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Abstract

Huge amounts of data in the form of messages on social networks are a challenge for digital marketing and marketing analytics to meet the requirements, needs, customer satisfaction of services or products. Marketing tends to be part of the overall culture based on the data and define marketing strategies that respond to consumers and therefore the company to provide economic benefits. Therefore, the focus of marketing analysis directs to the data recorded at the social networks. This paper shows one possible integration of information technology and data mining tools with the goal of visualizing the attitudes and opinions on the social networks in the form of a word cloud, which can then be used to create marketing strategies and improve customer relations and customer service.
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