
1. General Information

Course Subject MKTG

Course Number 3529

Course Title Social Media Marketing

Academic Years 2023-2024

Grading Method Letter

2. Instructors

Professor Dang,Chu Ivy
Office: Room 709 /F K.K. Leung Building
Email: ivydang@hku.hk
Office: 39171614
Subclasses: 2A

4. Course Description

Course
Description

The world becomes more digitized than ever. With the total number of active social media
users reaching several billion worldwide, understanding how to effectively communicate
with consumers on social platforms has become an integral part of every business’s
success. This course will help students understand social media marketing from three
perspectives—principles, applications and strategies. Social media and network theory,
popular social media strategies, social media management tools and relevant ethical
framework such as consumer privacy will be introduced. The course will also familiarize
students with best practices and tactics used by popular platforms such as Facebook,
Instagram, Pinterest, Twitter, TikTok and others. The course includes hands-on
development of social media tactics and channels. This may require students to set up
group social media accounts and manage them during second half of the semester. Upon
completing this course, students will be equipped with the knowledge and master skills
which are essential to build, analyze, and manage real-world social media marketing
campaigns.

Prerequisites MKTG2501: Introduction to Marketing

5. Course Objectives

1. To build a conceptual understanding of the principles and theories behind social media marketing.

2. To earn hands-on, working knowledge of management skills used by social media professionals.

3. To understand approaches to integrating social media with other digital marketing tools.

4. To identify, evaluate and develop social media marketing strategies.

5. To apply the knowledge and skills in building, analyzing and managing social presence.

6. Faculty Learning Goals



6. Faculty Learning Goals

Goal 1: Acquisition and internalization of knowledge of the programme discipline

Goal 2: Application and integration of knowledge

Goal 3: Inculcating professionalism

Goal 4: Developing global outlook

Goal 5: Mastering communication skills

Goal 6: Cultivating leadership

7. Course Learning Outcomes

Course Teaching and Learning Activities
Aligned Faculty Learning Goals

1 2 3 4 5 6

CLO1. Understand the principles and theories behind social media
marketing

CLO2. Examine and analyze consumer behaviors on social media

CLO3. Integrate social media with other digital marketing tools

CLO4. Apply the knowledge and skills in developing and managing a
social media campaign

CLO5. Collect and analyze data on social media

CLO6. Demonstrate effective communication skills

8. Course Teaching and Learning Activities

Course Teaching and Learning Activities # Expected
Study Hours

Study Load
(% of study)

T&L1. Interactive Lectures with Exercises/Discussions 30 25

T&L2. Individual Assignments 20 16.7

T&L3. Group Case discussions 25 20.8

T&L4. Final Project—Presentation and Written Report 35 29.2

T&L5. Final Project—Presentation and Written Report 10 8.3

Total: 120 Total: 100

9. Assessment Methods

Assessment
Methods

Description Weight % Aligned Course
Learning Outcomes

A1. Class
contribution

(individual)

Students are expected to attend each class; and
participate in group discussions. If you are unable to
attend a lecture, advance notice must be given
indicating the reason for the absence.

15% 1,6

A2. Group-led
Case Discussion

Students will work in groups to prepare a 15-minute
presentation on an assigned case.

20% 1,2,3,6



9. Assessment Methods

A3. Group
Project

Students will work in groups to complete an 8 to
10-page written report, along with a 15-minute
presentation at the end of the course. Note that the
length of the presentation is subject to change,
depending on the class size. This project is meant to
put students in the shoes of a digital marketing
manager for a company or an organization that has
been asked to adopt social media to its marketing
strategy and monitor the performance of the
activities. Students may draw insight from recent
marketing research and case studies that look at
social media use by companies, provided that all
sources are properly cited. Students can either
analyzing an existing social media account of a
business entity or they can create their own social
media account to study (e.g., a Facebook page of a
student organization).

35% 1,2,3,4,5,6

A4. Final Test
(individual)

The final quiz will be cumulative and closed-book.
The quiz will be used to assess students’ (1)
understanding of key principles and concepts of
social media marketing, (2) application of the learned
knowledge and skills to identify social media
marketing issues and recommend social media
marketing strategies to the contexts. The quiz
consists of two sections: multiple choice questions
and short answer questions. Multiple choice
questions will be used to assess students’
understanding of key principles and concepts of
social media marketing which are covered in class
and assigned readings. Short answer questions will
be used to evaluate students’ ability to integrate and
apply the learned knowledge and skills to identify
social media marketing issues and recommend social
media marketing strategies to the contexts.

30% 1,2,3

A5. Final Exam 0%

Assessment Rubrics

A3. Group
Project

-Presentation (15%)
-Written Report (20%)

A+,A,A-

B+,B,B-

C+,C,C-

D+,D

F

10. Course Grade Descriptors

A+,A,A- Outstanding performance on all (or almost all) learning outcomes.

Demonstrates the ability to synthesize and apply the principles or subject matter learnt in
the course, to novel situations and/or in novel ways, in a manner that would surpass the
normal expectation at this level, and typical of standards that may be common at higher
levels of study or research. Has the ability to express the synthesis of ideas or application in
a clear and cogent manner.



10. Course Grade Descriptors

B+,B,B- Substantial performance on all learning outcomes, OR high performance on some learning
outcomes which compensates for less satisfactory performance on others, resulting in
overall substantial performance.

Demonstrates the ability to state and apply the principles or subject matter learnt in the
course to familiar and standard situations in a manner that is logical and comprehensive.
Has the ability to express the knowledge or application with clarity

C+,C,C- Satisfactory performance on the majority of learning outcomes, possibly with a few
weaknesses.

Demonstrates the ability to state and partially apply the principles or subject matter learnt
in the course to most (but not all) familiar and standard situations in a manner that is
usually logically persuasive. Has the ability to express the knowledge or application in a
satisfactory and unambiguous way.

D+,D Barely satisfactory performance on a number of learning outcomes

Demonstrates the ability to state and sometimes apply the
principles or subject matter learnt in the course to some simple and familiar situations in a
manner that is broadly correct in its essentials Has the ability to state the knowledge or
application in simple terms.

F Unsatisfactory performance on a number of learning outcomes, OR failure to meet
specified assessment requirements.

Candidate demonstrated little evidence of basic familiarity with the assignment questions
and relevant course materials. All the responses are not well organized, unclear or with
insufficient elaboration.

11. Course Content and Tentative Teaching Schedule

Topic/
Session

Date Time Content Readings Assignments Other
information

1 Course
Introduction
& Overview

Application:
Social Media
Management
Platform

2 Understandin
g Social Media

Discussion:
Building
Social
Preference

3 Managing &
Measuring
Social Media

Discussion:
Social
Listening

4 Social
Networks

Application:
Social
Network
Analysis

5 Viral
Marketing

Case
Discussion

6 Influencer
Marketing

Case
Discussion

7 Content
Strategy

Case
Discussion

8 Online Application:



11. Course Content and Tentative Teaching Schedule

Advertising
and Social
Media

SEM

9 Clickstream
Data and
Attribution
Models

Application:
Attribution
Models

10 Social Media
Marketing
Strategy

Final Project
Consultation

11 Final Project
Presentation

12 Final Quiz Final Report
Consultation

12. Required/Recommended Readings & Online Materials

Textbook

13. Means / Processes for Student feedback on Course

Conducting mid-term survey in additional to SETL around the end of the semester

Online response via Moodle site

Others



14. Course Policy

15. Additional Course Information


