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MCOM 400 – Media Management in Adv & PR




	Course Information

Course Title:  Media Management in Advertising and Public Relations 
Course Code:  MCOM 400
Credit Hours:  3
Pre-req: MCOM 303 & 304 

Section A: 3–3:50 pm M/W/F (E-221)
Section B: 2–3:15 pm T/R (E-221)

	Instructor Information   

Name:   Mehwish Batool

E-mail:	mehwishbatool@fccollege.edu.pk

Office Information: Office # 117, Faculty Block

Office Hours: M/W – 1–3 pm

In case you need to see me outside the office hours, please take appointment via email 













Course Introduction: 

This course covers media management areas including managing media relations, media buying, media selling, media monitoring and audience analysis for advertising and public relations industry. This course will involve the application of strategic management principles to the development of advertising and PR plans programs. Special focus will be given to digital media management and campaign execution on digital platforms. 
Learning Goals:

At the end of this course, students will be able to:
· Understand the workings of Pakistan’s communication industry and media-advertisers relationship
· Devise effective media strategies and communication campaigns 
· Assess the trends of media buying and selling
· Expand their knowledge of emerging media and learn social media management
Grading Criteria 

	Assessment
	Percentage

	
	

	Final Project
	50% 

	Mid-term 
	20%

	Class activities/
discussions/readings/assignments
	20%

	Attendance
	10%

	
	100




· Grading Legend:

	Grades
	Quality Pts
	Numerical Value
	Meanings

	A
	4.00
	93-100
	Superior

	A-
	3.70
	90-92
	

	B+
	3.30
	87-89
	Good

	B
	3.00
	83-86
	

	B-
	2.70
	80-82
	

	C+
	2.30
	77-79
	Satisfactory

	C
	2.00
	73-76
	

	C-
	1.70
	70-72
	

	D+
	1.30
	67-69
	

	D
	1.00
	60-66
	Passing

	F
	0.00
	59 or below
	Fail





Syllabus
Course content is divided into three Modules. Apart from the topics listed below, students will be assigned material such as industry reports, case studies, content from Forbes, Ad Age, ProfitPk, Aurora to discuss latest trends in the communication industry. 

	Module 1
	Module 2
	Module 3

	
· Introduction to Media Management in communication industry 

· Advertising & PR landscape in Pakistan

· Revision of key concepts 



	
· Foundations of Media management in traditional media

· Media Selection: Exploring different media and evaluating media vehicles 

· Media Planning and Buying (Monitoring, Scheduling)



	
· Foundations of digital media management

· Social Media Marketing

· Search Engine Optimization

· Campaign Planning & execution 







Imp Note: 

· Be advised that this syllabus is subject to change – and will probably change – according to class progress and university’s policy regarding on-campus classes

· Guest speaker sessions and workshops may be arranged for specific topics. These will be mandatory to attend. 


Course Policies & Procedures


1- Attendance & timeliness 

· Students are expected to be in the class in a timely manner and attend at least 60% of the classes during the semester. This includes all the in-class and online sessions 
· Students coming late in will not be allowed to sit the class.
· Students with short attendance will be warned via email and will be subsequently asked to withdraw the course if they fail to meet the attendance requirement at any point during the semester. 
· Leave applications must be submitted in advance. If a student misses a class because of an emergency, s/he must submit a written application within 24 hrs otherwise the leave won’t be accepted. 
· Students with less than 60% attendance will not be permitted to sit in the final exam. 
· Attendance is 10 percent of total grade, no credit will be given below 60%. 

2- Class Etiquette 
- Students should not leave the classroom without instructor’s permission
- Students are expected to treat the instructor and their class fellows with utmost respect
- Healthy discussion/debate is welcomed rather encouraged in this course. However, students are advised to refrain from using foul language or getting into heated arguments
- Laptops and mobile devices are to be used for class purposes during our meetings – not for personal social interactions.
- In-class critiques of your classmates’ work will be constructive. Feedback should be about the work and never personal. Be respectful of each other’s effort.

3- Assessments 

· All the activities and projects should be submitted on time & final presentation should be delivered on the scheduled date. No work would be accepted after the deadline. 
· No retake will be allowed for any course activity (assignments, quizzes, presentations, class activities) 
· Students will be provided a chance to review the assessments. However, grading should be considered final unless there is some miscalculation on part of the instructor. 

4. Adherence to Academic Integrity Policy 

It is expected from all the students to abide by University’s Academic Integrity policy throughout the semester. In case of any violation, the case will be reported to academic integrity committee. Links of the relevant policies are mentioned below:

· Academic integrity: Please see here.
· Plagiarism Policy: Please see here.
· Sexual Harassment Policy: Please see here.
· Anti-Corruption Policy: Please see here. 

[bookmark: _5._Online_Classroom][bookmark: _Module_4] 
image1.jpeg
o
Estd. 1864

FORMAN CHRISTIAN COLLEGE

(A CHATERED UNIVERSITY)




image2.png




