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https://data.huffingtonpost.com/2016/we-the-tweeple 

https://data.huffingtonpost.com/2016/we-the-tweeple
https://data.huffingtonpost.com/2016/we-the-tweeple


Product Development
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Big Data Sets → Business Assets

Case: Product: Baby-Monitors

Master Thesis: Adele Indiane Gurrich Kristensen & Stine Sofie Bragdø



Quality Control
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Business Data Analytics: AS IS
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Business Process: SHOULD BE
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The Online Review Analytics Solution Suite (TORAS)



Crisis Management
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Artefact and Action Analytics
Temporal Analysis of actors who interacted during crisis: Interactional spikes found in both cases

Likes on admin’s posts and comments far greater than likes on 
non-admin comments

indicates positive endorsement of Zoo’s activities during the 
crisis

Likes on admin posts and comments far less than likes on 
non-admin comments 

indicates negative endorsement of Jensen’ Bøfhus’ 
activities during the crisis

• Quick & Dirty Method for post hoc Crisis Detection & Characterization
• Facebook Reactions: Fast & Frugal Algorithms for real-time Event Detection
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Actors Likes on Zoo’s Posts & Comments

Business Impact: Social Media Crisis of CPH Zoo: NONE

During Crisis :08-20 February, 2014

Artefacts: All Data: Wall beginning to last collected timestamp
Actors: All Facebook users on Copenhagen Zoo Page
Actions: LIKE on Admin’s Posts and Comments

Activity: Positive Association to Admin’s Posts or Comments
 Sociological Importance
 Organizational Relevance

Interpretation: Computational Social Science: Set Theory
LIKEs were a way of expressing cultural solidarity and in-group support 
to a Danish institution perceived to be under undeserved out-group 
criticism

Unique Actors on Zoo’s FB Wall

• NO increase in sales (tickets or annual passes)
• Weather and Website Visits account for most variance in total visitors to the Zoo
• Creepy Idea: Birth Count in the Greater Copenhagen Area might account for the rest



Similar Response Strategy but Different Results

Denmark vs. Non-Denmark Within Denmark

http://pelk.dk/infgrfx/index.php?img=State-sponsored-killings-in-2014.jpg 

http://pelk.dk/infgrfx/index.php?img=State-sponsored-killings-in-2014.jpg


Ratings Management
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Online Public Sphere: Norway: Winter Olympics: NRK→ TV2
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Online Public Sphere: Norway & Sweden: TV Show: Skavlan



Customer Relationship Management
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• Datasets

• CRM 

• Interviews

• Facebook

Loyalty Club Programs



Predicting Net Promotor Score From Big Social Data

R² = 0.9581
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Event Management
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23© Ravi Vatrapu
Social media and Shits storms In a Big Data perspective

Roskilde Festival 2017 with IBM

Demo 
zone

Development 
zone

Landing 
zone

1 GB/SEC

GPS & App data
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Roskilde Festival 2017: cbsBDA

Social Media Inventory of RF17

https://docs.google.com/spreadsheets/d/1tF3oXOfI3FffWTlwq4qWRUqetpVuJWnfDYY7tSKliAg/edit#gid=937246886
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Geographies of Being, Sharing, and Feeling

Feeling: how people experience RF17 in terms of emotions, feelings and sentiments (happy, sad, amusing etc.)

Being: where people are present (Orange Stage, Camping etc.)

Sharing: what people find important, interesting, and/or relevant to share on social media about RF17
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Visual Analytics: Dashboards: Facebook: Artists: Reactions
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Visual Analytics: Dashboards: Twitter
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Visual Analytics: Dashboards: Instagram



Flows in Conversation 

• Flows across topics 

rather than shifting 

volumes of people/posts 

across spaces.

• Text mining from online 

mentions MineMyText 

(Müller, et al. 2016)

• Topic modelling (20 

topics) generated mostly 

band-specfic topics 

(Müller et al 2016).

http://minemytext.com/
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Text Analytics: Facebook: Roskilde Festival (2012-2017): Six Basic Emotions: English 
vs. Danish



31

Text Analytics: Facebook: Roskilde Festival (2012-2017): Personality Types: English 
vs. Danish
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Text Analytics: Facebook: Roskilde Festival (2012-2017): Brand Sentiment: 
English vs. Danish



Discussion
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