SMT 111 Review

1. Are the outcomes consistent with what business and employers need students to know or be able to do when they complete the program?  
a. Yes. An overview on the “good, bad, & ugly” is very relevant to anyone getting involved in social media. Also, this unit gives a good background on cause and political campaigns and how they relate to social media. Because these types of campaigns are much more time-sensitive than most corporate social media efforts they have a different needs. 
b. It was good to see some more new materials in the first credit unit especially. However, it would help to include a larger variety of sources. There is a lot of dependency on Forbes, Ted Talks, and the Huffington Post so far. I also would change/update the article “The  5 Ways New Media Are Changing Politics” because it is dated. It is from 2010 and says “But really, does anyone think that in 2020—or maybe even 2015—we'll still have big-money television ad buys, regardless of who's paying for them?” We are in 2016 and there are still big-money television ad buys for politics. 
c. Another thing I would change is the overview - it doesn’t seem to relate to the content covered:
i. “This course will assist students in developing effective and successful social media marketing campaigns. Students will examine how the choice of social network and social media tools affects the distribution of the message and the audience that is reached. Students will have the opportunity to formulate a social media marketing plan with an appropriate target market using relevant social media channels.

Course Outcomes:
Recognize social networks and their properties.
Explain why people participate in different types of social networks or social media.
Describe the history and development of various social networks.
Understand how personal account setting anonymous accounts, false identities, and multiple identities affect the community formation.
2. What outcomes/skills are missing?
a. In the section on cause and political campaigns, I would include a section on “slacktivism” which is when people feel like they are contributing or helping a cause on social media without actually putting in any effort. This is becoming an issue with many cause based campaigns and some believe is hurting “real” activism because it is easier. 
b. It is good to give examples of how shaming can get out of control in today’s social media world. It also shows how important it is for anyone involved in social media to be careful what they say and/or share. I would add to that something about exercising caution or restraint as a Social Media Specialist when there are cases where either someone is being shamed (don’t jump on the bandwagon) or when the case involves your own company. It is better to wait, research, review, and determine a best course of action than to respond because of social pressure. It is best to acknowledge a situation, be upfront and honest about the company’s intentions, and avoid knee-jerk reactions.
3. What recommendations do you have for for improvement to make this courses better align to business and industry needs? 
a. One section covered the idea that CEOs should be active in their company’s social media efforts. There is some debate about whether CEOs really need to be involved in social media. It really depends on the CEO, what they have to say, if they are able to say it in a proper way, and if it will help the business. If done incorrectly, pushing a CEO to be involved in social media can cause more damage than good. I would have students research both sides and come up with examples of where having a CEO engaged in social media has helped a company and hurt a company.
b. The section that states “Consumers can connect with a business without the frustration of trying to get to the right person.” is not really true as there is always a gatekeeper at a company who is responsible for funnelling social media requests. 
c. The definition of “troll” looks similar to the wikipedia definition - re-write or give attribution?
· Course definition: An Internet troll is a person who starts agreements or bullies people by posting extraneous, off-color, off– topic, and profane messages on an online community such as newsgroup, forum or chat room.
· Wikipedia definition: A troll is a person who sows discord on the Internet by starting arguments or upsetting people, by posting inflammatory,[1] extraneous, or off-topic messages in an online community (such as a newsgroup, forum, chatroom, or blog)
· Also this sentence is a bit strong and could be either removed or reworded. Many trolls just like to “stir the pot” and aren’t being “hateful”
· “Trolls are cowards and often hide behind their online persona and love the attention they get for being so hateful.”
· What content needs to be developed to meet upcoming industry needs?
· I think having students come up with a social media plan for projects is a good idea and way to get them thinking of ways to connect with stakeholders. I would include more content on new social-activism tools
· MoveOn.org
· Change.org
· Ipetitions.com
· To reinforce the concept of being aware of the good, bad & ugly of social media I would have students research other events that have taken place where there was a social media gaffe made by a company and the effects it had on business. 
