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Teaching Scheme Evaluation Scheme 

 

 

Learning Objectives : 

 
 To outline the social media landscape and its 

importance in growth of business  

 To define the objectives for social media 

campaign and target audience  

 To investigate the types of social media content 

and its planning strategies 

 To illustrate the role of content creation and 

content management in social media campaigns 

Learning Outcomes :  

 
 Learners will get an insight on key social media 

platforms and their unique features. 

 Learners will be able to define their target 

audience and the objectives 

 Learners will realize the techniques of content 

creation and content optimization  

Pedagogy: 

 
 Lecture 

 Presentation 

 Class discussion 

 

 

Each lecture session would be of one hour duration (30 sessions). 

 

 

 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

Lectures Practical Tutorials Credits Internal 

Continuous 

Assessment 

(ICA) 

(weightage) 

Term End 

Examinations 

(TEE) 

(weightage) 

30 Nil Nil 02 20 marks/40% 

of the total 

marks 

30 marks/60% 

of the total 

marks 

Module Module Content 
Module Wise 

Pedagogy 

Used  

Module 

Wise 

Duration/ 

Lectures 

I 

Overview of Social Media management:  

 Introduction to social media landscape and platforms 

 Importance of social media management for businesses 

and brands. 

 Setting SMART goals  

 Target audience identification 

Lecture / 

Presentations 
15 

II 

Content Creation and Management 

 Types of Social media content and creation tools 

 Content Planning and editorial calendar 

 Content optimization and monitoring 

 Social Media Campaigns  

 Social Media Insights 

Lecture / 

Presentations 
15 
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Internal Continuous Assessment (ICA) Pattern 

 
Term End Examinations (TEE) 

Question Paper Pattern 

Question No. Description Total Marks 

1 Concept Based / Case Study 6 

2 A. Full Length Theory Question OR  12 

 B. Full Length Theory Question   

3 Short Notes (3 out of 4) 12 

 TOTAL 30 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Sr No. Examination Method Marks 

  1 Project / Assignment  10 

  2 Viva / Presentation  5 

  3 Class Participation 5 

 TOTAL 20 


