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Foreword

I am pleased to introduce this book on the Web, social media, and user analytics.

As the world of digital media continues to evolve rapidly, it is more important than ever
to understand the powerful tools and techniques available to measure and analyze data.
This book provides a comprehensive overview of the current landscape of social media,
user, and Web analytics, along with critical insights and best practices for leveraging this
data for long-term success.

Social media, user, and Web analytics are essential to any digital marketing strat-
egy. They provide the information necessary to understand customer behavior, generate
meaningful insights, and make data-driven decisions. With this book, readers will learn
to develop effective strategies for monitoring, measuring, and optimizing their digital
presence.

I believe this book will be invaluable for anyone looking to maximize their online
presence. It is an essential resource for marketers, entrepreneurs, and digital professionals
alike.

Thank you for picking up this book. I hope you find it to be a valuable and informative
guide.

Doha, Qatar Bernard J. Jansen
March 2023
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Preface

The use of the Web, user, and social media analytics world has grown exponentially.

Companies and individuals are using the Web and social media data to inform their
business decisions and better understand their audience base. This book introduces the
world of the Web, people, and social media analytics and how to use the data collected
to make better decisions.

This book is written for those who are somewhat new to the Web and social media
analytics but interested in learning more than the basics. While designing this book, we
“drank our own Kool-Aid”, leveraging analytics and personas to guide the structure, con-
tent, and flow of this book. It is intended to help those who are looking to gain the skills
needed to analyze data from the Web and social media and help them make informed
decisions, including practitioners, teachers, and researchers.

This book provides an overview of the concepts and techniques used in the Web and
social media analytics, including data gathering methods, data preparation, quality, ana-
lytical methods, and validity. It also covers the potential Web and social media analytics
applications, such as marketing, customer relationships, and product design.

This book is intended as a starting point for those interested in Web and social media
analytics and with some background in these areas. We hope that it will provide readers
with the knowledge and skills necessary to make the most of their data.

The authors make a note here in accordance with publishing guidelines at the time of
writing. Open Al’'s GPT-3 large language model (LLM) was used for generating work-in-
progress (WIP) text for some of the sections of chapters in this book. This WIP text
was then manually reviewed and edited by an expert author familiar with the topic.
This process involved adding, editing, and removing parts of the text. Each chapter was
further reviewed by at least one of the other authors, usually more. Therefore, the book’s



X Preface

text is manually verified by expert humans, albeit benefitting, in parts, from content
automatically generated by an LLM.

Doha, Qatar Bernard J. Jansen
March 2023 Kholoud K. Aldous
Joni Salminen

Hind Almerekhi

Soon-gyo Jung
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