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Description The course will provide insights about different aspects of Social Media Marketing and 

it shows how Social Media fits into and complements the marketer’s toolbox. With the 
emergence of these technologies, anyone can contribute, distribute and publish their 
ideas, attitudes and aspirations. This rapidly changing environment presents new 
opportunities and challenges for marketers.  
The course melds theory with practical application as it covers core skills such as 
strategic planning for social media applications, incorporating these platforms into the 
brand’s marketing communications executions, and harnessing social media data to 
yield customer insights.  
 
 

Course Outline The course will provide students with opportunities to: 
‐ understand the evolution of the marketing discipline from Traditional 

Marketing to Social Media Marketing 
‐ understand strategic and tactical roles of social media in marketing  
‐ identify the linkages between social media channels and processes such as 

innovation, knowledge management, communication and co-creation 
‐ define social media metrics and key performance indicators 
‐ develop skills in using social media tools in the context of real-world 

marketing situations 
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Optional Reading Additional material both from academic journals and popular business press/blogs will 
be provide during lectures. 

Prerequisites No prerequisites 
Keywords Social Media, Marketing, Online Communities 
Teaching Frontal lectures, Group work, Group discussion 
Final valutation Oral exam 
Course website  
Other notes Attendance to the lectures is strongly suggested 
 


