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This course introduces the fundamental concepts and research issues of
social media marketing management, 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 Marketing Plan, Midterm Presentation,
Mobile Apps Marketing, Social Word—of—Mouth and Web Mining on Social
Media, Deep Learning for Sentiment Analysis on Social Media, Deep Learning
with Google TensorFlow, Case Study on Social Media Marketing Management,
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The Social Media Management Handbook, Robert Wollan, Nick Smith,
Catherine Zhou, John Wiley, 2011,

Social Media Marketing: The Next Generation of Business Engagement, Dave
Evans, Susan Bratton, Jake McKee, Sybex, 2010

The Complete Social Media Community Manager's Guide: Essential Tools and
Tactics for Business Success, Marty Weintraub and Lauren Litwinka, Sybex,
2013,
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