
 

 

MGT489: Topics in Marketing: Social Media Marketing 
SPRING QUARTER 2016  
 
INSTRUCTOR: Dr. Elanor Williams 
EMAIL: ewilliams@ucsd.edu 
PHONE: 858-822-7467 
COURSE BLOG: http://mgt489socialmediamarketing.wordpress.com  
OFFICE HOURS: Fridays 1:00-3:00; and by appointment 

 
  DESCRIPTION  

 
Recent advances in the media landscape have vastly altered the ways in which people interact with each 
other and with the world around them. Modern media channels, such as Facebook and Twitter, are more 
social, customizable, and immediate than traditional media outlets like newspapers, magazines, and even 
television, and thus bring new challenges and opportunities to marketers and consumers, ones that many 
firms are not prepared to meet. In this course, we will discuss tools and frameworks to understand how 
companies can effectively implement social media marketing campaigns. Through a mix of case studies, 
experimental and theoretical insights from the social sciences, and class discussion, we will explore how 
companies can use these emerging technologies to reach and engage customers in powerful new ways. 
 

 
OBJECTIVES 
 
At the end of MGT489, you will: 
 

• Be familiar with useful social media marketing outlets and tools  
• Understand why social media is effective at spreading information and influencing users 
• Know how companies can listen and learn from social media to improve consumer response 
• Understand ways to actively engage customers through social media 
• Develop tools to measure the success of your social media efforts 
• Recognize and think through comprehensive social media marketing strategies  

 
 
MATERIALS 
 
Required  
 

• There is no textbook required for this class. Readings for each class will be assigned from the 
Course Packet and from online sources. 

• Students should also get in the habit of reading about social media online. The landscape 
changes so quickly that regularly reading the following sources will be helpful to you as you take 
this course; as such, it is required that you regularly follow them: 

o FastCompany: http://www.fastcompany.com 
o Mashable: http://mashable.com 
o TechCrunch: http://techcrunch.com 

 
Recommended 
 

• In addition, more traditional outlets such as the New York Times, the New Yorker, and Wired 
frequently report on social media issues, and you may also find it helpful to watch for such articles 
in these types of outlets. 



 

 

• The following books are likewise not required, but you may find them useful if you are interested 
in learning more about social media marketing: 

o Aaker, Jennifer and Andy Smith (2010). The Dragonfly Effect: Quick, Effective, and 
Powerful Ways to Use Social Media to Drive Social Change. Wiley. 

o Berger, Jonah (2013). Contagious: Why Things Catch On. Simon & Schuster. 
o Li, Charlene, and Josh Bernoff (2011). Groundswell: Winning in a World Transformed by 

Social Technologies (Expanded & Revised). Harvard Business School Press. 
o Piskorski, Mikołaj Jan (2014). A Social Strategy: How We Profit From Social Media. 

Princeton University Press. 
o Sterne, Jim (2010). Social Media Metrics. Wiley. 
o Watts, Duncan (2003). Six Degrees: The Science of a Connected Age. Norton. 

 
 

 
 

SCHEDULE 
 
Date Class Topic & Activities Readings & Assignments 

Part 1: Introduction 
Session 1: 4/2 What is Social Media 

(Marketing)? What is it 
good for? 

Readings: 
--“Social Media” (in your Course Packet) 
--“Every Second on the Internet” 
(http://onesecond.designly.com) 
--“The Conversation Prism” (http://bit.ly/19JrR3)  
--“Mapping the Social Internet” (http://bit.ly/St64gN)  
--“Social Media is Key for Marketers” 
(http://bit.ly/MngLeq) 
--“Watch Out For These Social Media Myths” 
(http://bit.ly/1xc1QRT) 
--“Principles of Interpersonal Influence (in your 
Course Packet) 
--“10 Steps for Successful Social Media 
Monitoring” (http://on.mash.to/bIbSdf) 
--“Tweeting Ferguson” (http://wapo.st/1AAQAO9) 
--“The Real Value of FB” (http://on.mash.to/1ai2Tii) 
Assignments: 
--Fill out Social Media Survey **due 4/1 @ 9:00am 
http://rady.qualtrics.com/SE/?SID=SV_cBn16Wxa
RwyDnIV  

Part 2: Saying Something 
Session 2: 4/16 Crafting content people 

want to see and want to 
share 

Readings: 
--“Mekanism” case (in your Course Packet) 
--“Quiz: What Makes for a Good Tweet?” 
(http://nyti.ms/1zdbGhh)  
--“You Will Not Believe How Easy It Is to Make 
Something Go Viral” (http://bit.ly/1citqM8)  
--“Why Ideas and Products Become Contagious” 
(http://bit.ly/JG21wS)   
--“Why Are Upworthy Headlines Suddenly 
Everywhere?” (http://bit.ly/1iO6I85) 
 --“Increasing Sales by Answering Customers’ 
Questions” (http://nyti.ms/1cNDq6n) 



 

 

Assignments: 
--New network assignment due 
--Group list and product choice for final project due 
(see instructions below) 

Part 3: The Bigger Picture 
Session 3: 4/30 Building communities, 

strategies, and campaigns 
Readings: 
--“Obama and the Power of Social Media and 
Technology” case (in your Course Packet) 
--“When the Twitterverse Turns on You” case (in 
your Course Packet) 
--“Create a Social Media Plan from Scratch” 
(http://bit.ly/1E5jWTj) 
--“10 Tips for Building a Strong Community” 
(http://on.mash.to/yatLUY) 
--“Facebook Reach Strategies” 
(http://bit.ly/VNLmO5)  
--“When Co-Creation Becomes the Beating Heart” 
(http://bit.ly/V8gxfF) 
Assignments: 
--Rady Blog assignment due 
--Final project research summary due (see 
instructions below) 

Part 4: Now What? 
Session 4: 5/14 Keeping track: Trends, 

ethics, and your success 
Readings: 
--“The Truth About Social Media Measurement” 
(http://mklnd.com/1ajJUE0)  
--“The Social Media ROI Debate” 
(http://prn.to/HRMvpO)  
--“Dark Social: Why Measuring Engagement…” 
(http://bit.ly/RmOCLz)  
--“5 Social Media Trends for 2015” 
(http://bit.ly/1B6KVAE)  
--“Strong Visual Brand” (http://bit.ly/1s56oRh)  
--“How Companies Learn Your Secrets” 
(http://nyti.ms/Afoxpl) 
--“Ethics and the 5 Deadly Sins of Social Media” 
(http://onforb.es/ufQhHm)  
Assignments: 
--Advisory assignment due  

Part 5: Putting It Together and Wrapping It Up 
Session 5: 5/28 Your social media presence 

from A to Z; Final Project 
Presentations 

Readings: 
--“Ford Fiesta Movement” case (in your Course 
Packet) 
--“Building a Social Media Culture at Dell” case (in 
your Course Packet) 
Assignments: 
--Final project presentation due 
--Final project report due 6/10 

 
 

 
 



 

 

 
ASSIGNMENTS 
 
In this class there will be one major assignment and several minor assignments. The major assignment is 
a group project, in which students will design a social media marketing campaign for a product or 
company of their choice (you will find detailed instructions below). This will involve a presentation to the 
class and a final paper, as well as some supplemental research, all of which is to be done in collaboration 
with your group members. The minor assignments will include analyses and personal use of and critiques 
of various social media channels; these assignments are to be completed individually or in small groups.  
 
Instructions for these assignments will be posted on the course blog at least one week before they are 
due. Please email me your completed assignments at or before their stated due dates and times. Please 
note: some assignments may be due the day before class, so that I can have a chance to incorporate 
some of your material into the day’s lecture. 

 
GRADING 

 
Assignments Points [or percentage] 
Class Participation (5 classes @ 4 points, 10 points blog/FB/Twitter) 30 
Class Assignments 25 
     Small group assignment (1 @ 10 points each)             10 
     Individual assignments (1 @ 5 points, 1 @ 10 points)              15 
Final Project 45 
     Group member list and product choice             5 
     Research summary           10 
     Group presentation           15 
     Final project write-up           15 
Total 100 

 
COURSE POLICIES 
 

• Students are expected to come to class prepared to participate; this includes having completed 
all the readings and assignments for the day’s class. This is in your best interest, as a significant 
portion of your grade will be based on participation. 

• For the same reason, attendance to every class is very important. Students who miss a class 
without a valid reason (e.g., a medical issue, a job interview) will forfeit their participation grade 
for that class. Please let me know in advance of any planned absences. 

• All written assignments must be turned in on time. The specific due date and time for each 
assignment will be clearly marked on the assignment instructions. 

• Laptops will be highly discouraged during most of class. There will specific moments when we 
will all use them together, as it is a social media class, after all, but please refrain from using them 
outside of those times. Keep cellphones on silent, and resist the urge to check them constantly 
(it’s hard, I know!). 

 
ACADEMIC INTEGRITY 
 
Integrity of scholarship is essential for an academic community. As members of the Rady School, we 
pledge ourselves to uphold the highest ethical standards. The University expects that both faculty and 
students will honor this principle and in so doing protect the validity of University intellectual work. For 
students, this means that all academic work will be done by the individual to whom it is assigned, without 
unauthorized aid of any kind. 
 



 

 

The complete UCSD Policy on Integrity of Scholarship can be viewed at: 
http://senate.ucsd.edu/manual/appendices/appendix2.pdf 

 
STUDENTS WITH DISABILITIES 
 
A student who has a disability or special need and requires an accommodation in order to have equal 
access to the classroom must register with the Office for Students with Disabilities (OSD). The OSD will 
determine what accommodations may be made and provide the necessary documentation to present to 
the faculty member.  
 
The student must present the OSD letter of certification and OSD accommodation recommendation to the 
appropriate faculty member in order to initiate the request for accommodation in classes, examinations, or 
other academic program activities. No accommodations can be implemented retroactively. 
 
Please visit the OSD website for further information or contact the Office for Students with Disabilities at 
(858) 534-4382 or fosorio@ucsd.edu. 



 

 

Final Project: Design Your Own Social Media Marketing Strategy! 
 
By the end of the course, you will have gathered many theoretical and practical insights about social 
media marketing. The final project is designed to give you a change to apply these insights to a product of 
your choosing, by developing a comprehensive social media marketing campaign for that product, one 
that could be implemented were the opportunity to arise. This project will be completed in groups of 
approximately four people, and will be graded based on the legwork you do to develop the campaign, in 
addition to an in-class presentation and a final project write-up. Detailed instructions for each of these 
components are below. 
 
Step 1: Choose your product (and your group) 
 
You’ll start your design by forming a group to work with and choosing the product you wish to spotlight 
with your proposal. Please note that the word “product” need not be taken literally. Your “product” can be 
a consumer good, of course, but it can also be a website, a restaurant, a brand or company, or even a 
charitable drive or cause. I definitely recommend that, whatever product your group chooses, it 1) is 
something that your group finds interesting (and is likely to still find interesting after 10 weeks of 
researching and thinking about it), and 2) is something that readily lends itself to social media. Ultimately, 
you want to get people engaged with your product, and you’ll be fighting an uphill battle with some 
products (for example, you may find it difficult to get people that excited about shoe polish or sponges). I 
will also encourage (but not require) you to pick 1) a charitable cause and/or 2) a business or product with 
a personal or local connection. Both of these options help beneficially constrain the scope of the project, 
and also allow you to potentially see some tangible results of your strategy, should you choose to test 
your approach. 
 
Deliverable #1: Group Member List and Product Choice 
Due 4/16 at the start of class 
 
Submit to me a Word Document with: 

• A list of the members in your group 
• The product your group has chosen for the final project 
• A paragraph describing why you chose this particular product for the project 

 
Step 2: Understanding the product from the firm’s perspective 
 
Once you have chosen your product, your next task is to learn as much as you can about the product; in 
particular, you should focus on how the product is currently positioned. This will require you to utilize as 
many different sources as possible: the product’s official website, newspaper and magazine articles about 
the product, advertisements (both print and televised, which can be found via AdCritic or YouTube), etc. 
 
When you are trying to understand the product’s current positioning, you may find it helpful to answer 
questions like the following: 

• What value does the product provide to its consumers? 
• Who are the main consumers of this product? What are the key segments it appeals to? 
• What are the main advertising channels currently used to promote the product? What do these 

advertisements try to say about the product? 
• Who are the primary competitors? 
• Are there complementary products to your chosen product? 
• How is the product distributed? 

 
These are not the only questions to answer, of course, but they may help you think about this and the 
following steps of the project. You may find that some of these questions are not relevant, and you should 



 

 

feel free to ignore them. Likewise, you are encouraged to explore any other questions or topics that you 
think will shed light on your product. 
 
Step 3: Understanding the product from the consumer’s perspective 
 
In order to design a successful social media strategy, you first need to understand how your product is 
perceived, and in particular, what is currently being said not only about your product but also about its 
competitors and the broader category to which it belongs. To do this, you’ll first want to identify the social 
media channels that are most likely to be discussing your particular product; thinking about the segments 
that your product appeals to may be most fruitful. The basic social media networks—Facebook, Twitter, 
Pinterest, etc.—are good places to start, but it is likely you will want to be more specialized as well. For 
instance, if you have chosen a technological product, seek out forums where “techies” hang out. If you’ve 
chosen a television show, visit blogs and websites dedicated to TV analysis and criticism, or even a forum 
frequented by fans of that particular show. If your product is particularly appealing to women, find popular 
blogs and social networks targeted at women. Once you’ve found some relevant social networks, spend 
some time following these sites. Note that each group is likely to have its own set of rules and customs, 
and it is important that you understand how people communicate in these channels before you engage 
them. 
 
Again, here are some questions to consider (with the same caveat as before): 

• Which are the most important social media channels to use to engage your target markets? 
• How do people communicate in each of the channels you follow? 
• Are there any key players (i.e., influential people) you will want to engage in particular? 
• Are there keywords related to your product that you’ll want to follow? 
• What is currently being said about your product through the various social media channels you’ve 

found? 
• What is currently being said about your competitors through the various social media channels 

you’ve found? 
• What is currently being said about the broader category in which your product falls through the 

various social media channels you’ve found? 
 
Deliverable #2: Summary of Product Research 
Due 4/30 at the start of class 
 
Your group should submit a (maximum) 4-page double-spaced preliminary summary of the research 
you’ve conducted for Steps 2 and 3. This should help you understand your product better, so that you can 
start thinking about how to proceed with the next steps of the project. Keeping this goal in mind should 
help narrow your focus in Steps 2 and 3; however, don’t let that goal blind you to certain aspects of the 
product’s positioning or how it is perceived by consumers. 
 
You will end up using this as part of your final paper. However, even after you turn in this summary, you 
should continue to monitor your chosen channels, so that you can update your research with any 
pertinent new information you hear through social media chatter. 
 
Step 4: Set some clear goals and design your strategy 
 
Once you’re familiar with your product and the social media landscape that surrounds it, it’s time to set 
your goals for the design of your strategy. What are you hoping to accomplish with your strategy? Are you 
trying to change the image of your brand? …Increase awareness of a new product? …Drive more traffic 
to a website? It is essential that you decide exactly what you are trying to do with your strategy.  
 



 

 

Once you have a clearly defined goal in mind, you should make a plan for how to achieve that goal. You 
should be as specific as possible with your plan; break your overall goal down into precise subgoals. You 
should create drafts of the materials you would use for a campaign or daily upkeep, and explain why this 
is the right strategy to use for your particular product. This can take many formats, though, depending on 
your strategy and design. Be creative with your ideas, and have fun! 
 
As you work on this step, consider these questions (among others): 

• What is the overall strategy behind your strategy? 
• How to you plan on implementing this strategy? 
• Why would this strategy be appropriate and effective for your product? 
• What are the goals of your strategy? 
• How do the goals of the strategy fit with the current positioning of the product? 
• How does your strategy complement your product’s current marketing efforts? 
• Which social media channels seem best suited to engage for the strategy you’ve designed? 
• What is the specific message that you plan on spreading? 

 
Step 5: Set clear metrics to evaluate the success and progress of your strategy 
 
The final step in developing your social media marketing strategy is to decide which metrics you will use 
to measure how effective your strategy is at meeting its goals. Your strategy will likely include a series of 
short-term, measurable goals (e.g., build a Facebook page, get 1000 fans for the page, etc.), as well as 
some overarching goals (e.g., improve the brand’s image, make consumers aware of a new product, 
etc.). You will want to suggest metrics to measure both types of goal progress.  
 
For the final project write-up and presentation, it might help to integrate this step with Step 4, making it 
clear how each part of the strategy will be implemented, executed, and tracked or measured. 
 
Deliverable #3: Final group presentation 
Due 5/28 in class 
 
On the last day of the course, your group will have 15 minutes to present your social media marketing 
strategy to your fellow classmates. You should structure this presentation as if your classmates were the 
executives in charge of your product, deciding whether to implement your strategy. You should clearly 
explain the logic behind your proposal, how it would be implemented, executed, and tracked, the 
strategy’s expected benefits, and any risks or meaningful hurdles. Please remember to connect your 
conclusions and recommendations to your research on the product. Again, be creative with your 
presentation and have fun. Feel free to bring props, YouTube videos, drawings and mock-ups, or 
anything else that might make your presentation stand out and convince the “executives” to support your 
proposal. 
 
Deliverable #4: Final group project write-up 
Due 6/10 via email by midnight 
 
Each group should hand in a 10-page double-spaced final write-up for the project. The paper should 
summarize the research you conducted regarding your product (including updates) and the strategy you 
designed and why you think it will be effective. While you will want to briefly describe your ideas in the 
write-up, you should place more emphasis on analysis of your plan. Think deeply about what might go 
wrong with your strategy, how consumers might react to it, and what the benefits and costs of 
implementing this strategy are relative to other potential approaches. Remember, no strategy is perfect, 
but you should at least show that you’re aware of its potential pitfalls before implementing it. The 
presentation is designed to sell me and your classmates on your proposal; the write-up is designed to 
show that you really understand what your strategy is and what your specific plans mean for it. 


