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Department
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Term
According to study plan

ECTS Credits
75

Language of instruction
Norwegian and english

Introduction

Insi
ghts are an increasingly important success factor in today’s communication environment. Measuring, analyzing, and
implementing small and big data into decision-making create effective and efficient PR and marketing campaigns. With societal
issues increasingly occupying management’s agenda, communication departments are increasingly tasked to gather and
develop insights into complex problems. And on the agency side, value is increasingly created through creative and strategic
planning, which itself is dependent to create insights. In this course, students will.

I n
this course, the general objective is to provide students studying PR and marketing communication these insight- and data-
driven methods/analytics that can are instrumental to understand audiences, to develop persuasive and customized
messaging, to select the best communication channels for messages, and ultimately, to achieve optimal results. The emphasis
of the class will be on applications and interpretation of the results from locating and collecting data and analyzing information
for making real life business and communication strategy decisions. We will focus less on the mathematical and statistical
properties of the techniques used to produce these results, and more on the methods used in analysis of the data itself.

Learning outcome

Rec
quired Knowledge

Stu
dents will obtain an understanding for the role of data in today’s marketing and communication environment, and will get
acquainted with up-to-date methodology to plan and to frame research questions, both for practical as well as for academic
endeavors.

Part
icipants will learn both classic and new approaches of gathering data and to extract insights from these data, ranging from
traditional perception studies to techniques of gathering insights from new online media such as facebook, twitter or google.

Rec
quired Skills

Stu
dents will get to know effective ways to derive and present findings from data, ranging from visualization to insights-driven
argumentation. In detail, students will learn:
. performing literature and state-of-the-art reviews based on secondary data
. conducting perception studies and identifying key influencers
. using google, twitter, facebook and other social media analytics tools
. using data to define stakeholder personas
. aggregate and visualize insights

Ref
lection

Stro

ng emphasis will be laid on methodological concerns and a fundamental understanding for the nature of data.

Prerequisites
Students are expected to have taken classes in statistics and have working knowledge of MS Excel and
JMP/SPSS. We expect students to have a solid grasp of the English language as well as a strong interest in the



issues at hand, and to actively participate in class.

Compulsory reading

Books:

Boire, Richard. 2014. Data mining for managers : how to use data (big and small) to solve business challenges.
Palgrave Macmillan

Gemignani, Zach ... [et al.]. 2014. Data fluency : empowering your organization with effective data
communication. Wiley

Collection of articles:
Compendium of articles, which will be made available in electronic form to participants

Recommended reading

Books:

Berger, Arthur Asa. 2013. Media and communication research methods : an introduction to qualitative and
quantitative approaches. 3rd ed. SAGE

Krippendorff, Klaus. 2013. Content analysis : an introduction to its methodology. 3rd ed. Sage

Patton, Jeff. 2014. User story mapping. O'Reilly Media

Revella, Adele. 2015. Buyer personas : how to gain insight into your customer's expectations, align your
marketing strategies, and win more business. Wiley-Blackwell

Russell, Matthew A.. 2014. Mining the social web. 2nd ed.. O'Reilly

Course outline

1. Introduction: Why Insights
The first lecture will introduce the importance of insights for communication strategies, and will showcase advances in small
and big data generation and exploitation. Students will obtain insights into the applicability of such approaches for data-
driven campaigns and will develop an understanding for the nature, opportunities and challenges of data.

2. Communication Evolution and Social Strategy: The State of the Research
With the advent of the Internet, data has become available in great quantity and immediacy. In this session, students will
get acquainted with various efforts to gather such data and to put it to use, in examples ranging from political developments
such as the Arab spring, to better understanding human behavior in general, to generating customer, advertising and
campaign insights.

3. Literature and Content Analysis
Most research projects, both in practice and in academia, start with gathering and interpreting secondary sources. In this
lecture, students will learn how to gather and present state-of-the-arts, how to locate and analyze studies, and how to
conduct and present content analysis — both from a design as well as from a hands-on perspective.

4. Opinion Research and the Importance of Influencers
Students will learn about processes of opinion formation, and the importance of influencers in this process. Both in classical
forms (such as perception studies) as in online forms (such as influencer marketing) of communication, the identification
and assessment of key stakeholders is paramount, the course will introduce matching techniques.

5. Customer and Stakeholder Personas
Building on the last lecture, participants will learn about methods to explore and describe the values and demands of
organizational stakeholders. Here, the course will place particular emphasis on creative approaches to visualization of such
groups, in the form of personas and rich descriptions to create deep stakeholder understanding.

6. Internal Consistency and Obtaining Internal Data
Generally, organizations possess rich inventories of data that are useful for generating insights. Increasingly,
communication is also faced with aligning communication efforts — to this end, in this session, forms of how internal
alignment can be measured, in terms of culture, editorial principles, timing, reach and connectedness of communication
efforts, will be explored.

7. Using Big Data for Business Challenges
This lecture will introduce students in-depth to the concept of big data, and ways of making the most of the masses of
information and mining techniques that technology has enabled. This lesson will in particular look at the potential for such
data for strategic insights, and the design, implementation and measuring of data mining efforts.

8. Google analytics, facebook and twitter as tools to generate insights
In these sessions, students will work hands-on with various new media to learn ways to exploring trending topics,
discovering what stakeholders are taking about, analyzing fan pages, examining friendships and getting to understand web
site traffic and interconnectedness. Both standard as well as data-mining approaches to gather insight on these sites will be
discussed.

9. Visual Netnography
New media, such as instagram, also offer opportunities for gathering qualitative data, for instance on the ambitions, dreams
and fears of customers and stakeholders. In this session, students will get to learn about several non-standard approaches
to gathering insights, ranging from visual to diary to netnographic methods.

10. Presenting Insights
In this final session, participants will learn about presenting their insights to a wider audience, and will discuss the challenge
of finding a fit between audience needs and the right data presentations. Both structuration principles for arguments, as well
as data presentation tools, including reports, dashboards, visualizations, and key metrics will be explained.

Computer-based tools
No specified computer-based tools are required.

Learning process and workload
The



course aims at combining formal lectures with a case teaching approach. In addition, experts involved in advertising planning
and corporate communications will present their insights. The course will consist of the following elements:

Formal lectures for basics of the topics and to provide a conceptual framework;

Case studies for deepening knowledge of the management process, as well as for applying theoretical knowledge real-world
situations;

Guest lectures by media and communication experts in order to gain insights in their roles/activities and experiences.

Rec

ommended use of hours:

Activity Hours
Participation in teaching sessions, presentations 39
Group work in class 6
Preparation for teaching sessions, reading literature 60
Research and outside reading 45
Work on project paper 50
Average recommended study hours 200

Use of hours

39 hours - Lectures

6 hours - Group work (in class)
45 hours total

Examination
To gain a grade, the participants will be asked to work on three different tasks over the course of the semester, in
the form of take-home exercises.

Evaluation 1

Indivdual paper based on secondary data (counts for 40 % of the final grade)

First, students are expected to produce a short state-of-the art overview on a set topic, based on secondary data,
together with a methods reflection pertaining to their framing of the research question and data collection
methodology (no longer than 5 pages, excluding references ).

Evaluation 2

Group paper based on primary data (counts for 40 % of the final grade)

Second, students will gather primary data on the topic, relying on one of the approaches outlined in class (media
analysis, interview data, online or survey data). Their findings are to be written down in a paper not exceeding 10
pages and corresponding to general scientific requirements. Groups will consist of a maximum of 3 students.

Evaluation 3

Group presentation (counts for 20 % of the final grade)

As the final, third part of their attestation, students are expected to deliver a presentation on their findings (see
evaluation 2) and their applicability to a communications problem, relying on the presentation techniques outlined
in class and again reflecting on the generalizability of their findings (no longer than 20 minutes). Basis for
evaluation is solely the quality of their findings and visualisations, not the presentation or language skills.

Examination code(s)
PRK 36621 Process evaluation accounts for 100 % of the final grade in PRK 3662 Insight-driven communication,
7,5 credits.

Examination support materials
All support materials are allowed.

Re-sit examination
A re-sit is held in connection with the next scheduled course.

Additional information



