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Part I Course Overview

Course Title

Public Communication Campaign Management

Subject Code

COM - Media and Communication
Course Number

5110

Academic Unit

Media and Communication (COM)

College/School
College of Liberal Arts and Social Sciences (CH)

Course Duration
One Semester

Credit Units
3

Level
P5, P6 - Postgraduate Degree

Medium of Instruction
English

Medium of Assessment
English

Prerequisites

Nil

Precursors

Nil

Equivalent Courses

Nil

Exclusive Courses

Nil

Part II Course Details

Abstract
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This course aims to develop students' understanding of how new information and communication technologies are likely
to affect the quality and impact of communication campaigns at the 21st century, in particular in the context of the Greater
China region. Students are expected to learn those issues in a historical context, to analyze critically new media campaigns
with other traditional campaigns, and to consider international implications of public campaigns.

Course Intended Learning Outcomes (CILOSs)

CILOs Weighting (if DEC-A1 DEC-A2 DEC-A3
app.)
1 Analyze how public communication campaigns |25 X X

work in contemporary society and assess the
driving forces behind their operations

2 Apply basic media effects theories to both 25 X
traditional and digital public communication
campaigns

3 Discover key issues and basic principles of the |25 X

campaign designing process

4 Critically evaluate public communication 25 X X X
campaigns through in-depth case study analysis

Al: Attitude
Develop an attitude of discovery/innovation/creativity, as demonstrated by students possessing a strong sense of curiosity,
asking questions actively, challenging assumptions or engaging in inquiry together with teachers.

A2: Ability

Develop the ability/skill needed to discover/innovate/create, as demonstrated by students possessing critical thinking skills
to assess ideas, acquiring research skills, synthesizing knowledge across disciplines or applying academic knowledge to
real-life problems.

A3: Accomplishments
Demonstrate accomplishment of discovery/innovation/creativity through producing /constructing creative works/new
artefacts, effective solutions to real-life problems or new processes.

Learning and Teaching Activities (LTAs)

LTAs Brief Description CILO No. Hours/week (if
applicable)

1 Lectures Lectures: Main concepts, |1,2, 3,4
theories, and case studies
of public communication
campaigns will be
presented

2 Case analyses Analyze local and 1,4
international cases on
public communication
campaigns; Develop
analytical and critical
thinking ability

3 Exercises Participate in exercises 2,3
and activities in class;
Review and discuss
readings
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class quizzes will be
conducted to assess

the extent to which

the student describes
knowledge correctly and
in integrative ways

4 Group discussions Small group discussions |3, 4
in class will be conducted
to engage students from
different disciplines in
deliberation and debates.
Assessment Tasks / Activities (ATSs)
ATs CILO No. Weighting (%) Remarks (e.g. Parameter
for GenAlI use)
1 Class 1,2,3,4 10
participation: Assessment
will be based on students'
participation in the
lectures and interaction
with the instructor
2 Group project: 2,3,4 40
Assessment will be based
on the extent to which
students apply major
concepts and generate
new ideas to selected
public communication
campaigns
3 Quizzes: Three in- 1,2,3,4 50 Quiz 1: 10%;

Quiz 2: 15%;
Quiz 3: 25%

Continuous Assessment (%)

100

Assessment Rubrics (AR)

Assessment Task
Class participation (for students admitted before Semester A 2022/23 and in Semester A 2024/25 & thereafter)

Criterion

Students’ participation in the lectures and interaction with the instructor

Excellent

(A+, A, A-) High

Good

(B+, B, B-) Significant

Fair

(C+, C, C-) Moderate

Marginal
(D) Basic

Failure
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(F) Not even reaching marginal levels

Assessment Task
Group project (for students admitted before Semester A 2022/23 and in Semester A 2024/25 & thereafter)

Criterion

The extent to which the students apply major concepts and generate new ideas to selected public communication
campaigns

Excellent

(A+, A, A-) High

Good

(B+, B, B-) Significant
Fair

(C+, C, C-) Moderate
Marginal

(D) Basic

Failure

(F) Not even reaching marginal levels

Assessment Task
Quizzes (for students admitted before Semester A 2022/23 and in Semester A 2024/25 & thereafter)

Criterion
The extent to which the student describes knowledge correctly and in integrative ways

Excellent

(A+, A, A-) High
Good

(B+, B, B-) Significant
Fair

(C+, C, C-) Moderate
Marginal

(D) Basic

Failure
(F) Not even reaching marginal levels

Assessment Task
Class participation (for students admitted from Semester A 2022/23 to Summer Term 2024)

Criterion

Students’ participation in the lectures and class activities and interaction with the instructor
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Excellent

(A+, A, A-) Highly active, constructive, and meaningful participation in and contribution to in-class activities

Good

(B+, B) Adequate participation in and contribution to in-class activities.

Marginal

(B-, C+, C) Some participation in and contribution to in-class activities

Failure

(F) No partipication and contriobution

Assessment Task
Group project (for students admitted from Semester A 2022/23 to Summer Term 2024)

Criterion

The extent to which the students apply major concepts and generate new ideas to selected public communication
campaigns

Excellent

(A+, A, A-) Demonstrate a solid critical grasp of theoretical knowledge as well as creative abilities to apply class knowledge to
campaign analysis and evaluation

Good
(B+, B) Able to adequately discuss theoretical knowledge and apply it to campaign analysis and evaluation

Marginal
(B-, C+, C) Show some understanding of class materials and abilities to deliver a project through a presentation

Failure
(F) Fail to use the knowledge learned in class and deliver a project through a presentation

Assessment Task
Quizzes (for students admitted from Semester A 2022/23 to Summer Term 2024)

Criterion

The extent to which the student describes knowledge correctly and in integrative ways

Excellent

(A+, A, A-) Comprehensive, indepth understandings of the course materials

Good

(B+, B) Adequate understandings of the course materials

Marginal

(B-, C+, C) Some understandings of the course materials

Failure

(F) Fail to demonstrate basic understandings of the course materials
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Part IIT Other Information

Keyword Syllabus

Public communication campaigns; media effects; new communication technologies; political campaigns; health
campaigns; social and psychological effects of information processing; audience analysis; campaign evaluation; public
service announcements.
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