SYLLABUS – A COURSE DESCRIPTION 

I. General information 
1. Course name: Social media and online communication strategies
2. Course code:
3. Course type (compulsory or optional): optional
4. Study programme name: Intercultural Communication
5. Cycle of studies (1st or 2nd cycle of studies or full master’s programme): II
6. Educational profile (general academic profile or practical profile): general academic profile
7. Year of studies (if relevant): 2
8. Type of classes and number of contact hours (e.g. lectures: 15 hours; practical classes: 30 hours): 30h practical classes
9. Number of ECTS credits: 4
10.  Name, surname, academic degree/title of the course lecturer/other teaching staff: Piotr Firych, MA, piotr.firych@amu.edu.pl

11.  Language of classes: English
12.  Online learning – yes (partly – online / fully – online) / no:

II. Detailed information
1. Course aim (aims): 
Modern media undeniably revolutionize our communication putting it in a new and still unpredictable path. The rapid pace of dynamics in cultural sector development is vastly reflected on both the way today’s cultural life organizers function on the market as well as on their audience’s behavior. Due to its great impact on today’s communication, the multidimensional phenomena of social media has been lately among the most discussed topics related to promoting culture in the XXI century. Therefore, during the course social networking platforms will be under close scrutiny. They are to be discussed and analyzed from the perspective of cultural managers who need to deal with the new standards of competing on the global market and its constantly changing trends.

The course aims to elaborate on the subject of the Internet and its specifics as well as to discuss the importance of new media development for cultural sector. Being more specific, it aims to bring a discussion about the extent social media such as Facebook might be treated as a relevant communication channel, a valid source of knowledge about an individual and finally: serve as a tool for promotion of the arts and culture.

The course is divided into a few major segments, which are meant to provide the students with a solid theoretical background as well as a range of practical trainings.

2. Pre-requisites in terms of knowledge, skills and social competences (if relevant):

•	Basic understanding of the Internet, its environment and actual trends
•	Interest in the topic
•	Good English language skills

3. Course learning outcomes (EU) in terms of knowledge, skills and social competences and their reference to study programme learning outcomes (EK):

	Course learning outcome symbol (EU)
	On successful completion of this course, a student will be able to:
	Reference to study programme learning outcomes (EK)

	AM_01 
	Reaching in-depth understanding of the Internet within a context of globalization and the actual cultural online marketing settings
	K1_W04, K1_W05, K1_W07, K1_U01

	AM_02
	Providing theoretical and methodological tools for analyzing contemporary online communication (and social media communication in particular) and developing student’s strategic thinking
	K1_W06, K1_U04, K1_K02, K1_K04

	AM_03
	Providing tools for analyzing complex relations between an online communication manager and its target groups in the context of global, intercultural communication
	K1_W05, K1_U01, K1_K03

	AM_04
	Providing tools for practical researching of contemporary social media trends as cultural forms and socio-cultural practices
	K1_W05, K1_W06, K1_W11, K1_U01, K1_K04

	AM_05
	Inspiring critical reflection on social media as important factors of discursive practices and of social, cultural and intercultural spheres of action
	K1_U01, K1_U02, K1_U05, K1_U07, 



4. Learning content with reference to course learning outcomes (EU) 

	Course learning content:
	Course learning outcome symbol (EU)

	TK_01 
	Introduction to international marketing communication development – characteristics, facts and actual trends
	AM_01

	TK_02 
	Marketing communication tools on the Internet – characteristics, strengths and weaknesses
	AM_01

	TK_03
	
Integrating online and offline marketing communication
	AM_01, AM_02

	TK_04
	Online communication strategies
	AM_02

	TK_05
	Social media – understanding the phenomena – Part I
	AM_01, AM_03

	TK_06
	Social media – understanding the phenomena – Part II
	AM_01, AM_03, AM_04

	TK_07
	Social media campaigns
	AM_02, AM_05

	TK_08
	Building social media campaigns – What can go wrong?
	AM_02, AM_05

	TK_09
	Understanding the Internet users
	AM_01, AM_02, AM_03, AM_04

	TK_10
	Personal branding via social media – constructing one’s identity?
	AM_01, AM_02, AM_05

	TK_11
	Audience development
	AM_02, AM_03, AM_04

	TK_12
	Crisis communication: workshops, case studies, discussions
	AM_01, AM_02

	TK_13
	Viral marketing
	AM_01

	TK_14
	Course project presentations
	AM_02, AM_05

	TK_15
	Course project presentations
“Catching up”, discussions
	AM_02, AM_05
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III. Additional information
1. Teaching and learning methods and activities to enable students to achieve the intended course learning outcomes (please indicate the appropriate methods and activities with a tick and/or suggest different methods)

	Teaching and learning methods and activities
	X

	Lecture with a multimedia presentation
	X

	Interactive lecture
	X

	Problem – based lecture 
	X

	Discussions 
	X

	Text-based work 
	X

	Case study work
	X

	Problem-based learning
	X

	Educational simulation/game
	

	Task – solving learning (eg. calculation, artistic, practical tasks)
	

	Experiential work 
	

	Laboratory work
	

	Scientific inquiry method
	

	Workshop method
	X

	Project work
	X

	Demonstration and observation 
	

	Sound and/or video demonstration
	X

	Creative methods (eg. brainstorming, SWOT analysis, decision tree method, snowball technique, concept maps)
	X

	Group work
	X

	Other (please specify) - 
	

	…
	



2. Assessment methods to test if learning outcomes have been achieved (please indicate with a tick the appropriate methods for each LO and/or suggest different methods)

	Assessment methods
	Course learning outcome symbol

	
	AM_01
	AM_02
	AM_03
	AM_04
	AM_05
	

	Written exam
	
	
	
	
	
	

	Oral exam
	
	
	
	
	
	

	Open book exam
	
	
	
	
	
	

	Written test
	
	
	
	
	
	

	Oral test
	
	
	
	
	
	

	Multiple choice test
	
	
	
	
	
	

	Project
	X
	x
	x
	x
	X
	

	Essay
	
	
	
	
	
	

	Report
	x
	x
	x
	x
	x
	

	Individual presentation 
	X
	x
	x
	x
	x
	

	Practical exam (performance observation) 
	
	
	
	
	
	

	Portfolio 
	
	
	
	
	
	

	Other (please specify) - 
	
	
	
	
	
	

	…
	
	
	
	
	
	




3. Student workload and ECTS credits

	Activity types
	Mean number of hours spent on each activity type

	Contact hours with the teacher as specified in the study programme
	30h

	Independent study*
	Preparation for classes
	30h

	
	Reading for classes
	15h

	
	Essay / report / presentation / demonstration preparation, etc. 
	

	
	Project preparation
	[bookmark: _GoBack]30h

	
	Term paper preparation
	

	
	Exam preparation
	15h

	
	Other (please specify) -
	

	
	…
	

	Total hours
	120h

	Total ECTS credits for the course
	4

	
* please indicate the appropriate activity types and/or suggest different activities




4. Assessment criteria in accordance with AMU in Poznan’s grading system:
Very good (bdb; 5,0):
Good plus (+db; 4,5):
Good (db; 4,0):
Satisfactory plus (+dst; 3,5):
Satisfactory (dst; 3,0):
Unsatisfactory (ndst; 2,0):


4

