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Module Title

Digital Public Relations

Reference BSM716 Version 3
Created April 2017 SCQF Level SCQF 11
Approved June 2018 SCQF Points 30
Amended August 2017 ECTS Points 15

Aims of Module

To enable the student to assess the role and function of public relations management, evaluate the range of
theoretical and industry approaches to public relations strategy, and apply the concepts and principles of public
relations practice within a digital context.

Learning Outcomes for Module
On completion of this module, students are expected to be able to:
1 Appraise and discuss current management theory and organisational behaviour in the digital era.

Critically analyse the main theoretical and industry concepts relating to the implementation of public
relations programmes in the digital era.

Develop, implement and evaluate strategies for the planning and implementation of appropriate public
relations programmes in the digital era.

4 Appraise and discuss characteristics of major public relations specialisms including digital media production.

2

Examine and evaluate the role of public relations in organisational, societal and digital contexts including
the ethical implications of the practice.

Indicative Module Content

The role of public relations within a conversational, digital context including public, private and voluntary sector
organisations; strategic management and control of the public relations function; assessment of public relations
implications of management plans and decisions, covering aspects such as ethical and legal issues, codes of
practice and corporate social responsibility; corporate identity; issues management; crisis management and
contingency planning; specialisms such as client/consumer relations, internal communication, community
relations, sponsorship and event management; researching and planning public relations programmes and
campaigns; tools and techniques of digital PR including social media design and management, web design,
audio-visual content and animation.

Module Delivery

This module comprises a combination of online and classroom presentations, materials and activities in a range
of interactive formats. Students are expected to prepare for and contribute to each activity.
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Indicative Student Workload Full Time  Part Time
Contact Hours 72 72
Non-Contact Hours 228 228
Placement/Work-Based Learning Experience [Notional] Hours N/A N/A
TOTAL 300 300

Actual Placement hours for professional, statutory or requlatory body

ASSESSMENT PLAN

If a major/minor model is used and box is ticked, % weightings below are indicative only.

Component 1

Type: Coursework Weighting: 70% Outcomes Assessed: 1,2,3,4,5
Description: Individual Written Assessment

Component 2

Type: Coursework Weighting: 30%  Outcomes Assessed: 3,4
Description: Group Practical Assessent

MODULE PERFORMANCE DESCRIPTOR

Explanatory Text

The Module is assessed by two components: C1 - Coursework - 70% weighting. C2 - Coursework - 30%
weighting. Module Pass Mark = Grade D (40%)

Module Grade Minimum Requirements to achieve Module Grade:

A At least 70% on weighted aggregate and at least 35% in each component
At least 60% on weighted aggregate and at least 35% in each component
At least 50% on weighted aggregate and at least 35% in each component
At least 40% on weighted aggregate and at least 35% in each component
At least 35% on weighted aggregate

MmO O W

Less than 35% on weighted aggregate
NS Non-submission of work by published deadline or non-attendance for examination

Module Requirements

Prerequisites for Module None.
Corequisites for module None.
Precluded Modules None.

ADDITIONAL NOTES

Students will be expected to consult a range of books, journals, media, corporate and individual online
publications to complement their progress.
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