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This course introduces the fundamental concepts and research issues of
social media marketing, Topics include Business Models of Social Media,
Customer Value and Branding, Consumer Psychology and Behavior on Social
Media, The Dragonfly Effect of Social Media Marketing, Marketing
Communications Research, Social Media Strategy, Social Media Marketing
Plan, Mobile Apps Marketing, Social Media Metrics, Big Data Analytics of
Social Media, and Case Study on Social Media Marketing,




ASARRE P IRE PR s AT P 4 AR L

-~ P EREBGER
(- ) Mznar (Cognltlve MACAHR 1 Cl =R ~C2Hf-C3 &* ~C4 »47 -
Co #=#~C6 £l
(=) "#ta , (Psychomotor f#£P)4E# @ Pl #-i ~ P2 8 F & ~ P3 M= 4k i -
P4 B33 it ~PH pd it ~P6 £]iF
(=) THR ) (Affective BHAAES (AL 452 A2 F B A3 €4 M R
5 pit ~ A6 7B

CERFIHRE TP, T RO et ) 2 Api e

(- ViR HHARRKE P ARA SR 2 %&WJ~FﬁﬁJ&Fm§ueﬁgg%@@,
ﬂﬁi:ﬁrﬁﬁ;‘li HRC-P~AZ P - 58 -

(Z)EHR TPk 5 F]61§J§$w?TE;%&%@%A%ﬂ(@arzw;rrp$ﬂg@j
R 5C3~CoCoMpF > X ZHAC6TF » a2 FL Ik ETF) -

cw#m%w*éﬁﬁﬁﬁﬁﬁwﬁ@ﬂrﬁvﬂﬁ»MJJ°Eﬁﬁ%9#%%@
Th(e P SEPE S BITES S T DA o
(bl4e: T k(5w it 4 ) 7 $4/A ~ AD ~ BEFpE > B35 5] - )

; FE PR sog 0 () e
i ~ w8~
B ‘ PARE B | k()P i
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S5 K RBE R AT R, understand and apply the
fundamental concepts and
research issues of social
media marketing,
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Z B E LA R, conduct information systems
research in the context of
social media marketing,
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Social Media Marketing: The Next Generation of Business Engagement, Dave
Evans, Susan Bratton, Jake McKee, Sybex, 2010

Social Media Marketing: Strategies for Engaging in Facebook, Twitter &
Other Social Media, Liana Evans, Que, 2010,

The Dragonfly Effect: Quick, Effective, and Powerful Ways To Use Social
Media to Drive Social Change, Jennifer Aaker, Andy Smith, Dan Ariely and
Chip Heath, Jossey—Bass, 2010,

Marketing Communications: Integrating Offline and Online with Social Media,
P. R. Smith and Ze Zook, Kogan Page, 2011
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