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lcems2114
2021

Business Analytics

5.00 credits 30.0 h Q2

Teacher(s) Hazée Simon ;

Language : English

Place of the course Louvain-la-Neuve

Prerequisites Basic knowledge in mathematics and statistics (including multivariate statistical analysis using supporting statistical
software).

Learning outcomes At the end of this learning unit, the student is able to :
The main objective of this course is to help students become reflective, responsible business leaders making sound
data-driven decisions. This course accordingly helps bridge the gap between managers and data scientists. In
particular, students – after taking this course – should be able to:

• Understand the current digital ecosystem and the important role of data in business;
• Understand what is big data, what sources can be used for data collection, and what types of data are available
for analysis;

• Understand the “big data” challenges, from data extraction and transformation (e.g., database connections and
query) to data analysis and interpretation;

• Define ethical guidelines for the use of personal customer data.
• Identify the right data and digital analytics techniques for specific business problems;
• Understand and conduct specific statistical techniques for digital data analysis;
• Obtain insights from data and turn them into strategic decision-making;
• Assess return on business efforts/investments;

Evaluation methods Students' performance is assessed based on:

• partial continuous evaluation (60% of the final score), including group activities (e.g., case studies, Accenture
business analytics challenge) and class participation

• an individual written exam (40% of the final score) with essay questions, taking place during the mid-term week

Teaching methods The course includes theoretical lectures, case studies, practical exercises, and guest lectures by practitioners
from top companies. This CEMS course is practice-oriented. Most concepts and analytical techniques discovered
throughout this course will be taught through use-cases and how-to examples, using different business intelligence
and statistical software. Students will also have the opportunity to take part in a business analytics challenge co-
organized with Accenture.

The professor reserves the right to adapt the course format and eventually opt for a blended learning format that
combines online and in-class activities.

Students are required to carry out preparatory work prior to some sessions, and to take an active role in class
discussions

Content In today’s digital economy, an unprecedented vast amount of data is available to companies, including for instance
data on how consumers feel, behave, interact with brands, and respond to business efforts. Data is even being
called the “oil” of the digital economy. How to effectively capture, store, and leverage data to support business
decisions yet remains a key challenge for numerous companies. This course accordingly explores the growing
important role of data in business and how companies can develop competitive advantages and achieve impact
through data.

This course teaches widely-used frameworks of business analytics including descriptive analytics, predictive
analytics, and inquisitive analytics (experimentation). Students then implement these frameworks through
exercises and case studies to solve various business problems related to customer behavior/churn prediction,
digital ads optimization, sales and website trafic prediction, customer segmentation, and business performance
assessment, among others. Particular attention is paid to corporate digital responsibility, that is the legal and ethical
issues behind data gathering, storage and usage.

Analytics approaches and techniques covered in this course include data preparation with Excel (Power Query),
data visualization - considered as a key tool to make (big) data more understandable - using advanced business
intelligence tools (Tableau or Power BI), as well as statistical and data mining tools (SAS Entreprise Miner or
KNIME). Students will learn and use these techniques to leverage and turn data into relevant business insights.

The ultimate goal of this course is to help students become "link creators", that is people who have the ability
to envision how data can be used to enhance the business and create value, have enough mastery of business
analytics to be able to lead discussions with data specialists, and have the ability to act on that vision by making
sound data-driven responsible decisions.
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Programmes containing this learning unit (UE)

Program title Acronym Credits Prerequisite Learning outcomes

Master [120] in Management

[CEMS Programme]
GEST2M 5

Master [120] in Management

[CEMS Programme]
GESM2M 5

Master [120] : Business

Engineering [CEMS

Programme]

INGE2M 5

Master [120] : Business

Engineering [CEMS

Programme]

INGM2M 5
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