A28 1098 FR% 28 REE 4

R KBRS A .. L
SAT LA #ik | R
SPECIAL TOPICS ON BIG DATA ANALYTICS #FT | TAO CHI-CHUNG
FROM SOCIAL MEDIA
“ He A - ‘ .
23 /% K gt;bi F]— A FJ$ ;%‘ .’? 'Eg;%‘ﬁi
A S, TR ER Y 350
SDG8 % Boje ¥ 22 A B
HALESDGS | SDGY & ¥ AT AAHK
M B

A0 ) g T PR

— \iﬁ’é‘%J»E Zj"ﬁt%msb o
S nTEA LA BSR4

AEARH IR~ A(PT)FRw At 4 2238 p Bt £

ABFi Bep A fr i 4 o O £ 2 20.00)
= Behp A et 4 oo (V£ 1 60.00)

cag@

AR 2 deienic 4o (0 £ 120, 00)

AgAEHERERAANZR LA EVE

1 23T - (00 £ 2 20.00)

2. FmEH o (WL E 140.00)

3kFEAR (O E 120.00)

4, AL ETE o (b £ 1 20.00)
KRR G AN T ALBERB R BIBES O R 7 e EAAEE, WA L A8
e i, 28 FEBEREEIN A E. RAKY, #AEHH, s
H, HROWM, HEHEBIN, HTELE AIFERAE, LTOENZARH
Mz BREETR, HHAP IR BN, BEITAIN. AEFESH
TEEHZ,

FAL[ 4

This course aims at introducing current research trends and hot topics of
social media big data analytics including social media definition, classification,
non-structured big data analytics, software toolboxes, community discovery,
social media mining, sentiment analysis, social network analysis, social
computing and artificial intelligence applications. An interactive teaching and
learning process is performed to discuss some hot topics such as public
opinion mining, customer behavior analysis and business analytics,
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oy RS concepts of big data analytics from social media,
2 | B AR T AR BLE R AL B 4938 K 8| Students will be able to understand and apply the
W2 AR Fe i B BE basic knowledge and skills of social media big data
analysis,
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P Reza Zafarani, Mohammad Ali Abbasi, Huan Liu, Social Media Mining : An
70 Introduction, Cambridge University Press, United Kingdom, 2014,
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