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	COURSE OBJECTIVES 
	The purpose of the course is to familiarize students with the growing role of social media in marketing, develop skills in creating and implementing social media marketing strategies, and use analytical tools to monitor and measure the effectiveness of activities.

	COURSE CONTENT

(Division into contact hours and e-learning))


	Content delivered in a face-to-face format includes analysis of key social media platforms, online community building and management, content marketing, paid advertising, influencer collaboration, activity analysis and monitoring, and crisis management. During the course, students will complete practical exercises such as creating content plans, developing advertising campaigns and influencer collaboration strategies, as well as analyzing analytical data and developing crisis management plans. 

Content delivered via elearning: not applicable.

	LITERATURE

(compulsory reading)
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Mahoney M., Tang T, Strategic Social Media: From Marketing to Social Change, JohnWiley & Sons, Inc. 2016.
Literature available in WSB University Library:
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	OPTIONAL LITERATURE (including at least two items in English, either books or articles)
	Kaczmarek-Śliwińska M., Media relations w erze social media, w: Media – czwarta władza?, tom 2, pod red. nauk. Gołda-Sobczak M., Machura W., Sobczak J., Wydawnictwo Naukowe Scriptorium, Poznań – Opole 2011. 
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