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Academic Course Information
	Discipline Code
	Discipline name
	Type 
	Number of hours per week
	Number of credits
	ECTS

	
	
	
	Lec.
	Prac.
	Lab. 
	
	

	MvSS 2209
	Social media marketing
	Elective
	1
	0
	2
	3
	5

	Lecturer   
	Zhanabayeva А.Б.
	Office hours
	Scheduled

	e-mail
	aynura_ktl_92@mail.ru

	
	

	Telephones
	Telephone:                                         + 7 7474371442 (mob.)
	The audience
	220



	Academic presentation of the course
	Type of training course: "Marketing in social networks" - a discipline of the cycle of basic professional disciplines, module IOT 3 "Communication management and marketing", type - elective, is designed to form knowledge on marketing on the Internet.
Purpose of the course: practical development by students of marketing tools on the Internet. Objectives: to reveal the relationship between the Internet and PR; learn how to promote a product / service through social networks, determine the criteria of significance for the field of public relations, present the obtained data. Studied: the principles of selection and organization of marketing research, research motivation, forms of evaluation of results.

	Prerequisites
	MMSK1403, ТPPR 2206

	Post-requisites
	-

	Informational resources
	Educational literature:
1. Jason Falls, Eric Decker. Social media marketing. Just about the main thing. Publ .: Mann, Ivanov and Ferber. 2012
2. Barrow K. The course of survival of the Internet company. - M .: Alpina Publisher, 2001.
3. Mass media and the Internet: problems of legal regulation / Ed. M.V. Gorbanevsky. - M .: Ecoprint, 2003.
5. Kholmogorov V. Internet Marketing: A Short Course. - 2nd edition. - SPb .: Peter, 2002.
6. Hanson W. Internet Marketing: Educational and Practical Guide. - M .: UNITY-DANA, 2001.
7. Leontyev B. Everything you want to know about the Internet. - M., 2015.
8. Klimenko S., Urazmetov V. Internet - the habitat of the information society. - Protvino: Russian Center for Physical and Technical Information, 2005.
9. Faye, Mary Joe. Advertising, marketing and design on the Internet. - M., 2014
10. Dushkina M.R. PR and promotion in marketing: communication and impact, technology and psychology. Tutorial. Publisher: Peter. 

2015 Internet resources:
http://prclub.kz/
http://econbooks.ru/books/part/12540
http://stanlykajurov.narod.ru/researchmetod.htm
http://www.prstudent.ru/teoria/metody-issledovaniya-v-pr

	Academic policy of the course in the context of university values
	Rules of academic conduct: Regular attendance by the student of all types of classes is required, absence without a good reason is not allowed. Absence and lateness for classes are estimated at 0 points. Students will be assessed for their participation in day to day classroom activities. It is imperative to comply with the deadlines for completing and delivering tasks (laboratory, IWS, project, etc.), projects, exams If the deadlines are violated, the completed task is evaluated taking into account the deduction of penalty points. Students who have missed classes for a good reason (with proof of documents) work them out in extra time. Students who have not completed all types of work are not allowed to the final exam.
Academic Values: Students must be honest and ethical at all times in their pursuit of academic goals in accordance with the University's Code of Honor for Students. When teaching, independence is required to complete all tasks, forgery, the use of cheat sheets, cheating at all stages of knowledge control, deceiving the teacher and disrespectful attitude towards others are not allowed.

	Assessment and attestation policy
	Criteria assessment: Assessment of learning outcomes takes place in relation to descriptors, checking the formation of competencies (learning outcomes specified in the goal) at midterm controls and exams. The check takes into account the completeness and strength of theoretical knowledge, skills and abilities to apply them in practice in various situations.
Summative assessment:
Lecture activity    5%
Work in laboratory classes 20%
Independent work 25%
Design and creative activities 10%
Exams 40%
TOTAL 100%

Minimum percentages:        95% - 100%: А		            90% - 94%: А-
85% - 89%: В+		80% - 84%: В			75% - 79%: В-
70% - 74%: С+		65% - 69%: С			60% - 64%: С-
55% - 59%: D+		50% - 54%: D-		0%  - 49%: F



Calendar of implementation of the content of the training course:
	Week / Date
	Topic title (lectures, laboratory exercises, CDS)
	Number of hours
	Maximum score

	1
	2
	3
	4

	Midterm control 1
Social media marketing research methods
	Midterm control 1
Social media marketing research methods

	1
25.01, 30.01. 2021
	Lecture 1. Basic concepts of Internet marketing
	1
	0

	
	Laboratory lesson 1. Research of current advertising and PR activities in social networks
	2
	9

	2
01.02, 06.02. 2021
	Lecture 2. Determining the needs of marketing research and motivation
	1
	0

	
	Laboratory lesson 2. Monitoring the external environment of the company
	2
	9

	3
08.02, 13.02. 2021
	Lecture 3. Type of marketing information in PR and sources of its receipt.
	1
	0

	
	Laboratory lesson 3. Primary and secondary data
	2
	9

	
	SRSP. Determine the ratio of quantitative and qualitative approaches
	1
	12

	4
15.02 20.02. 2021
	Lecture 4. The choice of methods for conducting marketing research in social networks (problem lecture)
	1
	0

	
	Laboratory lesson 4. Acquaintance with individual PR methods in social networks.
	2
	9

	5
22.02, 27.02. 2021
	Lecture 5. The ratio of quantitative and qualitative approaches.
	1
	0

	
	Laboratory lesson 5. Research project, its types and features in social networks.
	2
	9

	
	SRSP: Create a company resource table
	1
	12

	6
01.03, 06.03. 2021
	Lecture 6. Mixed techniques in social networks
	1
	0

	
	Laboratory lesson 6. Drawing up questionnaires and questionnaires in social networks
	2
	9

	7 08.03, 13.03. 2021
	Lecture 7. The nature of social media research
	1
	0

	
	Laboratory lesson 7. The in-depth interview method and its role in marketing research of social networks
	2
	10

	
	SRSP. Define the stages of getting information on social media
	1
	12

	
	TOTAL 1 Cross-border control
	
	100

	8
15.03. 2021
	Midterm exam
	
	100

	
	TOTAL Midterm exam
	
	100

	Midterm control 2
Developing a social media marketing strategy

	8
15.03, 20.03. 2021
	Lecture 8. Experiments and their role in organizing research in social networks
	1
	0

	
	Laboratory lesson 8. "Test marketing" (project method)
	2
	8

	9
22.03, 27.03. 2021
	Lecture 9. Factors limiting the possibilities of experiment in social networks
	1
	0

	
	Laboratory lesson 9. Classification of experimental models.
	2
	8

	
	SRSP: An Experiment with Covert Observation
	1
	9

	10
29.03, 03.04. 2021
	Lecture 10. Methods of collecting data in social networks
	1
	0

	
	Lab 10: Measurements in Social Media Marketing Research
	2
	8

	11
05.04, 10.04. 2021
	Lecture 11. Segmentation of the Internet market
	1
	0

	
	Laboratory lesson 11. Intermarket segmentation.
	2
	8

	
	SRSP. Round table: Modeling situations aimed at creating an informational occasion.
	1
	9

	12
12.04, 17.04. 2021
	Lecture 12. Development of a marketing strategy in social networks
	1
	0

	
	Laboratory lesson 12. Research situations in the Kazakh business structure
	2
	8

	13
19.04, 24.04. 2021
	Lecture 14. Features of the work of in-house sites
	1
	0

	
	Laboratory lesson 14. Internal variables.
	2
	8

	
	SRSP: Factors affecting the effectiveness of the communication process, depending on the selected Internet resources.
	1
	9

	14
26.04, 01.05. 2017
	Lecture 14. Internet in Internet market management
	1
	0

	
	Lab 14: Social Media Marketing Strategies
	2
	8

	15
03.05, 08.05. 2021
	Lecture 15. Analysis of the effectiveness of the company's marketing activities in social networks
	1
	0

	
	Laboratory lesson 15. Individual solutions for the success of a PR campaign in social networks
	2
	8

	
	SRSP: Draw up a SWOT analysis of business companies
	1
	9

	
	TOTAL 2 Cross-border control
	
	100



Teacher   
                                                                                                                       Zhanabaeva A.B.
Head of the Department
Professor, Doctor of Philological Sciences                                                   Shyngysova N.T.

Chairman of the methodological
faculty office
senior teacher                                                                                                Daurenbekova A.A.
