DISCIPLINE DESCRIPTION
1. Information about the program
	1.1 Higher education institution
	Babeş-Bolyai University

	1.2 Faculty
	Faculty of Political, Administrative and Communication Sciences

	1.3 Department
	Department of Communication, Public Relations and Advertising

	1.4 Field of study
	Communication Science

	1.5 Level of study
	Master

	1.6 Study program / Qualification
	Public Relations and Advertising



2. Information about the discipline
	2.1 Discipline title
	ONLINE ADVERTISING

	2.2 Course lecturer
	

	2.3 Seminar assistant
	

	2.4 Year of study
	2nd 
	2.5 Semester
	3rd 
	2.6. Evaluation type
	Final examination
	2.7 Discipline type
	Mandatory



3. Total estimated time (hours of didactic activities per semester)
	3.1 Number of hours per week
	3
	of which: 3.2 course
	2
	3.3 seminar/laboratory
	1

	3.4 Total hours in the study plan
	42
	of which: 3.5 course
	28
	3.6 seminar/laboratory
	14

	Time distribution:
	hrs

	Studying the manual, course reader, bibliography and notes:
	10

	Supplementary documentation in the library, on electronic platforms and in the field:
	5

	Preparing seminars/laboratories, homework, syntheses, portfolios and essays:
	5

	Tutorials
	2

	Examinations 
	

	Other activities: ..................
	

	3.7 Total hours of individual study
	60

	3.8 Total hours per semester
	120

	3.9 Number of credits
	7



4. Prerequisites (where applicable)
	4.1 based on the curriculum
	· 

	4.2 based on competences
	· 



5. Conditions (where applicable)
	5.1 for the course 
	· 

	5.2 for the seminar/laboratory
	· 




6. Accumulated specific competencies
	Professional competencies
	· Acquiring the skills to use new information and communication technologies (NTIC), including new media
· Apply the creative idea to elements specific to the online environment, taking into account the specific objectives of the campaign.
· Developing the capacity to develop complex advertising projects using IT technology
· Establishing strategic planning for the management of communication and PR failures
· Acquiring the competencies to develop and manage a website for a company or business.
· Applying the creative idea to the specific elements of the ad campaign, taking into account the specific objectives of the online campaign.
· Differentiated use and analysis on areas of professional communication of media plan specifics (coverage, frequency, etc.)

	Transversal competencies
	· Objective self-evaluation of the need for vocational training in order to integrate and maintain adaptability to the requirements of the labor market
· Application of effective work techniques in a multidisciplinary team with the fulfillment of certain tasks on hierarchical levels (web administrator, creative content, responsible for promotion)



7. Discipline objectives (from the accumulated competencies grid)
	7.1 General objective
	· Developing the capacity to design and manage a website using existing IT technology; publicly promoting the website and measuring traffic.

	7.2 Specific objectives


	· Acquiring the skills to use new information and communication technologies (NTIC), including new media
· Apply the creative idea to elements specific to the online environment, taking into account the specific objectives of the campaign.
· Developing the capacity to develop complex advertising projects using IT technology
· Preparing strategic planning for managing communication and PR malfunctions.



8. Contents
	8.1 Course
	Teaching methods
	Observations

	1. Introduction. Specific technical terms: IP, port, hosting, server etc.
	Oral presentation and discussions
	

	2. Types of Internet Advertising and Payment Systems (CPC, CPM, CPA)
	Oral presentation and discussions
	

	3. Ads paid through ad network and Facebook ads. Click auction.
	Oral presentation and discussions
	

	4. Optimal Positions of Advertising on the Website. Page view studies (eye-tracking).
	Oral presentation and discussions
	

	5. Retention of the user on the website
	Oral presentation and discussions
	

	6. Social media and blogging
	Oral presentation and discussions
	

	7. Word of mouth online
	Oral presentation and discussions
	

	8. Online reputation
	Oral presentation and discussions
	

	9. Search engine optimization
	Oral presentation and discussions
	

	10. Sponsored ads
	Oral presentation and discussions
	

	11. Campaign case studies and successful websites
	Oral presentation and discussions
	

	12. Facebook Ads
	Oral presentation and discussions
	

	13. Instagram Ads
	Oral presentation and discussions
	

	14. Final recapitulation
	Oral presentation and discussions
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	8.2 Seminar / laboratory
	Teaching methods
	Observations

	1. An introduction to the seminar’s requirements
	Class discussions & fieldwork debriefing
	

	2. CMS and hosting
	Class discussions & fieldwork debriefing
	

	3. How to use a CMS, live examples
	Class discussions & fieldwork debriefing
	

	4. Settings, Users, Widgets
	Class discussions & fieldwork debriefing
	

	5. Pages, posts and content creation
	Class discussions & fieldwork debriefing
	

	6. Categories and tags
	Class discussions & fieldwork debriefing
	

	7. Google Analytics and visitor monitoring
	Class discussions & fieldwork debriefing
	

	8. New plugins and new functionalities on a website
	Class discussions & fieldwork debriefing
	

	9. Search Engine Optimization
	Class discussions & fieldwork debriefing
	

	10. Social Media platforms: types and uses
	Class discussions & fieldwork debriefing
	

	11. Discussions on specific projects’ issues
	Class discussions & fieldwork debriefing
	

	12. Projects’ presentations
	Class discussions & fieldwork debriefing
	

	13. Projects’ presentations
	Class discussions & fieldwork debriefing
	

	14. Projects’ presentations
	Class discussions & fieldwork debriefing
	

	Bibliography:

Search Engine Optimization Starter Guide, by Google. 2010.
Coveney, David. Interconnectit Wordpress User guide. 2011.



9. The corroboration of discipline contents with the expectations of epistemic community representatives, professional associations and representative employers in the study program’s corresponding field
	·  



10. Evaluation
	Type of activity
	10.1 Evaluation criteria
	10.2 Evaluation methods
	10.3 Weight in final mark

	10.4 Course
	Evaluation of the acquired knowledge and the use of the specific terminology
	Project
	50%

	10.5 Seminar/laboratory
	Journal of ideas
	
	20%

	
	Activities
	
	30%

	
	
	
	

	10.6 Minimum performance standard

	Minimum course standards: Students will not be required to reproduce exactly the course elements, but they will need to demonstrate that they are able to choose the best solutions for optimizing web visibility in most of the requested cases.
Minimum web design standards: The student is able to create a graphically appropriate website, visited by at least 100 users in the target group, easily navigable, using a minimum of optimization elements.
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