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EVALUATION GRID (from 1 to 5)

1. OUTPUT QUALITY

2. PRESENTATION QUALITY

3. TEAMWORKING

4. OBJECTIVE ACHIEVEMENT EXCERCISE 1

5. OBJECTIVE ACHIEVEMENT EXCERCISE 2

FINAL SCORE
YOU HAVE 15 MINUTES

EXAM EVALUATION CRITERIA

Additional analysis are accepted 

Output: presentation in any creative format (you can use power point, prezi, videos or others)

IMPORTANT

ON DECEMBER 17TH

ROOM4 – GROUND FLOOR

PIAZZA DELLE VASCHETTE

TEAM MEMBERS OF THE 

SAME TEAM CAN BE ONLINE 

AND OFFLINE

ALL TEAM MEMBERS ARE 

REQUESTED TO PRESENT A 

PART OF THE PROJECT



MArketing
Strat-EGIISTs

BASCHIERI
DE FILIPPI
GIALLONARDO
LUCARONI
MEZZASOMA
PARANO

The D8A
DE MARCO
DI RELLA
FRASCA
GIOVANNELLA
NIKIFOROVA
NOBILI
SAVCHENKO
SFORZA

The mixed-up team
AGUILERA
AMPOLO
DE MARCO
LOMBARDI
MARUSIC
MONTESI
STELLUTI
FEDOTOVA

Fantastic Metrics
CARUSO
CHAIEB
DE BONO
GIOVANNETTI
MANNARINO
MAOLA
MATTICOLI
VENTURA
VOLPE

Avengers
FARMANOVA
KABULOVA
Serikova
SHAPAKOVA

Team9
GOTTUSO
HAMROUNI
HIETALA
MUZI
ROCCHETTA
SVEZHENTSEVA
TURCO
LADISA

Outside Metrics
DURAN BRENES
NEDELJKOVIC
VILLALBA CARRILLO
CASELLE
CASTRO CAMPO
NIKOLOVA
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Power Metrics
BOBKOVA
DI VEROLI
GERASIMOVA
Livada
RAINALDI
RYABINKINA
DURAN

The Metrics Devils
ALBANO
BALLERINI
BURZESE
PATANE'

Romarketeers
AMYROTOU
Annous
BAKR
EL JBEILY
KONCAREVIC
MHADHBI
RAZIONALE
ZIVKOVIC
Abdurahmanov

Partita
ABID
BEN AMER
DICANDIA
FAROOQ
Genç
HYDER
Milli
NIKIFOROVA

Salve
BECAREVIC
CALDERARO
DE BONIS 
MANNIELLO
Argimbaeva
NYEIN
RENZULLI
SPADAZZI
D'ANCONA

Minerva
AL
DESIDERI
DI GIANVENTURA
HAMDAOUI
PIRPIROGLU
PIVETTI
Tuncer

Team5
ATTISANI
Battista
DANIELE
DE SANTIS
DI RUSCIO
SANTUCCI
Sultanova
Bajramovic

Creatyp
ALIZADEH
DEL PICCOLO
ERDEI
KURU
MYSTAKIDI
SALERNI
SOCCORSI
AGHAYEVA 

The deep divers
BALDUCCI
BRION
BRUGIOTTI
CROLLA
IMAMOGLU
LEONARTE
MATTEO
OZZENGIN
TAJENDUL



COMMUNICATIONS METRICS, WEB ANALYTICS & DATA MINING - A.A. 2022/2023

WRITTEN TEST - FINAL EXAM WORKING GROUPS EXERCISES

Exercise_1: Data analysis on a big database on communications clippings including model, Reach, AVE.

Students will determine the SOC (share of coverage), SOR (share of reach) on different channels upon one

brand (assigned by the professor) and overall SOV (share of voice) by channel among competitors, including

overall key highligths.

Additional analysis are accepted

Output: presentation in any creative format (you can use power point, prezi, canva, videos or others)

Exercise_2: Brand analysis by quantitative and qualitative data:

Students will provide model (assigned by the professor) segmentation by tonality, by topic, AVE by channels,

including seasonality (timeline) by volume and value, including key highligths.

Additional analysis are accepted

Output: presentation in any creative format (you can use power point, prezi, canva, videos or others)

1

2

3
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Each team has been assigned with one of the following number as shown in the next slide, 

in order to analyse a specific brand and model according to the above tasks.

Big Data Geneva – Jaguar // Exercise 2: Honda CRV Big Data Geneva – Lexus // Exercise 2: Honda Civic TypeR

Big Data Geneva – Land Rover // Exercise 2: Honda CivicBig Data Geneva – Toyota // Exercise 2: Honda Civic



▪ Subject 1: Why Measure?

▪ Subject 2: How to Set Measurable Goals

▪ Subject 3: How To Define And Prioritize Audiences

▪ Subject 4: How To Define The Right Metrics

▪ Subject 5: How To Select The Right Tools

▪ Subject 6: How to Get Insight From Your Data

Measuring the Relationships

In Six Subjects

DATA MINING & DATA VISUALIZATION



Back to DATA

Data Processing Chain:
▪ Data

▪ Database

▪ Data Warehouse

▪ Data Mining

▪ Data Visualization



Data Processing chain

▪ Data is the new natural resource. Implicit in this statement is the recognition of hidden value in

data. Data lies at the heart of business intelligence.

▪ There is a sequence of steps to be followed to benefit from the data in a systematic way.

▪ Data can be modeled and stored in a database.

▪ Relevant data can be extracted from the operational data stores according to certain reporting

and analyzing purposes, and stored in a data warehouse.

▪ The data from the warehouse can be combined with other sources of data, and mined using data

mining techniques to generate new insights.

▪ The insights need to be visualized and communicated to the right audience in real time for

competitive advantage.



DATA▪ Anything that is recorded is data. Observations and

facts are data. Anecdotes and opinions are also data, of

a different kind. Data can be numbers, like the record of

daily weather, or daily sales. Data can be alphanumeric,

such as the names of employees and customers.

1. Data could come from any number of sources. It could

come from operational records inside an organization,

and it can come from records compiled by the industry

bodies and government agencies. Data could come

from individuals telling stories from memory and from

people’s interaction in social contexts. Data could come

from machines reporting their own status or from logs

of web usage.

2. Data can come in many ways. It may come as paper

reports. It may come as a file stored on a computer. It

may be words spoken over the phone. It may be e-mail

or chat on the Internet. It may come as movies and

songs in DVDs and/or USB’s, and so on.



METADATA

3. There is also data about data. It is called metadata.

For example, people regularly upload videos on YouTube.

The format of the video file (whether it was a high-def file or

lower resolution) is metadata.

The information about the time of uploading is metadata.

The account from which it was uploaded is also metadata.

The record of downloads of the video is also metadata.



5 DIFFERENT TYPES OF DATA
1. Nominal (means names) data. Data could be an unordered collection of values. For example, a retailer sells

shirts of red, blue, and green colors. There is no intrinsic ordering among these color values. One can hardly

argue that any one color is higher or lower than the other.

2. Ordinal (ordered) data. Data could be ordered values like small, medium and large. For example, the sizes of

shirts could be extra-small, small, medium, and large. There is clarity that medium is bigger than small, and

large is bigger than medium. But the differences may not be equal.

3. Interval (equal intervals) data. Another type of data has discrete numeric values defined in a certain range,

with the assumption of equal distance between the values. Customer satisfaction score may be ranked on a 10-

point scale with 1 being lowest and 10 being highest. This requires the respondent to carefully calibrate the

entire range as objectively as possible and place his own measurement in that scale.

4. Ratio (any fraction) data. The highest level of numeric data is ratio data which can take on any numeric value.

The weights and heights of all employees would be exact numeric values. The price of a shirt will also take any

numeric value.

5. BLOBs (Binary Large Objects). There is another kind of data that does not lend itself to much mathematical

analysis, at least not directly. Such data needs to be first structured and then analyzed. This includes data like

audio, video, graphs files. These kinds of data lend themselves to different forms of analysis and mining. Songs

can be described as happy or sad, fast-paced or slow, and so on. They may contain sentiment and intention, but

these are not quantitatively precise.



DATAFICATION

▪ New term that means that almost every phenomenon is now being observed and stored.

▪ More devices are connected to the Internet. More people are constantly connected to “the grid,” by

their phone network or the Internet, and so on.

▪ Every click on the web, and every movement of the mobile devices, is being recorded. Machines

are generating data.

▪ The “Internet of things” is growing faster than the Internet of people.

▪ All of this is generating an exponentially growing volume of data, at high velocity. Kryder’s law

predicts that the density and capability of hard drive storage media will double every 18

months.

▪ As storage costs keep coming down at a rapid rate, there is a greater incentive to record and store

more events and activities at a higher resolution.

▪ Data is getting stored in more detailed resolution, and many more variables are being captured and

stored.



DATABASE▪ A DATABASE is a modeled collection of data that is accessible in

many ways. A data model can be designed to integrate the operational

data of the organization. The data model abstracts the key entities

involved in an action and their relationships.

▪ Most databases today follow the relational data model and its variants.

Each data modeling technique imposes rigorous rules and constraints to

ensure the integrity and consistency of data over time.

▪ Take the example of a sales organization. A data model for managing

customer orders will involve data about customers, orders, products,

and their interrelationships. The relationship between the customers and

orders would be such that one customer can place many orders, but one

order will be placed by one and only one customer. It is called a one-to-

many relationship.

▪ The relationship between orders and products is a little more complex.

One order may contain many products. And one product may be

contained in many different orders. This is called a many-to-many

relationship. Different types of relationships can be modeled in a

database.



The Movies case-study

▪ Here is a simple database of the 

sales of movies worldwide for a retail 

organization. 

▪ It shows sales transactions of movies 

over three quarters. 

▪ Using such a file, data can be added, 

accessed, and updated as needed.



DATA WAREHOUSE
▪ A DATA WAREHOUSE is an organized store of data from all

over the organization, especially designed to help make

management decisions.

▪ Data can be extracted from operational database to answer a

particular set of queries. This data, combined with other data,

can be rolled up to a consistent granularity and uploaded to a

separate data store called the data warehouse.

▪ Therefore, the data warehouse is a simpler version of the

operational data base, with the purpose of addressing

reporting and decision-making needs only.

▪ The data in the warehouse cumulatively grows as more

operational data becomes available and is extracted and

appended to the data warehouse. Unlike in the operational

database, the data values in the warehouse are not

updated.



The Movies case-study

▪ To create a simple data warehouse for the movies sales

data, assume a simple objective of tracking sales of movies

and making decisions about managing inventory.

▪ In creating this data warehouse, all the sales transaction data

will be extracted from the operational data files.

▪ The data will be rolled up for all combinations of time period

and product number.

▪ Thus, there will be one row for every combination of time

period and product.



Differences between 

Database and 

Data Warehouse



Datamining

▪ Data Mining is the art and science of

discovering useful innovative patterns

from data.

▪ There is a wide variety of patterns that

can be found in the data.

▪ There are many techniques, simple or

complex, that help with finding patterns.



The Movie case-study
In this example, a simple data analysis technique can be applied to the data in 

the data warehouse above. 

▪ A simple cross-tabulation of results by quarter and products will reveal 

some easily visible patterns.

▪ Based on the cross-tabulation, one can readily answer some product 

sales questions, like:

1. What is the best selling movie by revenue? – Monty Python.

2. What is the best quarter by revenue this year? – Q3

3. Any other patterns? – Matrix movie sells only in Q3 (seasonal item).

▪ These simple insights can help plan marketing promotions and manage

inventory of various movies. If a cross tabulation was designed to include 

customer location data, one could answer other questions, such as:

1. What is the best selling geography? – US

2. What is the worst selling geography? – UK

3. Any other patterns? – Monty Python sells globally, while Gone with the

Wind sells only in the US.

▪ If the data mining was done at the monthly level of data, it would be easy 

to miss the seasonality of the movies. However, one would have observed 

that September is the highest selling month.



Data mining: high level analysis
▪ Some insights are more important than others. The value of the

insight depends upon the problem being solved and the

objective need.

▪ The insight that there are more sales of a product in a certain

quarter helps a manager plan what products to focus on. In this

case, the store manager should stock up on Matrix in Quarter 3

(Q3). Similarly, knowing which quarter has the highest overall sales

allows for different resource decisions in that quarter. In this case, if

Q3 is bringing more than half of total sales, this requires greater

attention on the e-commerce website in the third quarter.

▪ Data mining should be done to solve high-priority, high-value

problems. Much effort is required to gather data, clean and

organize it, mine it with many techniques, interpret the results, and

find the right insight.

▪ A retail company may use data mining techniques to determine

which new product categories to add to which of their stores; how to

increase sales of existing products; which new locations to open

stores in; how to segment the customers for more effective

communication; and so on.



Data Techniques
▪ Data can be analyzed at multiple levels of granularity and could lead to a large number of interesting

combinations of data and interesting patterns.

1. Classification: Decision Trees. They help classify populations into classes. It is said that 70% of all data mining

work is about classification solutions; and that 70% of all classification work uses decision trees. Thus, decision

trees are the most popular and important data mining technique.

2. Regression: This is a well-understood technique from the field of statistics. The goal is to find a best fitting curve

through the many data points.

3. Artificial Neural Networks: Originating in the field of artificial intelligence and machine learning, ANNs are

multi-layer non-linear information processing models that learn from past data and predict future values. These

systems also require a large amount of past data to adequate train the system.

4. Cluster analysis: This is an important data mining technique for dividing and conquering large data sets. The

data set is divided into a certain number of clusters, by discerning similarities and dissimilarities within the data. This

is most commonly used for market segmentation. Unlike decision trees and regression, there is no one right

answer for cluster analysis.

5. Association Rule Mining: Also called Market Basket Analysis when used in retail industry, these techniques

look for associations between data values. An analysis of items frequently found together in a market basket can

help crosssell products, and also create product bundles.



Decision Trees



SPREADSHEETS – THE ORIGINSDan Bricklin (Philadelphia, 1951)

27 year old, following a master at Harward, Dan creates VisiCalc, the first spreadsheet (1978).

First competitors:

▪ 1982: Microsoft Multiplan

▪ 1983: Lotus 1-2-3 (per DOS)

▪ 1985: Microsoft Excel for Mac

▪ 1987: Microsoft Excel for Windows

▪ Many others today:
https://en.wikipedia.org/wiki/List_of_spreadsheet_software

https://en.wikipedia.org/wiki/List_of_spreadsheet_software




LAST STEP IN THE DATA LIFE CYCLE

▪ Data Visualization is the art and science of

making data easy to understand and consume,

for the end user.

▪ Ideal visualization shows the right amount of

data, in the right order, in the right visual form,

to convey the high priority information.

▪ The right visualization arises from a complete

understanding of the totality of the situation.

▪ Data visualization is the last step in the data

life cycle. This is where the data is processed for

presentation in an easy-to-consume manner to the

right audience for the right purpose.

▪ If the data is presented in too much detail, then the

consumer of that data might lose interest and the

insight.



EXCELLENCE IN DATA VISUALIZATION

▪ Graphics help give shape to data.

▪ A lot of graphics are published because they

serve a particular cause or a point of view.

▪ Many related dimensions can be folded into a

graph. The more the dimensions that are

represented in a graph, the richer and more

useful the chart become.

▪ The data visualizer should understand the client’s

objects and present the data for accurate

perception of the totality of the situation.



TYPE OF CHARTSTime series data is the most popular form of data. It helps reveal

patterns over time.

1. Line graph. This is a basic and most popular type of displaying

information. It shows data as a series of points connected by straight line

segments. If mining with time-series data, time is usually shown on the x-

axis. Multiple variables can be represented on the same scale on y-axis

to compare of the line graphs of all the variables.

2. Scatter plot: This is another very basic and useful graphic form. It

helps reveal the relationship between two variables. In the above caselet,

it shows two dimensions: Life Expectancy and Fertility Rate. Unlike in a

line graph, there are no line segments connecting the points.

3. Pie charts: These are very popular to show the distribution of a variable,
such as sales by region. The size of a slice is representative of the relative
strengths of each value.

4. Bubble Graph: This is an interesting way of displaying multiple dimensions in
one chart. It is a variant of a scatter plot with many data points marked on two
dimensions. Now imagine that each data point on the graph is a bubble (or a
circle) … the size of the circle and the color fill in the circle could represent two
additional dimensions.



Dataviz in 6 dimensions

▪ The classic presentation of the story of Napoleon’s march to Russia in 1812, by French cartographer

Joseph Minard, is shown below. It covers about six dimensions. Time is on horizontal axis. The

geographical coordinates and rivers are mapped in. The thickness of the bar shows the number of troops at

any point of time that is mapped. One color is used for the onward march and another for the retreat. The

weather temperature at each time is shown in the line graph at the bottom.



50 Years of Gaming History, by Revenue Stream (1970-2020)

https://www.visualcapitalist.com/50-years-gaming-history-revenue-stream/



IN CONCLUSION

▪ As data and insights grow in number, a new requirement is the ability of the executives and

decision makers to absorb this information in real time. There is a limit to human

comprehension and visualization capacity. That is a good reason to prioritize and manage with

fewer but key variables that relate directly to the Key Result Areas (KRAs) of a role.

▪ Advices when presenting data:

1. Present the conclusions and not just report the data;

2. Choose wisely from a palette of graphs to suit the data;

3. Organize the results to make the central point stand out;

4. Ensure that the visuals accurately reflect the numbers. Inappropriate visuals can create

misinterpretations and misunderstandings;

5. Make the presentation unique, imaginative and memorable.

▪ Data visualization has been an interesting problem across the disciplines. Many dimensions of

data can be effectively displayed on a two-dimensional surface to give a rich and more insightful

description of the totality of the story.



WEB ANALYITCS: USING SEO AS A PR METRIC



In addition to pitching stories to media, 
SEO lets you put the public back into public relations

In 1939 Harold Lasswell developed 
the classic model of communication

“With search engines, this whole 
process is reversed” (Greg Jarboe)

Source: Greg Jarboe, YouTube and Video Marketing: An Hour a Day, Second Edition, November 2011

https://www.wiley.com/en-us/YouTube+and+Video+Marketing:+An+Hour+a+Day,+2nd+Edition-p-9780470945018


How do you explain the benefits of using 

SEO as a PR metric to an established consumer brand?

• In 1998, “Many potential buyers are no longer
waiting passively to receive messages – 98%
of which are of little interest to them anyway.
Instead, they’re using search engines to find
the 2% that they’re already interested in. If
they find your site during that search, they’re
already predisposed to take action.”

• In 2019, a study found 83% of U.S. shoppers
who had visited a store in the last week said
they used online search before going into a
store.

Source: Greg Jarboe, YouTube and Video Marketing: An Hour a Day, Second Edition, November 2011

https://www.wiley.com/en-us/YouTube+and+Video+Marketing:+An+Hour+a+Day,+2nd+Edition-p-9780470945018


How do you explain the value or benefits of using 

SEO as a PR metric to an established B2B marketer?

• Research shows that those involved in the
B2B buying process are already 57% of the
way down the path to a decision before
they’ll actually perform an action on your site.

• 90% of B2B researchers who are online use
search specifically to research business
purchases.

• 71% of B2B researchers start their research
with a generic search.

• On average, B2B researchers do 12
searches prior to engaging on a specific
brand’s site.

Source: Kelsey Snyder and Pashmeena Hilal, Think with Google, “The Changing Face of B2B Marketing,” March 2015

https://www.thinkwithgoogle.com/consumer-insights/the-changing-face-b2b-marketing/


Many SEOs and PR professionals may not realize 

how valuable press release SEO efforts can be

Source: Greg Jarboe, Search Engine Journal, “Why News SEO Is Crucial to Publishers Covering the Coronavirus Pandemic,” March 15, 2020

Think about the words users 
would type to find releases

• Google’s webmaster guidelines say: “Think
about the words users would type to find
your pages, and make sure that your site
actually includes those words within it.”

• Like consumer research, keyword research
can help you find out what people think
about your kind of product, what language
they use when they search for the topic, what
attributes are important to them, and what
promise would be most likely to make them
buy your brand.

Source: Google, Webmaster Guidelines

https://www.searchenginejournal.com/news-seo-coronavirus-pandemic/354652/
https://support.google.com/webmasters/answer/35769?hl=en


A CASE STUDY: Rutgers University asked PR professionals to help 

them generate 30 applications to a new online Master’s program

They tested an unoptimized press release with a video 
and an optimized press release with a video

Source: Greg Jarboe, The Measurement Advisor, “Measuring the Effectivness of News Releases – a Case Study,” Feb. 17, 2016

http://painepublishing.com/measurementadvisor/comparing-effectiveness-two-types-news-releases-smart-vs-multimedia/


They used keyword research to see which relevant 

topics the public and press were more interested in

Rutgers Offers Next-Generation Supply 
Chain Strategy Program

• “Rutgers” is a keyword, but it is
hard to rank well for it, especially
during the college football season.

• “Next generation” is a search
term, but it is frequently used for
“Star Trek: The Next Generation.”

• “Supply chain” is a relevant, two-
word search term, so we used it in
the optimized press release, too.

Internet of Things (IoT) Impact on Supply Chain 

Explored by Rutgers Business School Executive 
Education Mini-MBA Program

• “Internet of Things” is a relevant
three-word search term and gets
49,500 monthly searches.

• “Rutgers Business School” is a
relevant three-word search term
and gets 1,000 monthly searches.

• “Mini-MBA” is a relevant two-word
search term and gets 590 monthly
searches.

Source: Greg Jarboe, The Measurement Advisor, “Measuring the Effectivness of News Releases – a Case Study,” Feb. 17, 2016

http://painepublishing.com/measurementadvisor/comparing-effectiveness-two-types-news-releases-smart-vs-multimedia/


Both press release distribution services emailed 

reports 2 hours after their release crossed the wire

• The unoptimized release was 
distributed on Thursday, Oct. 8, 2015.

• It had 151 release views.

• 1 tweet about the release by a person with 
924 followers.

• The optimized release was distributed 
on Thursday, Oct. 22, 2015.

• It had 886 release views, 146 multimedia 
views, and 29 link clicks. 

• 19 tweets about the release, including ones 
by @debraruh (111,000 followers), 
@edaccessible (65,400 followers}, and 
@TheIoT (40,100 followers).

Source: Greg Jarboe, The Measurement Advisor, “Measuring the Effectivness of News Releases – a Case Study,” Feb. 17, 2016

http://painepublishing.com/measurementadvisor/comparing-effectiveness-two-types-news-releases-smart-vs-multimedia/


We added parameters to the URLs to identify which 

press release referred the most traffic

• The unoptimized press release with a 
video generated 26 new users to the 
Rutgers Business School Executive 
Education (RBSEE) website, but no 
registrations for the new course.

• The optimized press release with a video 
generated 70 new users to RBSEE’s 
website, and 6 registrations.

• At $4,995 per registration, that’s $29,970 
in incremental revenue, or 12.9X times 
more than the cost of the optimized press 
release with a video.

Source: Greg Jarboe, The Measurement Advisor, “Measuring the Effectivness of News Releases – a Case Study,” Feb. 17, 2016

http://painepublishing.com/measurementadvisor/comparing-effectiveness-two-types-news-releases-smart-vs-multimedia/


AND NOW LET’S DEEP DIVE
WELCOME


