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	Course unit title

	Web Marketing and Advertising

	course unit code

	C.1.12.

	type of course unit (compulsory, optional)

	optional

	level of course unit (according to EQF: first cycle Bachelor, second cycle Master)

	Master

	year of study (if applicable)

	1 

	semester/trimester when the 
course unit is delivered

	2

	number of ECTS credits allocated 

	3

	Workload
	In-class: 36 h
Self-study: 72 h

	name of lecturer(s)

	Dr. Ivan Petrenko

Elena Ivanova, M.A.


	learning outcomes of the course unit

	Upon completion of the course students are able to:
· name the features of the Internet as a communication platform, the principles and mechanisms of communication in the Net (including legal and ethical aspects);
· take account of psychological aspects of visual advertising and PR in the Internet.
· use the SEO optimization methods and methods for contextual advertising;
· perform social media marketing and monitoring when making an advertising campaign or sales promotion in the Net; 
· use the main technological platforms of “new media”;
· plan and implement actions in the new media for promoting profit and nonprofit organisations, ideas, leaders, state agencies as well as for other communication tasks using the blogosphere and reputation management methods. 


	mode of delivery (face-to-face, distance learning)
	face-to-face with the use of distance learning

	planned learning activities and teaching methods 

	· Lectures are delivered in the form of blended learning (with active use of E-learning technologies) with the view to give students some guidelines and introduce them to the subject matter;
· Seminars are the main type of learning activities and are delivered using the following teaching methods:
· project method;
· group and individual presentations;
· case method.
Teaching materials and the organisation of master’s students self-study are provided within the LMS (learning management system) «Digital University – MOODLE».


	prerequisites and co-requisites 

	To complete the course students should have a notion about the concept of communicative act and communication models, psychological characteristics of internet users.


	recommended optional programme components

	1. Signing up for a MOOC (massive open online-course) relevant to the course contents. 

2. Attending public lectures and workshops hold by SSM experts.

3. Attending respective conferences and workshops.


	course contents

	1. Online and offline marketing.

2. Website analysis in web marketing; search engine marketing.

3. Advertising as an element of integrated marketing communication in the Internet; In-text advertising and banner advertising.

4. Reputation management in the Internet; partisan marketing.

5. Promotion strategy for a product/service in the new media. Conceptual approach. Promotion phases.

6. Promotion tool in social networks.

7. SEO search optimization. 
 

	form of examination and assessment methods
	Ordinary credit test with giving a mark.
Running assessment is carried out in the form of tests, case solutions, presentations and written assignments. The project work is about developing a sales promotion strategy for a selected product or service in the new media.
Grading procedure:
· Classroom attendance – 15%
· Running tests and practical exercises – 35%
· Project work presentation – 50%


	recommended or required reading
1. 
	2. Вебер Л. Эффективный маркетинг в Интернете. Социальные сети, блоги, Twitter и другие инструменты продвижения в Сети. 2-е изд. – М.: Манн, Иванов и Фербер, 2011. – 320 с.

3. Котлер Ф. Маркетинг 3.0. От продуктов к потребителям и далее – к человеческой душе. – М.: Альпина Бизнес Букс, 2012. – 240 с.

4. Муни К., Роллинс Н. Открытый бренд в мире, который построил Веб. – СПб.: Символ-Плюс, 2009. – 208 с.

5. Gattiker Urs E. Social Media Audit: Measure for Impact. New York, NY: Springer New York. 2013. 106 p.

6. Social Media Retrieval/edited by Naeem Ramzan, Roelof Zwol, Jong-Seok Lee, Kai Clüver, Xian-Sheng Hua. 

7. London : : Springer London. 2013. 484 p.


	language of instruction
	Russian


	work placement(s)
	 -


