you treat other students and me with politeness and 

respect. 

▪ During zoom sessions, the students should participate in 

the class with their camera on, and in case they are not 

able to connect, they should discuss it with the instructor.  

https://www.rstudio.com/
http://apporto.uncc.edu/
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Academic Integrity 
Students have the responsibility to know and observe the 

requirements of The UNC Charlotte Code of Student 

Academic Integrity. This code forbids cheating, fabrication 

or falsification of information, multiple submissions of 

academic work, plagiarism, abuse of academic materials, 

and complicity in academic dishonesty. Any special 

requirements or permission regarding academic integrity in 

this course will be stated by the instructor and are binding 

on the students. Academic evaluations in this course 

include a judgment that the student's work is free from 

academic dishonesty of any type, and grades in this course 

therefore should be and will be adversely affected by 

academic dishonesty. Students who violate the code can be 

expelled from UNC Charlotte. The normal penalty for a 

first offense is zero credit on the work involving dishonesty 

and further substantial reduction of the course grade. In 

almost all cases the course grade is reduced to F. Copies of 

the code can be obtained from the Dean of Students Office. 

Standards of academic integrity will be enforced in this 

course. Students are expected to report cases of academic 

dishonesty to the course instructor.  

 

 

 

 

 

 

Diversity 
The Belk College of Business strives to create an inclusive 

academic climate in which the dignity of all individuals is 

respected and maintained. Therefore, we celebrate diversity 

that includes, but is not limited to ability/disability, age, 

culture, ethnicity, gender, language, race, religion, sexual 

orientation, and socio-economic status. UNC Charlotte is 

committed to access to education. If you have a disability 

and need academic accommodations, please send me your 

accommodation letter as early as possible. You are 

encouraged to meet with me to discuss the accommodations 

outlined in your letter. For more information on 

accommodations, contact the Office of Disability Services 

at 704-687-0040 (Fretwell 230). 
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Tentative Course timetable (subject to change) 

Week Date Topic HBR Case/Article 
Suggested 

Readings 

Strategic Module (Social Media Marketing) 

1 23-Aug Traditional Media vs. Social Media  ROI (Ch 1) 

2 30-Aug Business Goals and social media Ombre, Tie-Dye, Splat Hair: Trends or Fads?  
ROI (Ch 2-3) 

JAB (Ch 1)  

3 13-Sep Content Strategy Tech Talk: Creating a Social Media Strategy JAB (Ch 2) 

4 20-Sep Social Platforms I The Hunger Games: Catching Fire JAB (Ch 3-4) 

5 27-Sep Social Platforms II WestJet: A New Social Media Strategy JAB (Ch 5-6-7) 

6 4-Oct Social Media Advertising 
Hubble Contact Lenses: Data Driven Direct-

to-Consumer Marketing 
External Readings 

7 18-Oct Influencer Marketing 
Kobe Influencer Marketing Building Brand 

Awareness via Social Media 
External Readings 

8 25-Oct Exam 1 + Project Meeting + R-Studio   

Tactical Module (Social Media Analytics) 

9 1-Nov Social Media Analytics: Setup & Framework 
Social Media Analytics for Enterprises: 

Typology, Methods, and Processes 
External Readings 

10 8-Nov Social Listening: Text and Image Analytics 
Generating Perceptual Maps from Social 

Media Data 
External Readings 

11 15-Nov Social Media Metrics: Regression Analysis 
Squatty Potty: Assessing Digital Marketing 

Campaign Data 

ROI (Ch 14-15-17) 

External Readings 

12 22-Nov Social Consumers: Segmentation & Clustering Peer Influence Analysis  External Readings 

13 29-Nov Network and Social Media: Network Analysis 
Xoxoday.com: Customer Engagement 

through Social Media 
External Readings 

14 6-Dec Project Presentation   

15 13-Dec Exam 2 + Project Report Due   

 


