
An Introduction to the Employment 
of Web, Social, and Other Types 
of Digital People Data

Understanding 
Audiences, Customers, 
and Users via Analytics

Synthesis Lectures on 
Information Concepts, Retrieval, and Services

Bernard J. Jansen · Kholoud K. Aldous · 
Joni Salminen · Hind Almerekhi · 
Soon-gyo Jung



Synthesis Lectures on Information
Concepts, Retrieval, and Services

Series Editor

Gary Marchionini, School of Information and Library Science, The University of North
Carolina at Chapel Hill, Chapel Hill, NC, USA



This series publishes short books on topics pertaining to information science and applica-
tions of technology to information discovery, production, distribution, and management.
Potential topics include: data models, indexing theory and algorithms, classification,
information architecture, information economics, privacy and identity, scholarly com-
munication, bibliometrics and webometrics, personal information management, human
information behavior, digital libraries, archives and preservation, cultural informatics,
information retrieval evaluation, data fusion, relevance feedback, recommendation sys-
tems, question answering, natural language processing for retrieval, text summarization,
multimedia retrieval, multilingual retrieval, and exploratory search.



Bernard J. Jansen · Kholoud K. Aldous ·
Joni Salminen · Hind Almerekhi ·
Soon-gyo Jung

Understanding Audiences,
Customers, and Users
via Analytics
An Introduction to the Employment of
Web, Social, and Other Types of Digital
People Data



Bernard J. Jansen
Hamad bin Khalifa University
Doha, Qatar

Joni Salminen
University of Vaasa
Vaasa, Finland

Soon-gyo Jung
Hamad bin Khalifa University
Doha, Qatar

Kholoud K. Aldous
Hamad bin Khalifa University
Doha, Qatar

Hind Almerekhi
Qatar National Research Fund
Doha, Qatar

ISSN 1947-945X ISSN 1947-9468 (electronic)
Synthesis Lectures on Information Concepts, Retrieval, and Services
ISBN 978-3-031-41932-4 ISBN 978-3-031-41933-1 (eBook)
https://doi.org/10.1007/978-3-031-41933-1

© The Editor(s) (if applicable) and The Author(s), under exclusive license to Springer Nature
Switzerland AG 2024

This work is subject to copyright. All rights are solely and exclusively licensed by the Publisher, whether the whole
or part of thematerial is concerned, specifically the rights of translation, reprinting, reuse of illustrations, recitation,
broadcasting, reproduction on microfilms or in any other physical way, and transmission or information storage
and retrieval, electronic adaptation, computer software, or by similar or dissimilar methodology now known or
hereafter developed.
The use of general descriptive names, registered names, trademarks, service marks, etc. in this publication does
not imply, even in the absence of a specific statement, that such names are exempt from the relevant protective
laws and regulations and therefore free for general use.
The publisher, the authors, and the editors are safe to assume that the advice and information in this book are
believed to be true and accurate at the date of publication. Neither the publisher nor the authors or the editors give
a warranty, expressed or implied, with respect to the material contained herein or for any errors or omissions that
may have been made. The publisher remains neutral with regard to jurisdictional claims in published maps and
institutional affiliations.

This Springer imprint is published by the registered company Springer Nature Switzerland AG
The registered company address is: Gewerbestrasse 11, 6330 Cham, Switzerland

Paper in this product is recyclable.

https://doi.org/10.1007/978-3-031-41933-1


This book to dedicated to all those who use or
want to use analytics to better their
understanding of their audiences, customers,
or users.



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
March 2023

Bernard J. Jansen
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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 AI’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

ix



x Preface

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

Doha, Qatar
March 2023

Bernard J. Jansen
Kholoud K. Aldous

Joni Salminen
Hind Almerekhi
Soon-gyo Jung
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