






COURSE NAME Managing Business Analytics 

INSTRUCTOR Denise Simion, PhD 

COURSE DESCRIPTION To stay competitive businesses need to engage in data analytics. This course 

offers students an overview of employing analytics in business and provides a roadmap for defining 

and running business analytics projects. This course provides a mixture of lectures, readings, group 

discussions, and business case analysis. It is not expected that students will have previous data science 

or analytics knowledge. 

COURSE OBJECTIVES 

1. Integrate project management and business analysis methods in analytics projects to optimize 

business goals. 

2. Create a collaborative team environment by building upon other members contributions to 

accomplish a goal as decided by the discussion group assigned. 

3. Build and present effective communication of concepts and ideas through group discussions 

and business case analysis papers. 

4. Examine the 4 basic data analytics to determine the best approach based upon the business 

goal. 

5. Analyze the various ethical, legal, and global considerations that need to be considered when 

engaging in analytics projects. 

6. Study the technology and tools currently available for running analytics and look toward the 

future. 

7. Evaluate how business analytics is used to influence and motivate the achievement of business 

strategy. 

TOPICAL OUTLINE 

ESTIMATED 

CONTACT HOURS 

I 

Business Data Analytics Basics  

 Key Terminology 

 Scientific Method Concepts and Process 

 Business Analysis Concepts, Tools, and Process 

 4 Basic Types of Data Analytics 

 Data Analytics Spectrum 

 Data Scientists and Technology 

4 

II 

Aligning Business Strategy and Company Culture to Data Analytics 

 Strategic Plans Review 

 Considerations of Company Culture 

 Working with Stakeholders 

 Questions for Defining a Business Need 

 Determine Business Impact: Internal or External Processes  

 Assigning Financial Value to “Intangibles” 

6 
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TOPICAL OUTLINE 

ESTIMATED 

CONTACT HOURS 

III 

Defining the Analytics Project 

 Determine Leading Indicators 

 Hypothesis Creation and Intervention Definition 

 Aligning Analytics Project to Leading Indicators 

 Analytics Project Selection 

 Data Analytics Type Selection 

6 

IV 

Data Collection Management Process 

 Defining Measurement Map and Metrics Checklist  

 Database Structure 

 Data Collection and Cleaning 

 Data Collection Considerations: Ethics, Legal, and Global 

6 

V 

Analytics Implementation 

 Review of Statistics 

 Correlation versus Causation 

 Analytics Continuum Reviewed 

 Five Stages of Analytical Maturity 

 Autonomous Considerations: Ethics, Legal, and Global 

6 

VI 

Managing Data Analytics Initiatives 

 Project Management Process (Inception through Evaluation) 

 Managing an Analytics Project Team versus a Department 

 Leadership and Communication Considerations 

6 

VII 

Today, Tomorrow, and Beyond 

 Visualization Techniques for Communicating Data 

 Predictive Analytics 

 Machine Learning and Artificial Intelligence 

 Reimagine the Business Strategy 

6 

 
Total Sessions Expressed as Contact Hours 40 
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RECAP 

IDENTIFICATION OF CPC TOPICS COVERED IN THIS COURSE 

ESTIMATED 

CONTACT HOURS 

Accounting 1 

Marketing 1 

Finance 1 

Management 

Management Principals 

Organizational Behavior 

Human Resource Management 

Operations Management 

3 

3 

3 

3 

Economic/Social/Legal Environment 

Legal Environment of Business 

Economics 

Business Ethics 

3 

3 

3 

Decision-Support Tools 

Information Systems 

Quantitative Methods/Statistics 

15 

15 

International/Global Dimensions of Business 3 

Integrative Experience 3 

Total (estimate of contact hours) 60 

GRADING SCALE 

4.0 A 95-100 

3.7 A- 92-94 

3.5 A-/B+ 89-91 

3.3 B+ 86-88 

3.0 B 83-85 

2.7 B- 80-82 

2.5 B-/C+ 77-79 

2.3 C+ 74-76 

2.0 C 71-73 

0 F 0-70 

 

REQUIRED TEXT Competing on Analytics: The New Science of Winning. Thomas H. Davenport & 

Jeanne G. Harris. Harvard Business Review Press. 2017. ISBN: 978-1633693722. 
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