General Guidelines for
Proposals to Create a New Course 



This form is used to create a new course to be added to the university course inventory and the university catalog.
The following guidelines are intended to assist proposers in completing a new course proposal form.
Proposals to create new courses are action items on the UCC agenda.
· Section 1—Identification of Proposed Course 
· The course prefix in item 1.1 must be the official Banner subject area abbreviation. The proposed course number must be available for use; it cannot have been used for another course. The SCACRSE screen should be viewed to insure that the proposed course number is valid.

· Abbreviated course titles in item 1.3 may be up to 30 characters long, including spaces and punctuation. Because the abbreviated title appears on student transcripts and in the schedule bulletin, the abbreviated title should reflect the course title as accurately and completely as possible.

· In item 1.4 indicate the total number of credit hours and contact hours.

· The type of course listed in item 1.5 is one of the following: 

· A—Applied Learning: Focus on process and/or technique.

· B—Lab: Experimental study in a setting equipped for testing and analysis.

· C—Lecture/Lab: Combination of formal presentation and experimental study.

· D—Applied Music: Private or small-group instruction.

· E—Large Ensemble: Group musical performance.

· H—Clinical: Development of professional skills, typically in a medical setting.

· I—Independent Study: Individualized instruction between the student and faculty member.

· K—Workshop: Seminar emphasizing practical applications of a subject.

· L—Lecture: Formal presentation of a subject; may include a variety of delivery methods.

· M—Maintaining Matriculation: Course enrollment requirement during completion of thesis or dissertation.

· N—Internship: Capstone supervised professional experience.

· O—Cooperative Education: Practical experience with a cooperating organization.

· P—Practicum: Supervised practical experience.

· R—Research: Directed investigation or experimentation.

· S—Seminar: Group discussion and exchange of information.

· Prerequisites, corequisites and/or special requirements listed in item 1.6 will appear in the university catalog. 

· Distinguish clearly between prerequisites and corequisites. For course prerequisites or corequisites, indicate each subject area prefix and course number (not the course title). If a prerequisite/corequisite course presumes completion of other courses, the preceding courses should not be listed. In other words, list only the immediate prerequisites and not all the courses that precede the immediate prerequisites. For example, students in JOUR 323 are required to have completed JOUR 321, 202 and 201, but only JOUR 321 is listed as the prerequisite because JOUR 202 and 201 are prerequisites to JOUR 321.

· For other enrollment requirements (e.g., instructor permission required, class standing, acceptance to the xxx program required, restricted to majors in the xxx program), clearly state the text as it is to be printed in the catalog. Course requirements need not state the obvious; for example, a 500-level course need not stipulate "graduate standing" because 500-level courses are, by definition, limited to those with graduate standing.

· If the proposed course involves prerequisites or corequisites from another department/unit, the head of that department/unit should be informed so that appropriate scheduling decisions can be made.

· The catalog course listing includes both the course description and special information about the course. 

· The course description need not be written in complete sentences. For example, the description might read "Survey of ..." instead of "This course is a survey of ... ." The course description should be as concise as possible; aim for 25 words or less.

· Special information about the course includes but is not limited to the following: 

· lab fees or course fees

· required purchase of lab or field equipment

· pass-fail grading

· cross-listing with another course

· course restrictions (e.g., not applicable to xxx majors)

· required off-campus travel

· instruction in a location other than a regular classroom

· frequency of offering (e.g., each semester, every fall, spring of odd-numbered years, on demand)

· Section 2—Rationale 
· Item 2.1 should indicate the specific reasons for developing the proposed course. In what specific ways does the proposed course support the university mission and the current university strategic plan? Is the proposed course a response to new accrediting standards? Did a student/alumni survey reveal a need for the proposed course? Has there been a significant development in the discipline that requires development of a new course to keep departmental offerings current with scholarship in the discipline?

· Item 2.2 should state the basis for the projected enrollment in the proposed course as well as the projection itself. Are students from outside the department/unit expected to enroll?

· Item 2.3 should indicate how the proposed course supports and/or complements existing courses in the department and how the proposed course fits in sequence with existing courses.

· Item 2.4 should indicate how the proposed course relates to courses offered in other departments/units. If another department offers a course on a similar topic, how will the proposed course differ from the existing course and what will students get out of the proposed course that they would not get from enrolling in the other department's course? How might the proposed course provide service to students in other programs, if known?

· Item 2.5 should provide evidence regarding the existence at other institutions of courses similar to the one being proposed. Do benchmark schools or other universities in the Commonwealth offer such a course? If the proposed course appears to be unique, why does WKU need the course when other schools are doing without it? For example, is it a "cutting edge" course that is expected eventually to be included in the curricula of most universities?

· Section 3—Description of proposed course 

· Item 3.1 should provide a bulleted list or a short paragraph explaining the specific objectives of the proposed course rather than an outline of the content to be covered in the course. What will the proposed course accomplish, what knowledge or skills will students acquire, and what will students gain by taking the proposed course?

· The content outline in item 3.2 should provide a summary of the topics that will be covered in the proposed course. This should be a list of the major units and topics to be covered rather than a syllabus or a listing of weekly topics.

· Item 3.3 should describe how student learning will be evaluated, including the types of assignments and other course requirements. The exact numbers of each type of assignment should not be specified; instead, the types of assignments (e.g., papers, exams, critiques, performances, readings, etc.) or other expectations (e.g., attendance, field trips, group projects) that will be required should be listed. 

· When listing tentative texts and course materials (e.g., CD-ROMS, lab workbooks, etc.) in item 3.4, complete bibliographic information (including date of publication) written in the documentation style (e.g., APA, MLA, etc.) appropriate for the discipline should be included.

· Section 4—Resources 
· If the proposed course will make use of library resources such as books, journals, reference materials, audio-visual materials, electronic databases, etc., the adequacy of current library holdings to support the proposed course based on the recommendations of the library staff as summarized on the Library Resources Form should be discussed.

· If the proposed course will make use of instructional technology, the adequacy of technological support required for the proposed course should be discussed.

· If appropriate (see Attachments section), one copy of the completed and endorsed Library Resources Form must be submitted to the Office of the Vice President for Academic Affairs under separate cover with each new course proposal; proposals will not be considered by the UCC without the required forms.

· Section 5—Budget Implications 
· In discussing budget implications, the types of resources needed (staff, equipment, materials, supplies) for the proposed course and the sources for each resource should be indicated. If existing faculty will teach the course, any reduction in present load that will take place to accommodate the new course should be indicated.

· Section 6—Implementation 

· In recommending a term for implementation, the length of time it takes to get course approval by all the necessary university committees and of variations in committee meeting schedules over the calendar year should be considered. If the proposed course must be offered before final approval will be obtained, the department/unit must request to offer the course on a one-time-only basis.

· Attachments 
· General Advice 

· The UCC will not consider new course proposals that lack any one of the required attachments: course bibliography, Library Resources Form and Course Inventory Form.

· New course proposals that require a bibliography and Library Resources Form are those that will make use of library resources such as books, journals, reference materials, audio-visual materials, electronic databases, etc.

· One copy of each of the attachments must be submitted to the UCC via the Office of the Vice President for Academic Affairs along with the required number of copies of the new course proposal (see Table 5.1 for the number of proposal copies required).

· Course Bibliography 
· At the initial stage of new course development, the proposer must compile a course bibliography and submit it along with a Library Resources Form to the appropriate collection development librarian for the department/unit.

· It is important to note that the bibliography and Library Resources Form should address resources other than books, such as journals, on-line databases, videotapes, and audiotapes. The resources addressed are for both the faculty member who will teach the proposed course and the students who would enroll in the proposed course. 

· New course proposals submitted to college curriculum committees must have a bibliography attached to each copy. The college curriculum committees evaluate the course bibliography with respect to the completed Library Resources Form.

· Course bibliographies are removed from new course proposals prior to xeroxing for submission to the UCC. Only one copy of the course bibliography should be submitted (along with the other required attachments) to the UCC.

· Three types of materials should be included in the course bibliography. 

· Essential library materials: These are the minimal resources required for delivering the course, including reference materials, serials, indexes, readings, texts, research studies, etc. The library staff must review this section of the bibliography.

· Supplemental materials: These are additional resources for the course and may include materials not currently in the library holdings, such as monographs, texts, and articles. For example, the instructor might plan to place personal copies of texts and articles on reserve at the library. This section will be reviewed by library staff if it includes current library holdings.

· Media resources: These include on-line databases and audio-visual materials. This section will be reviewed by library staff if it includes current library holdings.

· The course bibliography must include complete bibliographic information (including date of publication) written in the documentation style (e.g., APA, MLA, etc.) appropriate for the discipline.

· Library Resources Form 
· At the initial stage of new course development, the proposer must compile a course bibliography and submit it along with a Library Resources Form to the appropriate collection development librarian for the department/unit. In order to allow sufficient time for library review, the bibliography and Library Resources Form must be submitted to the librarian at least three weeks prior to the departmental curriculum committee meeting when the proposal will be considered. The appropriate collection development librarian(s) will evaluate the adequacy of library resources for the proposed course. The Library Resources Form must be completed and signed by the librarian(s) and returned with the course bibliography to the course proposer.

· New course proposals submitted to college curriculum committees must have a completed Library Resources Form attached to each copy. The college curriculum committees use the Library Resources Form to evaluate the course bibliography.

· Library Resource Forms are removed from new course proposals prior to xeroxing for submission to the UCC. Only one copy of the Library Resource Form should be submitted (along with the other required attachments) to the UCC. 

· Course Inventory Form 

· When the new course proposal is submitted to the UCC, the proposer must also submit one copy of the completed Course Inventory Form to the Office of the Vice President for Academic Affairs.

· If the UCC requires modification of the proposal, the proposer must revise the Course Inventory Form accordingly and resubmit one copy to the Office of the Vice President for Academic Affairs.

 

 

Proposal Date: 01/15/2016
Gordon Ford College of Business 
Department of Marketing
Proposal to Create a New Course

(Action Item)

Contact Person:  Joanna Phillips Melancon, Joanna.phillips@wku.edu, 270-745-2619 

1.
Identification of proposed course:

1.1 Course prefix (subject area) and number:  MKT 431
1.2 Course title: Advanced Social Media Marketing 
1.3 Abbreviated course title: ADV Social Media Marketing
1.4 Credit hours and contact hours: 3
1.5 Type of course: Seminar 
1.6 Prerequisites/corequisites: MKT 220, MKT 331
1.7       Course catalog listing: An advanced, experiential course designed to thoroughly 
           familiarize the student with all of the primary aspects of social media marketing    
           from a hands-on, applied approach. Course Fee. 
2.
Rationale:

2.1 Reason for developing the proposed course: Social Media and Digital Marketing continue to grow at an exponential rate, with 98% of marketers adopting some form of digital or social platform to communicate with consumers. Many of these tools and platforms are in infancy and evolve rapidly. The department’s first course in Social Media Marketing is designed to familiarize students with general practices in content production on social media and the in-platform tools of some of the most popular social media platforms. However, there are multiple other social media platforms and applications that cannot be covered due to time constraints in the first course. Additionally, there are a number of useful third party tools such as schedulers and analytics platforms that may be useful to someone working in digital media marketing that go beyond the scope of an introduction course. The focus of this course is to not only give students exposure to these additional platforms but to give them hands-on experience with strategic planning, content production, and monitoring content through analytic, which are all critical skills to anyone who works in social media marketing. Students gain hands-on experience through client-work. The course basically operates as a social media marketing agency with the students as social media analysts and content managers on a variety of platforms. Students must justify and use analytics to illustrate to both their client and the professor how their social media strategies are achieving the client’s objectives. This course was developed as a result of our social media marketing students asking for more hands-on experience and knowledge of social media marketing, above and beyond the basics covered in the existing course.  
2.2 Projected enrollment in the proposed course: 20 
2.3 Relationship of the proposed course to courses now offered by the department: This course would become a required course in the social media marketing concentration offered in the Marketing Department. The Advanced Course would be a capstone course of sorts designed to allow students to actively practice and gain hands-on experience with material learned in other required courses in the concentration such as Social Media Marketing, Marketing on the Web, and Integrated Marketing Communications, as well as obtaining experience and certifications with advanced applications and digital marketing tools designed to help manage entire social and digital campaigns. 
2.4 Relationship of the proposed course to courses offered in other departments: This course compliments courses in the Business Informatics Department in that it shows students how to encourage online consumer behavior that in turn allows businesses to obtain data about consumers. This course may also complement courses in the Digital Branding major in concentration. The Marketing Department has a strategic approach to digital marketing, whereas advertising students often are taught the creative execution/design approach to social media. 
2.5 Relationship of the proposed course to courses offered in other institutions: There are many executive education courses available in this area, as well as social media marketing, but there are not many easily identifiable undergraduate courses with similar titles that I have been able to identify. This was a similar situation when we introduced the Social Media Marketing course to our curriculum in Fall 2010. Now this course is a common offering in marketing curriculums. 
3.
Discussion of proposed course:

3.1 Course objectives:

· Students will create positioning for a client on relevant social media platforms

· Students will create and schedule content on various social platforms, guided by strategic objectives 

· Students will gain experience with scheduling platforms such as Hootsuite and Buffer 

· Students will become familiar with paid vs. organic targeting options on various platforms

· Students will assess performance of social campaigns via  advanced analytics available in various social media channels and make revisions based on analytics monitoring 
3.2 Content outline:

	· Social Media Audit and Benchmarking of Client

· Formation of Client Objectives for Semester-Long Social Media Campaign

· Discussion of Available Channels and Platforms for Marketing Communications on Social Media and Selection of Platforms

· Development of Platform Mission Statements and intended audiences, as well as content ideas

· Assignment to Partners and Platforms (each student will rotate partners and platforms so that everyone has the opportunity to manage every platform and produce content and measure results)
· Editorial Content Calendar Development

· Production, Targeting, and Promotion of Content, including meetings with client representatives to ask for budgeting for any paid content to promote client. 

· Analytics Reports to class and Group Discussion on methods to improve results

· Presentations to client of results of campaign (depending on client’s wishes can be done periodically or in one presentation at the end of the semester)

· Introduction to 3rd party analytics platforms

· Introduction to Graphic Design Tools for Content Production 

· Guest Speakers from Local Social Media Agencies (Hangout Creative, CrowdSouth, Parachute Media, WBKO---some of whom may assign client work to students) 

· Throughout the semester, students will also make presentations on effective social media campaigns, new tools, or other current topics in social media for discussion. 



3.3 Student expectations and requirements:

	Participation: It is critical that all students be willing to discuss and submit ideas during class discussions and planning meetings. This class will be taught in a seminar-rather than lecture-format. At every stage of this class, discussion and input is expected from students. 

Updates: Every day, there will be presentations of current events relevant to the social media marketing field made my students. These presentations are approximately 10 minutes. Guidelines will be given. Students will present multiple times throughout the semester. 

Book Report: Each student will read one trade press publication on social media marketing. These can be directed toward usage of social media in your respective field (broadcasting, marketing, sales, journalism, etc.) but must have been published in 2015 or later.  You will write a 3-5 page analysis of the book. Clear topics with me. Presentations of the main point of your books will be made, and class discussion on books will be held.












 Content Calendars  Phase 1-5: For each of the platforms we move forward with as a class, students are required to develop 2 week content plans, present them to the class for editing, discussion, and approval. Templates for content calendars for each platform will be provided. 
Content scheduling and Ad Buys: The requirement assures that the approved content is scheduled and released properly. It is important that no typos or errors go out “live” on social media. Additionally, any purchased/paid promotions will be evaluated here to be sure they have released properly.

Anlaytics Reports
 and Debriefing Sessions: At the end of each phase, teams will present results of their content, based on site analytics, to the class. Discussions of which analytics were utilized, what content worked/did not work, and what strategies should be carried forward into the next phase will be discussed.




Students will Choose Between The Following Two Options: 

Reflection Paper 
(6-8 pages) : This is a critical thinking assignment where I ask you to review the social media campaign and content you worked on all semester and 
tell me what you learned that you believe is valuable with moving forward in the social media marketing field. What strategies did you find most effective for your client, and what strategies were not effective? What do you like about social media content creation and evaluation? What is most challenging? What is most rewarding? What advice would you give to students/young professionals beginning their careers in content creation and social media in moving forward. 


OR

Hootsuite Certification: Students may subscribe to Hootsuite and complete the Hootsuite Certification Training. This training is reported to take between 4 to 10 hours. Hootsuite Certification is an industry-recognized certification. I will give you more instructions and information about this process by Spring Break.  You may also obtain Google Adwords, or another Professional Certification instead of Hootsuite, but you must make a case for this certification and clear it through me first. 



	


3.4 Tentative texts and course materials: Hootsuite University Enrollment; I typically use trade-press publications for my social media courses, as social media marketing textbooks are still quite outdated by the time they are off the press. 
4.
Resources:

4.1 Library resources: None
4.2 Computer resources: A computer lab would be ideal for this course, but given the number of students who carry laptops and tablets, can be taught in a regular classroom with the understanding that students are expected to bring technology to the classroom. 
5.
Budget implications:

5.1 Proposed method of staffing:

5.2 Special equipment needed:

5.3 Expendable materials needed:

5.4 Laboratory materials needed:

6.
Proposed term for implementation:

7.
Dates of prior committee approvals:


Marketing Department/Division:


_2/1/2017__________

GFCB Curriculum Committee


__________________


Professional Education Council (if applicable)
__________________


General Education Committee (if applicable)
__________________


Undergraduate Curriculum Committee

___________________


University Senate




___________________

Attachment:  Bibliography, Library Resources Form, Course Inventory Form
