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1. Presentation 

 
The course analyses the reconfiguration of public relations since the 
emergence of the new forms of networked and interactive digital 
communication. The course proposes a theoretical-practical path: 
first, the students will analyse the mutations on the media ecosystem 
since the advent of the web, paying particular attention to the most 
recent changes (social networks, mobile communication, etc.). 
Secondly, the students will specialize in the strategic and productive 
aspects of online public relations (managing a virtual press office, 
strategy, design and production of online communication, etc.), 
including the new role of users as consumers and content generators. 
 
 

2. Contents 
 
• The new media ecosystem 

o Introduction to media ecology and evolution  
o A new communication paradigm: from broadcasting to social 

networks 
o New media, new research methods: usability, web analytics, 

semiotics of interfaces, and virtual ethnography. 
• Public relations and interactive digital communication 

o Public Relations 2.0: status and trends in social networking 
o Managing online communities (community management) 
o Virtual communication newsroom: content and functionality 
o Online advertising. New formats and strategies 
o Brand building in interactive environments 

• The media in the digital environment 



 
 

o Old Newsroom and New Media: conceptual and economic 
challenges 

o Parameters for evaluating the adaptation of media to the 
virtual environment 

o New trends and benchmarks of the media in the mobile web 
environment. 

• The role of users 
o New forms of accessing information in the virtual 

environment 
o The role of the user in the virtual environment: interaction 

and user generated contents 

3. Evaluation 
 
• The evaluation system will include the following elements:  

 
- Development of a research project and a design document. 
 
- Participation in classroom and virtual sessions. 
 

 
Evaluation criteria Evaluation % 

Research project / Design 
document 

(60 %) 

Participation  (15%) 
Individual activities (25%) 
TOTAL 100% 

 
 

Evaluation parameters: 
 
1. Research project / Design document (60 %): This section is 
the most important; it includes the development of a research project 
and the preparation of a design document based on the research 
outputs. 
 
2. Participation (15%): Participation of the students during the 
classes and in the online environments. 
 
3. Individual activities (25%): Presentation of individual works 
during the course. 
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5. Method 
 
The learning-teaching process is organised around: 
 
- Lectures 
- Classroom activities (discussions, exercises, etc.) 
- Online and external activities  
- Self-learning 
- Personal and group meetings 
 
 
Lectures and classroom activities 



 
 

 
• The lectures will introduce and describe the main theoretical 

reflections on the new media ecosystem, the interactive digital 
communication, and the online public relations. 

• The practical classroom activities will include the presentation of 
analysis by the studends and the discussion of different topics 
(including the evalution of external activities). 
 

 
Online and external activities 
 
• Discussion and exchange of information between students and 

professors. 
• Critical reading of the basic and secondary bibliography.  
• Preparation of the weekly activities, the Research Project and the 

Design Document. 
 
 
Research Project and Design Document 
 
• Research Project: comparative analysis of at least three (3) 

digital communication strategies (including web analytics, 
discoursive strategies, user participation, etc.) in the same 
economic area (i.e. luxury products, soccer clubs, etc.). The group 
(max. 3 students) will present a report (6.000/15.000 words). The 
report will include: 

o Introduction  
o Objectives 
o Analysis 
o Conclusions 
o Bibliography 

 

• Design Document: this document is based on the research and 
must include a short proposal for improving the digital 
communication strategy of an actor operating in the same 
economic area. The document must explain how to differentiate a 
digital communication strategy from the competitors. 

 
 


