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Part I 

 

Course Title: Public Communication Campaign Management 

Course Code: COM 5110 

Course Duration: 1 semester 

Credit Units: 3 

Level:  P5 

Medium of Instruction:  English 

Prerequisites:  Nil 

Precursors:  Nil 

Equivalent Courses:   Nil 

Exclusive Courses:  Nil 

 

 

Part II  

 

Course Aims 

 

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 21
st
 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.  

 

Form 2B 
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Course Intended Learning Outcomes (CILOs) 

Upon successful completion of this course, students should be able to: 

 

No. CILOs Weighting (if 

applicable) 

1. Analyze how public communication campaigns 

work in contemporary society and assess the 

driving forces behind their operations 

25% 

2.  Apply basic media effects theories to both 

traditional and digital public communication 

campaigns 

25% 

3. Discover key issues and basic principles of the 

campaign designing process 

25% 

4. Critically evaluate public communication 

campaigns through in-depth case study analysis 

in Western and Chinese societies 

25% 

 

 

Teaching and Learning Activities (TLAs) 

(Indicative of likely activities and tasks designed to facilitate students’ achievement of the CILOs. 

Final details will be provided to students in their first week of attendance in this course) 

 

CILO 

No. 

TLAs Hours/week (if 

applicable) 

1-4 Lectures: Main concepts, theories, and case 

studies of public communication campaigns 

will be presented 

2 (for 12 weeks) 

1-4 Video-viewing and discussions: Selected 

movies, TV drama, documentaries that are 

relevant to weekly topic 

1 (for 4 weeks) 

3, 4 Blackboard: Online discussion, out-of-class 

communication between students and the 

instructor, reviews of lectures and readings 

NA 

3, 4 Small group discussions in class will be 

conducted to engage students from different 

disciplines in deliberation and debates.  

1 (for 8 weeks) 
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Assessment Tasks/Activities 

(Indicative of likely activities and tasks designed to assess how well the students achieve the 

CILOs. Final details will be provided to students in their first week of attendance in this course) 

 

CILO 

No. 

Type of Assessment Tasks/Activities Weighting 

(if 

applicable) 

Remarks 

1-4 Class participation: Assessment will be 

based on students’ participation in the 

lectures and interaction with the instructor  

20%  

2-4 Debate/Group presentation: Assessment 

will be based on the extent to which 

students apply major concepts and 

generate new ideas to selected public 

communication campaigns 

50%  

1-4 Quiz: A two-hour quiz will be conducted 

to assess the extent to which the student 

describes knowledge correctly and in 

integrative ways 

30%  

 

 

Grading of Student Achievement: Refer to Grading of Courses in the Academic Regulations 

(Attachment) and to the Explanatory Notes. 

 

Grading pattern: Standard (A+, A, A-….F). The overall grade is based on student’s overall 

performance in all assessment tasks/activities considered together.  

 

More specific grading criteria for selected assessment tasks/activities are as follows: 

 

Letter 

Grade 

Grade 

Point 

Grade 

Definitions 

 

A+ 

A 

A-  

4.3 

4.0 

3.7  

Excellent: Strong evidence of critical thinking, 

understanding, highly innovative 

ideas, and application of the 

principles and skills in public 

communication campaigns, as 

demonstrated in the presentations, in-

class exercises, and final projects 

(with a total score of 90-100 weighted 

points). 
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B+ 

B 

B-  

3.3 

3.0 

2.7  

Good: Evidence of adequate understanding 

of the subject and critical capacity to 

apply the principles and skills in 

public communication campaigns, as 

demonstrated in the presentations, in-

class exercises, and final projects 

(with a total score of 80-89 weighted 

points). 

C+ 

C 

C-  

2.3 

2.0 

1.7  

Adequate: Evidence of basic understanding and 

ability to design and analyze public 

communication campaigns, as 

demonstrated in the presentations, in-

class exercises, and final projects 

(with a total score of 70-79 weighted 

points). 

D 1.0 Marginal: Evidence of familiarity with the basic 

principles and skills in public 

communication campaigns, as 

demonstrated in the presentations, in-

class exercises, and final projects 

(with a total score of 60-69 weighted 

points). 

F 0.0 Failure: Little evidence of familiarity with the 

subject matter; weakness in critical 

and analytic skills; limited or 

irrelevant use of literature, as 

demonstrated in the presentations, in-

class exercises, and final projects 

(with a total score of 59 or lower 

weighted points). 

 

  

Part III 

 

Keyword Syllabus 
 

Public communication campaigns; media effects; new communication technologies; political 

campaigns; health campaigns; cyber-campaigns; cyber-advocacy; social and psychological 

effects of information processing; audience analysis; campaign evaluation; public service 

announcements; entertainment education.  
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