
COJR 3002: Special Topics 

Social Media in Journalism and Public Relations 
Seton Hall University, Spring 2014 

Mondays, 6:30 - 9 p.m., Fahy 321 

 

Professor:  Kyle Heim, Ph.D. 

 

Office:  Fahy Hall B12 

 

Office hours: Mondays, 11 a.m. – noon 

 Tuesdays, 1 – 2:30 p.m. 

Wednesdays, 11 a.m. – noon 

 or by appointment 

 

Telephone: (973) 761-9475 (office) 

  

Instructor email:  kyle.heim@shu.edu 

 

Email for submitting assignments ONLY:  
COJR3002@gmail.com 

 

Blog: http://shusocialmedia.wordpress.com 

 

Twitter: @SHUsocialmedia 

    #SHUsocialmedia 

 

 

What k ind of  course is  this?  

 

Course description  
Students are introduced to a variety of social media and the ways in which they may be 

used by journalists, public relations professionals, and citizens for information gathering, 

reporting, publicity, and engagement. Students will examine the principles behind social media 

and gain practical experience in the application of several tools. Prerequisite: COMM 1421 

(Writing for the Media).      

 

Course goals  
 To critically examine how the growth of social media both enhances and challenges 

the core values and skill sets of journalism and public relations. 

 To identify ways in which journalists and public relations practitioners can use social 

media not merely to “friend” or “follow” personal acquaintances but to interact with 

other professionals and the public.   

© 2009 Stephanie McMillan 

http://stephaniemcmillan.org/portfolio/social-media-cartoons/ 

http://maps.google.com/maps?q=Fahy+Hall,+Seton+Hall+University,+South+Orange,+Essex,+New+Jersey+07079&hl=en&sll=40.07304,-74.724323&sspn=4.816741,8.547363&geocode=FQC2bQIdPh2T-w&hnear=Fahy+Hall,+South+Orange,+Essex,+New+Jersey+07079&t=m&z=16
mailto:kyle.heim@shu.edu
mailto:COJR3002@gmail.com
http://shusocialmedia.wordpress.com/
https://twitter.com/SHUsocialmedia
https://twitter.com/search/realtime?q=%23SHUsocialmedia&src=typd
http://stephaniemcmillan.org/portfolio/social-media-cartoons
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 To gain proficiency in the use of several forms of social media, including blogs, 

microblogs, social networking sites, photo and video sharing, and geolocation tools. 

 To develop a set of social media skills and practices that will endure even as the 

technology changes. 

 

What this course is and is not  
Social media has been defined as “any tool or service that uses the Internet to facilitate 

conversations” or “the democratization of information, transforming people from content readers 

into publishers” (Brian Solis, 2010, http://www.briansolis.com/2010/01/defining-social-media-

the-saga-continues/). In this course we will consider the question, “How can social media 

improve the practice of journalism and public relations?” Nobody has all the answers because 

social media tools are still new and evolving. We’re figuring it out as we go. Navigating the 

social media terrain requires flexibility, adaptability, and creativity. All of us can learn from one 

another. We also can learn from reading and listening to others’ experiences and insights. 

Reading assignments and guest speakers are vital components of this course. 

We all use social media in our personal lives, but in this course we’ll learn how to use 

social media to engage and inform citizens, consumers, and media professionals. All of the 

standard rules of effective communication – including proper spelling and grammar – still apply.   

 

Required texts 
 Mark Briggs (2012). Journalism next: A practical guide to digital reporting and 

publishing (2nd ed.). CQ Press. ISBN: 9781452227856. (Make sure you purchase the 

2nd edition with the green cover.) 

 Scott, D. M. (2013). The new rules of marketing & PR: How to use social media, 

online video, mobile applications, blogs, news releases, and viral marketing to reach 

buyers directly (4th
 
ed.). Wiley & Sons. ISBN: 9781118488768. (Make sure you 

purchase the 4th edition.) 

 Numerous web pages are part of the required reading. They are posted as clickable 

links on the course blog. 

 

A few words about technology and privacy  
You will create and maintain a WordPress blog and a Twitter account in this course. If 

you already have a blog or a Twitter account, you will need to create new ones specifically for 

this course. You will be asked to post to other social media sites and services as well. In addition, 

you will need a Google account to have full access to services such as Google Maps. Although 

not required, a smartphone will be useful. 

Anything you post online, including Twitter posts, will be public and searchable. Keep 

that in mind at all times. Your social media account names must identify you to your classmates 

and the professor and must be professional in tone (no cute nicknames). If you are uncomfortable 

using your full name, you may use other variations of your name that identify you to your 

classmates and professor without revealing your full identity to the public. All of your postings 

will be related to the content of the course. Grades will never be made public. 

  

http://www.briansolis.com/2010/01/defining-social-media-the-saga-continues/
http://www.briansolis.com/2010/01/defining-social-media-the-saga-continues/
http://www.amazon.com/Journalism-Next-Practical-Reporting-Publishing/dp/1452227853/ref=sr_1_1?ie=UTF8&qid=1389138020&sr=8-1&keywords=journalism+next
http://www.amazon.com/Journalism-Next-Practical-Reporting-Publishing/dp/1452227853/ref=sr_1_1?ie=UTF8&qid=1389138020&sr=8-1&keywords=journalism+next
http://www.amazon.com/The-New-Rules-Marketing-Applications/dp/1118488768/ref=sr_1_1?ie=UTF8&qid=1389137946&sr=8-1&keywords=new+rules+of+marketing
http://www.amazon.com/The-New-Rules-Marketing-Applications/dp/1118488768/ref=sr_1_1?ie=UTF8&qid=1389137946&sr=8-1&keywords=new+rules+of+marketing
http://www.amazon.com/The-New-Rules-Marketing-Applications/dp/1118488768/ref=sr_1_1?ie=UTF8&qid=1389137946&sr=8-1&keywords=new+rules+of+marketing
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What rules and procedures do you need to  know?  

 

Blackboard site/course blog/email 
To succeed in this course, you must have a functioning laptop computer with reliable 

Internet access. You must check the course blog, a Twitter account that you will set up, the 

course Blackboard site, and your Seton Hall email account regularly. This syllabus and course 

schedule will be posted to the course blog, and all assignment instructions will be posted to the blog. 

Grades will be posted to the Blackboard site. Announcements may be posted to the blog or on 

Blackboard. I will use your Seton Hall email address when I need to communicate with you. 

Computer or email problems will not be a valid excuse for ignoring instructions or failing to 

complete assignments on time. 

 

Attendance  
Regular attendance is required. Absences will lead to a deduction in your grade at the 

end of the semester. This class meets only once a week and includes hands-on activities and 

quizzes that cannot be made up. Missing class will cause you to fall behind. 

I will circulate a sign-in sheet during each class. The sign-in sheet is the official record of 

attendance. If you come to class late, after the sheet has circulated, you may be marked absent. If 

you forget to sign the sheet, you will be marked absent. If you need to leave class early, please 

notify me before the start of class. Leaving class early may count as an absence. 

 

If you’re absent: 

 You’re still responsible for material covered in class that evening. Consult a classmate to 

obtain notes and other materials that you missed. If you still have questions, email me. 

 You’re still responsible for turning in on time any assignments that are due. If you are 

unable to meet a deadline because of extreme circumstances, contact me at least 24 hours in 

advance. I may grant an extension and waive the deadline penalty if you have a documented 

excuse such as illness or emergency (see “Assignments and deadlines” below).  

 

How attendance affects your course grade: 

 Everyone is entitled to one “free” absence during the semester, no questions asked. 

 Each additional absence will lead to a 20-point deduction at the end of the semester, 

which is a drop of one grade level (e.g., from an A to an A- or from a B- to a C+).  

 Generally, there are no excused absences. However, there are five exceptional situations 

in which I might consider counting you as present even though you were absent: (1) 

involvement in an official Seton Hall sports team or extracurricular activity that requires 

you to miss class for a game, competition, performance, or conference; (2) a death or life-

threatening illness in the immediate family; (3) an extended period of hospitalization or 

incapacitation; (4) an order to report for jury duty or military service; or (5) observance 

of an officially recognized religious holiday. In any of these situations, you must notify 

me in advance or as soon as possible. You may be asked to provide documentation. 
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Assignments and deadlines 
Because of the nature of this course, assignments will be submitted in a variety of 

formats. Any assignment that is not submitted in the proper format or does not follow 

proper procedures may be penalized with a deduction in points or a zero. 

Deadlines are critical in the social media world. Minutes and seconds count. Submit 

all assignments by the due date and time. Computer-related problems will not be a valid excuse 

for failing to submit assignments properly or for submitting them late. Any assignment submitted 

up to 48 hours late will receive a 10% point deduction (approximately one full letter grade). 

ANY ASSIGNMENT SUBMITTED MORE THAN 48 HOURS LATE WILL NOT BE 

ACCEPTED, WILL NOT BE GRADED, AND WILL EARN A ZERO. 
Extensions may be granted at my discretion and may require documentation of extreme 

circumstances, such as illness or an emergency. All extensions must be requested at least 24 

hours before the assignment is due. Extensions will not be granted after the deadline has passed.  

 

Laptops and other electronic devices 
We will use laptop computers extensively this semester. Bring your laptop to each class 

session. Laptop or tablet computers are to be used for class-related purposes only. You may be 

asked to close them or put them away when we are not using them. Cell phones and other 

electronic devices may NOT be used except when needed for an in-class exercise. They must be 

turned off (or set to “vibrate”) and put away to avoid disrupting the class. Texting is not allowed 

in class. If you are expecting an urgent message, please let me know before the start of class. 

Students violating the policy on laptops and electronic devices during class may be asked to 

leave and/or may be marked absent. 
 

Plagiarism and academic dishonesty  
It is unethical to plagiarize the work of others or to fabricate information. Any incident of 

plagiarism or academic dishonesty may result in a zero on the assignment and/or an “F” in the 

course, depending on the nature and severity of the offense. Incidents also may be reported to the 

department chair and the dean of the College of Arts and Sciences. Students suspected of academic 

dishonesty on an assignment may be required to redo that assignment or a similar assignment at the 

discretion of the instructor, with no proof of misconduct required. 

 

Needs and accommodations  
If you have a documented disability, you may be eligible for reasonable accommodations in 

compliance with University policy, the Americans with Disabilities Act, Section 504 of the 

Rehabilitation Act, and/or the New Jersey Law Against Discrimination. Students are not permitted 

to negotiate accommodations directly with professors. To request accommodations or assistance, 

please self-identify with the Office of Disability Support Services (DSS), Duffy Hall, Room 67, at 

the beginning of the semester. For more information or to register for services, contact DSS at (973) 

313-6003. 

 

Important dates 
 Tuesday, Jan. 21  Last Day of Add/Drop and Late Registration 

 Friday, Feb. 21  Last Day for Withdrawal without Professor/Dean Signatures 

 Friday, March 7  Last Day for Withdrawal with Professor/Dean Signatures 
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What wi l l  you do,  and how are grades earned?  

 

Course requirements 
Readings: Reading is an essential part of this course. Class sessions will build upon the 

assigned readings, not simply rehash them. When reading material on the web, be sure to click on 

any relevant embedded links and peruse any comments left by readers. 

 

Participation: This is not a purely lecture-based course. Come to class prepared to discuss 

and reflect upon the assigned readings. Also, spend some time each week surveying the social 

media landscape and be prepared to share any interesting discoveries during class. I am hoping to 

have several guest speakers visit our class this semester. Give these guests your undivided attention 

and be prepared to ask them questions. You will be graded on the quantity and quality of your class 

participation for the first half of the semester (20 points) and the last half of the semester (20 points). 

Coming to class late, leaving early, or using electronic devices for purposes unrelated to the course 

will lead to deductions in your participation grade.  

 

Challenge assignments: These assignments will require you to use one or more forms of 

social media, applying the principles discussed in class and in the assigned readings. These mini 

assignments will expose you to various social media tools and give you an opportunity to reflect on 

how they may be used in journalism and public relations. 

 

Social media project: This project will require you to apply the skills you have developed 

during the semester to a news topic or a public relations client. Social media must be central to the 

project, not merely an afterthought. Social media must be used in ways that are appropriate, 

relevant, and substantive. You may work individually or in pairs. (The requirements will be greater 

for those who work in pairs.) There are two options: 

 

 A news or feature story, posted to your blog, about a topic relevant to a Seton Hall or 

local/regional audience. The story must incorporate social media elements. 

 A social media release publicizing timely news about a campus organization or a 

local/regional organization or company. The social media release must be 

accompanied by a pitch list, an email pitch, and social media elements related to 

your client’s news. 

 

You will receive more details about this project and a grading rubric during the course of the 

semester. You will submit a project proposal, which counts as one of the challenge assignments 

(due March 24). The project will be due May 12, during exam week. You will give a brief 

presentation of your project to the class on May 12. You must complete this project in order to 

pass the course. Failure to complete the project will result in an “F” in the course, regardless 

of your point total at the end of the semester. 

 

Case study on best/worst social media practices: You will work in pairs for this 

assignment. Each pair will select a case study of a news event, PR campaign, etc., in which specific 

social media tools were used by journalists or PR professionals in ways that raised questions or 

controversy. Each pair will deliver a presentation to the class thoroughly summarizing the case, 

analyzing how and why the usage of social media was effective or ineffective (drawing upon criteria 
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discussed in class and in the readings), and explaining what lessons the case teaches us about best 

and worst social media practices. Presentations will be staggered throughout the semester. The 

presentation must be 7 to 10 minutes and include one or more interactive or multimedia elements. 

 

Quizzes: Seven short pop quizzes will be given during randomly chosen class sessions. 

Each quiz will cover the assigned reading for that evening and the material discussed in class the 

previous week. The quizzes may be a mix of multiple-choice, fill-in-the-blank, and short-answer 

formats. You may use handwritten or printed-out notes for the quizzes, but you may not use your 

laptops, other electronic devices, or the readings themselves. Your top five quiz scores will count 

toward your course grade, and your two lowest quiz scores will be dropped. If you are absent on an 

evening when there is a quiz, you will receive a zero. There will be no make-up quizzes. 

 

In-class exercises: There will be several hands-on exercises that will be completed and 

submitted during class. Some of these exercises may be graded; some may be “all or nothing” 

(you will earn either the full point value or a zero). These exercises cannot be made up. If you 

are absent and miss an in-class exercise, you won’t earn the points.     

 

Grading 
You may earn up to 500 points in this course, broken down as follows: 

 

Challenge assignments (20 points each) 200 

Social media project 100 

Case study presentation 40 

Top five quiz scores (16 points each) 80 

In-class exercises 40 

Class participation 40 

 TOTAL 500 

 

Point totals will be converted to letter grades at the end of the semester, using the following scale: 

 

Point Total Grade  Point Total Grade  Point Total Grade 

470 – 500 (94%) A  390 – 409.5 (78%) B-  310 – 329.5 (62%) D+ 

450 – 469.5 (90%) A-  370 – 389.5 (74%)  C+  275 – 309.5 (55%) D 

430 – 449.5 (86%) B+  350 – 369.5 (70%) C  0 – 274.5 F 

410 – 429.5 (82%) B  330 – 349.5 (66%) C-    

 

Points will be deducted at the end of the semester for students with more than one absence (see 

“Attendance” above). 

 

Grades will be recorded on the course Blackboard site. It is your responsibility to monitor your 

grades. Questions regarding grades should be raised when an assignment is returned. I will NOT 

re-evaluate scores on assignments more than two weeks after the scores have been recorded.  
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Tentative course schedule 

 

This schedule is likely to be modified and updated during the semester. Changes will be 

announced in class or posted on the course blog or Blackboard site. Web pages below are available 

as clickable links in the schedule posted to the course blog (http://shusocialmedia.wordpress.com). 

Please let me know if you encounter any dead links. folder. Readings must be read by the date on 

which they are listed. 

 

Jan.  13  –  In troduct ion to the course  

 

Assigned: Challenge #1 (Setting up and posting to a blog) 
 
 

Jan.  20  –  NO CLASS (Mart in  Luther  King Jr .  Day)  

 
 

Jan.  27  –  Socia l  media  and the future  of  news and PR  

 
Readings: 
Scott, Chapters 1 (The Old Rules of Marketing and PR Are Ineffective in an Online 

World) and 2 (The New Rules of Marketing and PR) 

Briggs, Introduction (pp. 1-6) 

“The people formerly known as the audience,” The Economist, July 7, 2011, 

http://www.economist.com/node/18904124 

Counterpoint: Seth Ashley, “Beyond Gingras: Tech innovation alone will not 

democratize media,” PBS MediaShift, Sept. 10, 2012, 

http://www.pbs.org/mediashift/2012/09/beyond-gingras-tech-innovation-alone-will-not-

democratize-media254.html  

Counterpoint: Nick Kristof, “The Daily Me,” New York Times, March 18, 2009, 

http://www.nytimes.com/2009/03/19/opinion/19kristof.html?_r=0  

 

 What are the “old rules” and “new rules” of marketing? Of PR? Under the new 

rules, to whom are organizations or companies talking? 

 How have social media changed the ways in which news is produced and consumed? 

 According to Briggs, why does journalism have a bright future? 

 What causes for concern about the growth of the Internet and social media are raised 

in the readings by Ashley and Kristof? 

 Terminology: one-way interruption, the “long tail,” “the people formerly known as 

the audience,” gatekeepers, “The Daily Me” 

 

DUE: Challenge #1 
Assigned: Challenge #2 (Tweet week)  

http://shusocialmedia.wordpress.com/
http://www.economist.com/node/18904124
http://www.pbs.org/mediashift/2012/09/beyond-gingras-tech-innovation-alone-will-not-democratize-media254.html
http://www.pbs.org/mediashift/2012/09/beyond-gingras-tech-innovation-alone-will-not-democratize-media254.html
http://www.nytimes.com/2009/03/19/opinion/19kristof.html?_r=0
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Feb.  3  –  Col laborat ion,  conversat ion,  and crowdsourcing  

 
Readings: 
Briggs, Chapters 3 (Crowd-Powered Collaboration) and 10 (Managing News as a 

Conversation). 

Scott, Chapter 10 (Marketing and PR in Real Time) 

 

 What are some strategies news organizations can use to tap the wisdom of the crowd? 

 What is meant by “news as a conversation,” and how does it differ from the way 

news traditionally has been presented? 

 What steps can a news organization take to keep conversations civil, ethical, and 

accurate? 

 What is meant by operating in “real time”? What are some strategies that advertisers 

and public relations professionals can use to develop a real-time mindset? 

 Terminology: crowdsourcing, open-source reporting, pro-am journalism, 

beatblogging, the 1-10-100 rule for participatory online communities, real time 

 

DUE: Challenge #2 
Assigned: Challenge #3 (Twitter scavenger hunt) 
 

 

Feb.  10 –  Blogging 

 
Readings: 
Briggs, pp. 12-18 (on RSS feeds) and Chapter 2 (Blogging for Better Journalism) 

Scott, Chapters 5 (Blogs: Tapping Millions of Evangelists to Tell Your Story) and 17 

(Blogging to Reach Your Buyers) 

 

 What are the characteristics that define a blog? 

 How can you build an audience for your blog? 

 Why is it unfair to compare bloggers to mainstream journalists? Why is it unfair to 

compare blogs to newspapers or magazines? What is a better analogy? 

 What are the four main uses of blogs for public relations and marketing? 

 What should you blog about? How do you find a topic?  

 Terminology: RSS feeds, blog post, permalink, trackback, blogroll, tags 

 

DUE: Challenge #3 
Assigned: Challenge #4 (Blogging and RSS feeds) 
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Feb.  17 –  Microblogging  

 
Readings: 
Briggs, Chapter 4 (Microblogging and Social Media: Publish, Distribute, and 

Connect). 

Steve Buttry, “10 ways Twitter is valuable to journalists,” The Buttry Diary, Aug. 

27, 2012, http://stevebuttry.wordpress.com/2012/08/27/10-ways-twitter-is-valuable-to-

journalists/  

Counterpoint: Matt K. Lewis, “Why I hate Twitter,” The Week, Jan. 30, 2013, 

http://theweek.com/article/index/239379/why-i-hate-twitter  

 
 What is meant by “ambient awareness” or “ambient intimacy,” and how does it 

relate to microblogging sites such as Twitter? 

 What factors have contributed to Twitter’s popularity? 

 What are some of the main ways that Twitter can be used by journalists? 

 Why does Lewis say Twitter has become a “dark place”? Do you agree or disagree? 

 Terminology: microblogging, the 80-20 rule of microblogging, tweet, retweet, direct 

message, hashtag 

 

DUE: Challenge #4 
Assigned: Challenge #5 (Twitter lists and chats) 
 
 

Feb.  24 –  Microblogging (cont . )  

 
Readings: 
Scott, Chapter 23 (Newsjacking Your Way Into the Media) 

Heather Whaling, “The PR pro’s guide to Twitter,” Mashable, April 14, 2011, 

http://mashable.com/2011/04/14/pr-pro-twitter-guide/ 

 

 What is newsjacking, and what is its goal? 

 What are some strategies for newsjacking? 

 How can you find news stories that are suitable for newsjacking? 

 Besides newsjacking, what are some of the other ways Twitter can be used by PR 

professionals? 

 Terminology: newsjacking  

http://stevebuttry.wordpress.com/2012/08/27/10-ways-twitter-is-valuable-to-journalists/
http://stevebuttry.wordpress.com/2012/08/27/10-ways-twitter-is-valuable-to-journalists/
http://theweek.com/article/index/239379/why-i-hate-twitter
http://mashable.com/2011/04/14/pr-pro-twitter-guide/
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March 3  –  L ive  b logging  and mobi le  report ing  

 
Readings: 
Briggs, Chapter 5 (Going Mobile) 

Steve Buttry, “Suggestions (but not standards) for live tweeting,” The Buttry Diary, 

Sept. 6, 2011, http://stevebuttry.wordpress.com/2011/09/06/suggestions-but-not-standards-

for-live-tweeting/ 

Andrea Cook, “10 reasons live event coverage should be a PR service,” Social 

Fresh, Oct. 13, 2011, http://socialfresh.com/10-reasons-live-event-coverage-should-be-a-pr-

service/   

 

 What types of news stories lend themselves well to mobile reporting? 

 What format should a live blog follow — a single post for all your updates, or a 

separate entry for each update? 

 When live tweeting an event, what preparation should be done in advance? What sort 

of information belongs in the first few tweets? How should hashtags be used? What 

are some other tips for live tweeting? 

 How can businesses benefit by using live event coverage? 

 

DUE: Challenge #5 
Assigned: Challenge #6 (Social media project proposal) 
Assigned: Challenge #7 (Live tweeting an event) 

 

March 10 –  NO CLASS (Spr ing break)  

 
 

March 17 –  Socia l  networking s i tes  

 
Readings: 
Scott, Chapter 16 (Social Networking Sites and Marketing)  

Counterpoint: Justin Peters, “On Facebook and freedom: Why journalists should not 

surrender to the Walmarts of the web,” Columbia Journalism Review, November/December 

2011, http://www.cjr.org/essay/on_facebook_and_freedom.php?page=all  

 

 What are the four most useful ways to deliver information and ideas on Facebook for 

marketing purposes? 

 Why is Google+ an essential component of personal branding? How does Google+ 

differ from Facebook? 

 In the Peters article, what does he mean when he says Facebook “succeeds by 

disempowering its users”? What does he mean when he says Facebook is leading to 

the “Walmartization of the web”? 

 Terminology: liking and tagging, Facebook Groups, Facebook Pages, Google 

Hangouts, the open web 

http://stevebuttry.wordpress.com/2011/09/06/suggestions-but-not-standards-for-live-tweeting/
http://stevebuttry.wordpress.com/2011/09/06/suggestions-but-not-standards-for-live-tweeting/
http://socialfresh.com/10-reasons-live-event-coverage-should-be-a-pr-service/
http://socialfresh.com/10-reasons-live-event-coverage-should-be-a-pr-service/
http://www.cjr.org/essay/on_facebook_and_freedom.php?page=all
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March 24 – Media  p i tching  and social  media  re leases  

 
Readings: 
Scott, Chapters 7 (The New Rules of News Releases), 20 (How to Use News 

Releases to Reach Buyers Directly) and 22 (The New Rules for Reaching the Media) 

Ian Capstick, “Social media release must evolve to replace press release,” PBS 

MediaShift, April 23, 2010, http://www.pbs.org/mediashift/2010/04/social-media-release-

must-evolve-to-replace-press-release113.html 

 

 How does Scott differentiate between press releases and news releases? 

 What are some of the “new rules” of news releases? 

 What are keywords, and why are they important in crafting news releases? 

 What are some effective strategies for reaching and pitching journalists? 

 How does the social media release differ from a traditional news release? 

 Terminology: disintermediation, social media release 

 

DUE: Challenge #6 
Assigned: Challenge #8 (Social media release) 

 

March 31 –  Photo and video shar ing  

 
Readings: 
Scott, Chapter 18 (An Image Is Worth a Thousand Words) 

Olivier Laurent, “The new economics of photojournalism: The rise of Instagram,” 

British Journal of Photography, Sept. 3, 2012, http://www.bjp-online.com/british-journal-

of-photography/report/2202300/the-new-economics-of-photojournalism-the-rise-of-

instagram  

Jen DeAngelis, “How we can use Instagram in public relations,” InkHouse, August 

24, 2012, http://www.inkhouse.net/how-we-can-use-instagram-in-public-relations/  

Daniel Terdiman, “Watch as Vine becomes the next great news-gathering tool,” 

CNET, Feb. 5, 2013, http://news.cnet.com/8301-1023_3-57567570-93/watch-as-vine-

becomes-the-next-great-news-gathering-tool/ 

Humayun Khan, “7 creative ways brands are using Vine,” Ragan, Sept. 19, 2013, 

http://www.ragan.com/PublicRelations/Articles/7_creative_ways_brands_are_using_Vine_4

7296.aspx#  

 
 What makes Instagram unique? What makes Pinterest unique? 

 What benefits does Instagram offer photojournalists and professional photographers? 

 What are the main fears or concerns that some photographers have about Instagram? 

 What are some ways that Instagram can be used in public relations? 

 How can Vine be used in journalism? How can it be used by brands? 

 

DUE: Challenges #7 and #8 
Assigned: Challenge #9 (Vine video)   

http://www.pbs.org/mediashift/2010/04/social-media-release-must-evolve-to-replace-press-release113.html
http://www.pbs.org/mediashift/2010/04/social-media-release-must-evolve-to-replace-press-release113.html
http://www.bjp-online.com/british-journal-of-photography/report/2202300/the-new-economics-of-photojournalism-the-rise-of-instagram
http://www.bjp-online.com/british-journal-of-photography/report/2202300/the-new-economics-of-photojournalism-the-rise-of-instagram
http://www.bjp-online.com/british-journal-of-photography/report/2202300/the-new-economics-of-photojournalism-the-rise-of-instagram
http://www.inkhouse.net/how-we-can-use-instagram-in-public-relations/
http://news.cnet.com/8301-1023_3-57567570-93/watch-as-vine-becomes-the-next-great-news-gathering-tool/
http://news.cnet.com/8301-1023_3-57567570-93/watch-as-vine-becomes-the-next-great-news-gathering-tool/
http://www.ragan.com/PublicRelations/Articles/7_creative_ways_brands_are_using_Vine_47296.aspx
http://www.ragan.com/PublicRelations/Articles/7_creative_ways_brands_are_using_Vine_47296.aspx
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Apri l  7  –  L inking,  aggregat ion,  and curat ion  

 
Readings: 
Jeff Jarvis, “New rule: Cover what you do best. Link to the rest,” BuzzMachine, 

February 22, 2007, http://buzzmachine.com/2007/02/22/new-rule-cover-what-you-do-best-

link-to-the-rest/ 

John Souza, “Content curation vs. content aggregation: The basics,” Social Media 

Today, February 21, 2012, http://socialmediatoday.com/johnsouza/559293/content-curation-

vs-content-aggregation-basics  

Steve Buttry, “Curation techniques, types, and tips,” The Buttry Diary, July 19, 2012, 

http://stevebuttry.wordpress.com/2012/07/19/curation-techniques-types-and-tips/  

Becky Gaylord, “How brands (and PR pros) can take advantage of Storify,” PR 

Daily, Sept. 6, 2012, http://www.prdaily.com/socialmedia/Articles/12575.aspx 

 
 In the Jarvis reading, what does he mean when he says, “Cover what you do best. 

Link to the rest”? Why has this been a struggle for news organizations? 

 What is the difference between content curation and content aggregation? 

 How can a curator add value to content that has been collected? 

 What is Storify, and how can it be used by brands and PR professionals? 

 Terminology: aggregation, curation 

 
Assigned: Challenge #10 (Storify as a curation tool)   

 

April 14 – Numbers  and maps: Data, geolocation, web analytics 

 
Readings: 
Briggs, pp. 252-259 (beginning with “Map Mashups”) and Chapter 11 (Building a 

Digital Audience for News). 

Scott, Chapter 24 (Search Engine Marketing) 

Shane Snow, “7 ways journalists can use Foursquare,” Mashable, May 14, 2010, 

http://mashable.com/2010/05/14/journalists-foursquare/ 

“5 geo-location tips for PR and marketing,” BurellesLuce, May 2012, 

http://www.burrellesluce.com/newsletter/2012/may_2012 

  

 How can map mashups be used in journalism? 

 What are the leading web traffic measurements that should be tracked? 

 What are some keys to writing effective, search engine-friendly news headlines? 

 What are some strategies for effective search engine marketing? 

 Why are landing pages important? 

 How can geolocation services such as Foursquare be used in journalism and PR? 

 Terminology: pageviews, visits, unique visitors, engagement, referrers, search engine 

optimization, search engine marketing, search engine advertising, landing pages 

 

DUE: Challenge #9 

http://buzzmachine.com/2007/02/22/new-rule-cover-what-you-do-best-link-to-the-rest/
http://buzzmachine.com/2007/02/22/new-rule-cover-what-you-do-best-link-to-the-rest/
http://socialmediatoday.com/johnsouza/559293/content-curation-vs-content-aggregation-basics
http://socialmediatoday.com/johnsouza/559293/content-curation-vs-content-aggregation-basics
http://stevebuttry.wordpress.com/2012/07/19/curation-techniques-types-and-tips/
http://www.prdaily.com/socialmedia/Articles/12575.aspx
http://mashable.com/2010/05/14/journalists-foursquare/
http://www.burrellesluce.com/newsletter/2012/may_2012
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Apri l  21  –  NO CLASS (Easter  Monday)  

 
 

April 28 – Whom can you trust? Rumors, lies, and hoaxes  

 
Readings: 

Luke O’Neil, “The year we broke the Internet: An explanation. An apology. A plea,” 

Esquire, Dec. 23, 2013, http://www.esquire.com/blogs/news/we-broke-the-internet  

Mathew Ingram, “It’s not Twitter – this is just the way the news works now,” 

GigaOm, December 15, 2012, http://gigaom.com/2012/12/15/its-not-twitter-this-is-just-the-

way-the-news-works-now/   

Craig Silverman, “Best practices for social media verification: Some tips and 

thoughts from the experts,” Columbia Journalism Review, June 3, 2011, 

http://www.cjr.org/the_news_frontier/best_practices_for_social_medi.php?page=all 

 

 In the O’Neil reading, what does the author mean when he says, “We broke the 

Internet”?  

 In the Ingram reading, what does he mean when he says, “This is just the way the 

news works now”? 

 Who or what do the authors blame for the spread of false information via social 

media? Do they offer any solutions? 

 What are some practices that can be used to verify information on social media? 

 

DUE: Challenge #10    
 
 

May 5 – Using socia l  media to promote your personal brand 

 
Readings: 

Steve Buttry, “Use digital tools to showcase your career and your work,” The Buttry 

Diary, May 30, 2012, http://stevebuttry.wordpress.com/2012/05/30/use-digital-tools-to-

showcase-your-career-and-your-work/ 

Counterpoint: “I am a ‘brand,’ pathetic man says,” The Onion, November 29, 2012, 

http://www.theonion.com/articles/i-am-a-brand-pathetic-man-says,30545/ 

 
 

May 12 (Exam week) 

 

Social media projects due; presentation of projects 
 

http://www.esquire.com/blogs/news/we-broke-the-internet
http://gigaom.com/2012/12/15/its-not-twitter-this-is-just-the-way-the-news-works-now/
http://gigaom.com/2012/12/15/its-not-twitter-this-is-just-the-way-the-news-works-now/
http://www.cjr.org/the_news_frontier/best_practices_for_social_medi.php?page=all
http://stevebuttry.wordpress.com/2012/05/30/use-digital-tools-to-showcase-your-career-and-your-work/
http://stevebuttry.wordpress.com/2012/05/30/use-digital-tools-to-showcase-your-career-and-your-work/
http://www.theonion.com/articles/i-am-a-brand-pathetic-man-says,30545/

