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Course Description
The emergence of the Internet, and later, the rise of social networks have fundamentally changed the way
individuals, organizations and companies communicate with their target audiences. New communication
channels and instruments have emerged, communication became interactive, and conversations happen
publicly. The rules of classic Public Relations still apply but there are many new tools and techniques that are
used specifically for digital communication.
This course will introduce students to the basic rules of classic Public Relations as well as to the new tools
and techniques of digital PR. Strong practical emphasis of the course will allow students to not only
understand theoretical concepts behind Public Relations but also develop practical skills by studying case
examples and creating their own digital (campaign) strategy.
Learning Outcomes
By the end of this course, students will:




understand the basic principles of strategic Public Relations;
develop an ability to plan communication processes based on communication goals and target
groups
develop an ability to plan digital communication using a variety of channels and instruments

Resources for the Course
See the last page of this syllabus.

Course Requirements:
 Group project:
This course is organized around a group project aimed at designing a digital communication strategy for a
real organization/company. Working in groups throughout the semester, students will design a digital
communication strategy and present it to a jury in the end of the semester.
 Active participation:
Designing a strategy is a complex task. To be able to work on the project, students need to understand the
basic principles of strategic approach to communication and become familiar with the tools and techniques
of digital communication. A series of practical exercises and class discussions will help them to acquire the
necessary knowledge.

 Case studies:
Throughout the semester, students will research and analyse real-life examples of successful digital
communication.
Class Participation
Good class participation involves regular attendance, contributing to the ongoing discussion of the class in an
informed and responsible manner, being attentive to that conversation, and being respectful of the
participants in it. On the contrary, monopolizing discussion time, interacting aggressively with your
classmates, and sleeping during class are examples of disrespectful behaviours.
Attendance/Punctuality:
 Students are expected to attend all classes. Regular attendance for this course is mandatory. All
students are also expected to be in class and in their seats at the beginning of each class period.
Students who arrive in the classroom after the attendance was taken, or who leave before the class
has ended will be marked absent for that class, unless there is a legitimate excuse for doing so. If you
have a compelling reason to be absent, or late, because of an illness or other emergency, please
discuss it with the instructor.
 All medical certificates should be shown the instructor within a week after student recovers and
resumes the studies and will not be accepted after.
 If you miss 6 or more classes, you will receive zero points for the class participation.
Deadlines:
All assignments must be submitted before the deadline. Late work will not be accepted.
Additional Course Policies








Please turn off all cell phones/electronic devices before entering class.
Please do not engage in checking your email account or unrelated web surfing during class. Those
doing so will be excused from the class.
Please complete each reading assignment prior to the day it is assigned so you can take part in
discussions in class and apply the techniques learned from reading.
Students are responsible for examining all materials assigned on the syllabus. Even though all
materials assigned may not be specifically covered or discussed in class, the instructor assumes that
students will have read all materials and that they understand all of the materials, unless they ask
questions during class.
Students must respect people’s diversity and to be aware of the various ways in which language can
be discriminatory. Thus, everyone should avoid using biased language both in the class discussions
and in written assignments.
Important announcements, supplemental materials, etc. will be communicated via e-mail or ecourse system. Each student is expected to have a valid e-mail address and to check their e-mail
often. Each student is expected to enroll into the course on e-course system.

Plagiarism Policy
Please familiarize yourself with AUCA plagiarism policy as stated in the AUCA Student Handbook. If you
plagiarize you will receive failing grade for the assignment and for the course.

Grade Appeal

If you disagree with the grade for your assignment(s) and/or for the course, please speak to me so I explain
why you got the grade. If still disagreement persists, then speak with your academic advisor about filing an
appeal. There is no grade negotiation.

Grading Criteria
Group project

50%

Case studies

20%

Class participation

30%

Total

100 %

Grading Scale:
A 93-100 Excellent
A- 90-92 Excellent
B + 87-89 Good
B 83-86 Good
B- 80-82 Good
C + 77-79 Average
C 73-76 Average
C- 70-72 Average
D+ 67-69 Poor
D 63-66 Poor
D- 60-62 Poor
F 0-59 Failure

(TENTATIVE) COURSE SCHEDULE
Week 1
Tue, January 17, Course introduction. Syllabus, course objectives, grading criteria etc. Sources for the course.
Thu, January 19, Definition of Public Relation. Strategic approach to PR.
Week 2
Tue, January 24, Differences between digital and classic PR. Instruments of digital PR.
Thu, 26 January 26, Case study: an example of a successful digital PR campaign.
Week 3 (Project starts)
Tue, January 31, Introduction of the project. Students create groups for project work.
Thu, February 2, Project work: How to conduct a situation analysis. Setting communication goals. Defining
target groups.
Week 4
Tue, 7 February, Project work: Distribution of group assignments for the situation analysis.
Thu, 9 February, Project work: Field work for situation analysis.
Week 5
Tue, February 14, Project work: Deciding on channels and instruments. First brainstorming.
Thu, February 16, Case study: an example of successful digital PR-campaign. Student presentation 1
Week 6
Tue, February 21, guest speaker SEO
Thu, February 23, Defenders’ Day (no classes)

Week 7
Tue, February 28, Case study: an example of successful digital PR-campaign. Student presentation 2.
Thu, March 2, Social media. Blogging. Twitter.
Week 8
Tue, March 7, Social media. FB, LinkedIn, Google+
Thu, March 9, Media sharing. Instagram. Youtube, Flickr, SlideShare
Week 9
Tue, March 14, Content marketing
Thu, March 16. Examples of successful digital PR-campaigns. Student presentation 3.
Week 10
Tue, March 21, Spring break (no classes)

Thu, March 23,
Week 11
Tue, March 28, Project work: channels and instruments. Continued.
Thu, March 30, Project work: campaign evaluation.
Week 12
Tue, April 4, Project work: campaign evaluation (continued)
Thu, April 6, Summary: main principles of using social networks in Public Relations
Week 13
Tue, April 11, Summary: digital content
Thu, April 13, Summary: SEO
Week14
Tue, April 18, Project work: campaign strategy (instructor’s input)
Thu, April 20, Project work: presentation preparation
Week 15
Tue, April 25, Presentation of student designed digital campaigns to the jury.
Thu, April 27,
Week 16
Tue, May 2, Student reflection on the course.
Thu, May 4, Summary and student feedback.

Note: The schedule is only tentative and subject to change. All changes will be announced in class and/or
sent by email. Please check your AUCA email regularly for the most up-to-date information.

SOURCES FOR THE COURSE:










Danny Rogers (2015) Campaigns that shook the world: the evolution of public relations
Carrie Morgan (2016) Above the Noise: Creating Trust, Value & Reputation Online Using Basic Digital
PR
David Meerman Scott (2015) The New Rules of Marketing and PR: How to Use Social Media, Online
Video, Mobile Applications, Blogs, News Releases, and Viral Marketing to Reach Buyers Directly
Carolyn Mae Kim (2016) Social Media Campaigns. Strategies for Public Relations and Marketing
Andrew Macarthy (2016) 500 Social Media Marketing Tips: Essential Advice, Hints and Strategy for
Business: Facebook, Twitter, Pinterest, Google+, YouTube, Instagram, LinkedIn, and More!
David Kelly (2016) Social Media: Strategies To Mastering Your Brand- Facebook, Instagram, Twitter
and Snapchat
Laura Hanly (2016) Content That Converts: How To Build A Profitable and Predictable B2B Content
Marketing Strategy
Pamela Wilson (2016) Master Content Marketing: A Simple Strategy to Cure the Blank Page Blues
and Attract a Profitable Audience
Danny Dover, Erik Dafforn (2011) Search Engine Optimization (SEO)

