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RECOMMENDED ACTION 

  

     Move forward. Provide comments and concerns to Jay Perry. 

ACADEMIC AFFAIRS COUNCIL 

 

 

AGENDA ITEM:  4.A (3) (a) 

 

DATE:  February 27, 2014 

 

****************************************************************************** 

 

SUBJECT: New Program: USD Minor in Social Media Marketing 

 

The University of South Dakota has submitted a proposal for a baccalaureate minor in 

Social Media Marketing. USD does not have a corresponding major but does have a related 

major in Contemporary Media and Journalism. The proposed minor requires 18 credit hours.  

 

USD believes that the minor will prepare students for a wide variety of careers, especially 

those in strategic communication (advertising and public relations) and journalism. The minor is 

designed to recognize significant changes in information consumption and dissemination, 

combining new media and internet marketing methods along with traditional public relations and 

advertising best practices. 

 

The majority of the courses in the minor are already a part of USD’s existing programs. 

No new resources are needed to implement the minor. 

 

 



South Dakota Board of Regents 

New Baccalaureate Degree Minor 

 

 

University: University of South Dakota 

Title of Proposed Minor: Social Media Marketing 

Degree(s) in which minor may be earned: BA, BS, BLS, BBA, BFA 

Existing related majors or minors: BA/BS in Contemporary Media and 

Journalism; Contemporary Media and 

Journalism Minor 

Proposed Implementation (term): Fall 2014 

Proposed CIP Code: 09.0102 

 

 

University Approval 

To the Board and the Executive Director: I certify that I have read this proposal, that I believe it 

to be accurate, and that it has been evaluated and approved as provided by university policy. 

 

   

President of the University  Date 

 
After approval by the President, a signed copy of the proposal should be transmitted to the Executive 

Director.  Only after Executive Director review should the proposal be posted on the university web site 

and the Board staff and the other universities notified of the URL. 

 

1.  Do you have a major in this area?  Yes X No 

 

 

2.  If you do not have a major in this area, explain how the proposed minor relates to your 

mission. 

 

The University of South Dakota requests authorization to offer a baccalaureate minor in Social 

Media Marketing. The minor will be implemented with existing resources. All required courses 

for the minor are taught within the University’s Contemporary Media and Journalism 

curriculum.  

 

The proposed minor relates to USD’s mission (SDCL 13-51-1 and SDBOR 1:10:1) to provide 

service to the State of South Dakota, the region, and beyond through its authorized programs in 

arts and sciences, business, education, fine arts, health sciences, and medicine. The program 

falls well within the Contemporary Media and Journalism mission. The department prepares 

students for careers in strategic communication (advertising and public relations) and 

journalism. Social Media Marketing is an integral part of the major’s two areas of 

specialization.  Social media strategies and tactics are already incorporated within advertising 

and public relations coursework, and draw upon journalism’s story-telling skills. The new minor 

will also provide this liberal arts campus with an opportunity for intense study in a discipline 

that is complementary to a wide variety of careers.  
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3.  How will the proposed minor benefit students? 

 

Social media has radically changed information consumption.  University graduates are 

routinely called upon to manage social media accounts, regardless of their major.  The proposed 

minor will equip students with the latest skill sets within the field and provide necessary legal 

and ethical guidance to serve businesses and non-profits alike, as they move from offline 

advertising to social media marketing.  The program will synthesize new media and internet 

marketing methods along with traditional public relations and advertising best practices to help 

students create focused, strategic social media marketing plans.  In short, the minor will 

increase the attractiveness of graduates to employers. 

 

Lawrence & Schiller, the region’s premiere advertising and interactive marketing agency, has 

greatly expanded its social media services to serve the growing need for companies across the 

region that have yet to create their own social media marketing departments. The development 

of the minor program came in part from repeated discussions with area professionals, including 

Lawrence & Schiller owners, President Scott Lawrence and Vice President John Pohlman.  

 

Social media marketers’ salaries are competitive. According to a recent study by Onward 

Search, Digital Marketing and Creative Staffing, Inc., salaries are on the rise. Last year in the 

United States the salary range for social media marketing managers was $48K to $116K, for 

social media strategist positions it was $36K to $104K, public relations social brand managers 

earned from $32K to $91K, for online communication managers $36K to $80K, social media 

specialists $30K to $77K and bloggers/copywriters earned $22K to $60K. 

 

Nationally, Social Media Marketing is an increasingly prominent academic field, driven by 

emerging digital media and the need to understand how they are used to establish and promote 

individual and organizational goals, attract audiences, and connect with potential consumers. 

The minor will address the many issues surrounding this new field and provide a guide to 

measuring, tracking, and employing social media strategies and tactics to gain a competitive 

edge.  

 

The minor includes one new 200-level Social Media Marketing course and existing courses 

from within Contemporary Media and Journalism, including MCOM 441: Internet Marketing 

Communication. Knowledge of social media marketing skills will complement and enhance the 

expertise of students in a wide variety of other majors within the College of Arts and Sciences 

as well as those majoring in business, graphic design, health sciences, kinesiology, and 

marketing, among others.  
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4.  Provide estimated enrollments and completions in the table below and explain how 

the estimates were developed. 

 

 Fiscal Years* 

 1st 2nd 3rd 4th 

Estimates FY15 FY16 FY17 FY18 

Students in the minor (fall) 8 16 24 24 

Completions by graduates 0 4 10 16 
* Do not include current year. 

 

Currently, the Contemporary Media and Journalism minor enrolls about 20 students.  Based on 

growing interest in related courses, such as MCOM 441: Internet Marketing Communication, 

we anticipate that about a third of current minors will shift to the new minor, with additional 

students being recruited through assertive and creative marketing of the minor. 

 

5.  What is the rationale for the curriculum? 

 

The proposed curriculum for the minor requires students to gain fundamental knowledge in 

social media strategies and tactics in addition to specific advertising and public relations content 

relevant to a variety of careers involving communication. Students will gain familiarity with the 

social media platforms used for marketing, understand how and why to choose one social media 

channel over another, and be ready to employ social media strategies such as search engine 

optimization, social media integration, mobile marketing, web metrics and analytics, and digital 

campaign management.  

 

The proposed minor provides students the opportunity to tailor the minor to their own areas of 

interest through their elective courses.  

 

6.  Complete the tables below. Explain any exceptions to BOR policy being requested. 
 

A. Distribution of Credit Hours 

Social Media Marketing Credit Hours Percent 

Requirements in Minor 9 50% 

Electives in the Minor 9 50% 

Total 18 100% 

At least nine credits toward the minor must be completed at the upper-division level. 
 

B. Required Courses in the Minor 

Prefix Number Course Title New* Hours 
MCOM  241 Social Media Marketing Y 3 
MCOM 441 Internet Marketing Communication N 3 
Take one of the following courses:    
MCOM 243 Public Relations Principles N 3 
MCOM 370 Advertising Principles N 3 

  Subtotal, required  9 
 * New: Y= yes, N = no. 
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C. Elective Courses in the Minor: List courses that may be taken as electives 

in the minor. Indicate any new courses to be added specifically for the minor.  
 

Students may choose three courses from the electives listed below.  

 

Prefix Number Course Title Credit Hours 

BADM 370 Marketing 3 

MCOM 151 Introduction to Mass Communications 3 

MCOM 161 Fundamentals of Desktop Publishing 3 

MCOM 210 Basic News Writing 3 

MCOM 243 Public Relations Principles^ 3 

MCOM 262  Digital Imaging 3 

MCOM 325 Introduction to Multiplatform Storytelling 3 

MCOM 330 Writing for Digital Media 3 

MCOM 331 Video Production 3 

MCOM 342 Strategic Communication 3 

MCOM 370 Advertising Principles^ 3 

MCOM 371 Advertising Copy and Layout 3 

MCOM  402 Media Law and Ethics 3 

MCOM 434 Advanced Multiplatform Storytelling 3 

MCOM 440 Event Marketing and Management* 3 

MCOM 495 Practicum (repeatable; limited to 3 cr.) 1 

PSYC 406 Cognitive Psychology 3 

*New course proposed for CMJ major/minor and also applicable to the Social Media 

Marketing minor. 

^Allowed as an elective if not taken as a required course. 

 

7.  What outcomes will be expected for all students who complete the minor?  How will 

these outcomes be achieved? 

 

Outcomes for the minor include a depth of knowledge in social media marketing. Outcomes are 

achieved and assessed through required and elective coursework in the minor. Students 

completing the minor will demonstrate: 

 

1. Ability to measure and track social media tactics. 

2. Understanding of the impact of social and emerging media strategy.  

3. Ability to evaluate the utility of various media tools to build relationships with 

consumers. 

4. Ability to integrate social media concepts into the overall marketing strategy, in 

compliance with relevant legal and ethical standards. 
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8.  What instructional technologies will be used to teach courses in the minor?  
 

The one new course in the minor does not require additional instructional technologies to those 

already taught within the existing major and existing minor. The course will utilize existing 

smart classroom technology as well as the Desire2Learn course management system to provide 

course information, post course materials, and house assignments.  

 

9.  If the University is requesting authorization to provide the minor to students at an off-

campus location or by distance delivery? If yes, explain.   
 

None 

 

10.  Costs, Budget & Resources: Explain the amount and source(s) of any one-time and 

continuing investments in personnel, professional development, release time, 

instructional technology and software, other O&M, facilities, etc needed to implement the 

minor. 

 

Only one new course is being added, and existing faculty members are prepared to teach it. No 

further resources will be required. 

   

11.  Additional Information 

 

To avoid overlap, this minor will not be available to students in the Contemporary Media and 

Journalism major.    
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