Course description form (syllabus form) – for 1st and 2nd cycle studies

A. General data 
	Name of the field
	Content 

	Course title
	Online Content Analysis in Marketing

	Organizational unit:
	Faculty of Managament

	Organizational unit where the course is offered:
	Faculty of Managament

	Course ID
	

	Erasmus code / ISCED
	 

	Course groups
	 

	Period when the course is offered 
	 Winter semester

	Short description
	Treści tworzone przez użytkowników (UGC) na platformach mediów społecznościowych generują imponującą ilość informacji. Istnieją określone procedury gromadzenia i analizowania tego tekstu w sposób umożliwiający podejmowanie działań marketingowych i zarządczych.

	Type of course:
	 Konwersatorium

	Full description
	The presence of huge amounts of text present online induces the need for summarization, discovery of latent dimensions in the text and the necessity to draw conclusions. The course is a hands-on applicative walk-through Text Mining and Analysis, offering tools and solutions applied to Marketing. Students who enrol in this course will learn from basic to advanced techniques of text manipulation. They would also get an insight into information extraction methods and outcome analysis. The ultimate purpose is to find decision making solutions which are useful for consumers and managers alike.

	Prerequisites
	Formal 
	 Some basic R language knowledge. Own laptop computer with R or RStudio installed.

	
	Initial 
	 

	Learning outcomes
	Use the R/RStudio environment in order to apply Text Mining and Analysis;
Autonomously gather text information from various sources;
Discover latent aspects/dimensions in the text through various techniques:
Label the discovered aspects/dimensions;
Do sentiment analysis;
Summarize text;
Have an good insight on big volumes of text;
Understand some popular Machine Learning algorithms applied to Text Analysis;
Explore Named-Entity Recognition;
Explore Text Classification
Blend Text Mining and Marketing;
Understand Large Language Modles;
Draw conclusions based on the results obtained.

	ECTS credit allocation (and other scores)
	 2 ECTS

	Assessment methods and assessment criteria
	·  3 Assignments, 45%, 15% each
· Final project, 35%
· Student presentations, 20%


	Examination 
	Graded credit 

	Type of class
	Conversatory 

	Sposób realizacji przedmiotu 
	Online

	Language 
	English

	Bibliography
	Lecture Notes 

	Internship as part of the course 
	 

	Coordinators
	Dr hab. Katarzyna Dziewanowska, prof. ucz. 

	Group instructors
	Ass.nt Professor Daniel Dan 

	Notes 
	 


B. Detailed data
	Name of the field
	Content 

	Group instructors:
	 Daniel Dan

	Title 
	 Ph.D.

	Type of class:
	 Online Content Analysis in Marketing

	Learning outcomes defined for didactic method used during the course
	At the end of the course, students should be able to understand and to do text analysis independently and draw actionable conclusions. Text analysis can be done for any marketing/management field. 

	Assessment methods and assessment criteria for didactic method used during the course
	Three assignments, each worth 15%, one final project worth 35% and and one final presentation. The presentation is based on the projects’ outcome.

	Examination for didactic method used during the course
	 Graded credits

	Range of content
	Online Content Analysis, Marketing, Large Language Models

	Didactic methods
	Interactive lectures, content provided online as well as code and methodology.

	Bibliography
	Lecture notes

	Group limit 
	 

	Time span
	 

	Location
	 n/a




