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MODULE HANDBOOK 

Module/Course 
 
 

Social Media Life / 
7020103103 

Student 
Workload 

 
(3CU X 

1.59 ECTS) 
X 28.49 = 

135.89 
Workhours 

Credits 

3 CU 
4.77 ECTS 

Semester 

5th / odd 

Frequency 

Once Year 

Duration 
 
 

14 x meetings 

1  Types of courses  
Lectures 
Structured,  
Assignments,   
Independent  
Study 

Contact   
hours  

(3CU X 
1,59 ECTS) 
X 
{(50:170’) 
X 28,49  
Workhour
s= 39, 97 

Independ
ent Study  

(3CU X 
1,59 ECTS) 
X 
{(60:170’) 
X 28,49  
Workhours
= 47,96 

Structured   
Study  

(3CU X 
1,59 ECTS) 
X 
{(60:170’) 
X 28,49  
Workhour
s= 47,96 

Class size  

MAX 50   
STUDENT 

2  Prerequisites for participation (if applicable)  
 

3  Program Learning outcomes  

PLO 1.A 
Able to apply their field of expertise and use IPTEKS to solve problems and adapt to the 
development of social media. 
 
PLO 2.A 
Master the theoretical concepts in the field of digital media technologies in general and the theory 
concepts of special parts in the area of development of the social media technology, as well as be 
able to formulate the solution of procedural problems. 
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PLO 3.A 
Be able to take the right decisions based on the analysis of the developments of new media 
technologies, and are able to give clues in choosing various social media alternatives both 
independently and groups. 
 
PLO.4 A 
Be responsible for their own work and can be given responsibility for the achievement of the 
results of the organization's work. 

CLO : Students are able to understand social media definitions, phenomena of social media development, changes in 

social media habits, and virtual lifestyle on social media that influence social change in society, including discussions 

about digital media, cyberspace and cyberculture, to virtual community in the case of everyday society. 

4  Subject aims/Content  
(learning objectives of the course/subject material)  

1. Explains the development of Communication Technology, New Media, and Social Media. 
2. Explains the definition and scope of New Media, Social Media Virtual Life, and Second 

Identity. 
3. Students can understand the concept of interactiveness in new media, the concepts of Social 

Media for Conversation, up to the dialogue concept to monologue. 
4. Can understand the notions of Communication Ethics in Social Media. 
5. Can understand concepts and journeys of Netizen Psychology. 
6. Can understand definitions of Cyber Community due to the presence of new media. 
7. Can understand Social Media Ads. and Social Media Campaigns. 
8. Can understand social bookmarking, social knowledge, social media insights, and 

crowdsourcing. 
9. Can understand geo-social video, live social ratings, social social reviews, social-social reviews 

and social social-revisions.  
10. Understand the strategies that include the implementation of content and content 

marketing concepts, including SPM-Sub-M, Revem-Social Care, Infocamps, and Content-
Camps. 

11. Understand the concepts of Geosocial, Live Video, Ratings, and Reviews. 
12. Understand content marketing, Influencer Marketing, Social Care, and Social Selling. 
13. Could explain the concept of Integrating Social Media across Organizations by 

understanding and detailing examples of implementation of social media integration in 
various organizations, including strategies, benefits, and related challenges. 

5  Teaching methods  
Lecture Course, Case Study. 

6  Assessment methods  
Product/Project, Participation.  

7  This module/course is used in the following study program/s as 
well - 

8  Responsibility for module/course  
Elective Course 
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