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GENEL TANIM / GENERAL DESCRIPTION

Ders Adi / Course Name

New Media Advertising / New Media Advertising

Ders Kodu / Course Code

EYMD222

Ders Tirii / Course Type

Ders Seviyesi / Course Level

Bachelor / Bachelor

Ders Akts Kredi / ECTS 5.00
Haftalik Ders Saati (Kuramsal) / 2.00
Course Hours For Week

(Theoretical)

Haftalik Uygulama Saati / Course 2.00
Hours For Week (Objected)

Haftalik Laboratuar Saati / Course 0.00
Hours For Week (Laboratory)

Dersin Verildigi Yl / Year 2

Ogretim Sistemi / Teaching System

Daytime Class / Daytime Class

Egitim Dili / Education Language

On Kosulu Olan Ders(ler) /
Precondition Courses

Bu dersin 6n kosulu yoktur.

This course has no prerequisites.

Amaci / Purpose

Dersin temel amaci, geleneksel ile yeni medyanin farkliliklarini, yeni medyanin gelisim ve
doénlsum sirecini, yeni medyanin yarattigi medya kavramlarini, pazarlama ve butinlesik
pazarlama iletisimin gelisim ve déniisiim surecini, dijital reklam ve pazarlamanin gevresini
ve etkileyen faktorleri, dijital pazarlama uygulamalari ile dijital pazarlama kampanya
planlama stireci ve uygulamalarini incelemeyi, anlamayi ve 6grenmeyi amaclamaktadir.

The main purpose of the course is to examine, understand and learn the differences
between traditional and new media, the development and transformation process of
new media, the media concepts created by new media, the development and
transformation process of marketing and integrated marketing communication, the
environment and influencing factors of digital advertising and marketing, digital
marketing applications and digital marketing campaign planning process and
applications.

igerigi / Content

Dersin iceridini yeni ve sosyal medya yonetiminin temel kavram, kuram ve uygulamalarini
dijital reklamcilik baglamindaki etkisi olusturmaktadir. Bununla birlikte ders igeriginde
sosyal medya ve yonetimi ile yeni ve sosyal medya uygulamalarinin kullanicilar tzerindeki
etkisinin roll de incelenecektir.

The content of the course is the basic concepts, theories and applications of new and
social media management in the context of digital advertising. In addition, the course
content will examine the role of social media and its management and the impact of
new and social media applications on users.

Onerilen Diger Hususlar /
Recommended Other
Considerations

Ogrenciler yeni ve sosyal medya ydnetimi ile kavram, kuram ve uygulamalar hakkinda
bilgiye sahip olarak yeni ve sosyal medyadaki dijital reklamcilik uygulamalarinin kigisel,
kurumsal, siyasal, simgesel, kiiltirel ve ekonomik uygulamalar hakkinda farkindalik
gelistirir.

Students will gain knowledge about new and social media management, concepts,
theories and applications, and will develop awareness of the personal, institutional,
political, symbolic, cultural and economic implications of digital advertising
applications in new and social media.

Staj Durumu / Internship Status Yok None

Kitabi / Malzemesi / Onerilen A. Reklam ) A. Reklam )

Kaynaklar / Books / Materials / 1.Gamdereli, M. (2013). Reklamin Gérme Dedigi, 1.Basim, Istanbul: Avrupa Yakasi 1.Gamdereli, M. (2013). Reklamin Gérme Dedigi, 1.Basim, Istanbul: Avrupa Yakasi
Recommended Reading Yayincilik. Yayincilik.

2.Elden, M. (2015). Reklam ve Reklamcilik, istanbul: Say Yayinlari.
3.Elden, M. ve Ozdem, O. (2015). Reklamda Gorsel Tasarim, Istanbul: Say Yayinlari.

4.Elden, M. Ulukék, O. ve Yeygel, S. (2014). Simdi Reklamlar... istanbul: iletisim Yaynlari.
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2.Elden, M. (2015). Reklam ve Reklamcilik, istanbul: Say Yayinlari.
3.Elden, M. ve Ozdem, O. (2015). Reklamda Gorsel Tasarim, Istanbul: Say Yayinlar.
4.Elden, M. Ulukok, O. ve Yeygel, S. (2014). Simdi Reklamlar... Istanbul: lletisim




5.Moriarty, S., Mitchell, N., ve Wells, W. (2015). Advertising & IMC: Principles and
Practice, Pearson Education Limited.

6.0gilvy, D. (1989). Bir reklamcinin itiraflari, istanbul: AFA Yayincilik.

7.Tosun, N. B. vd. (2018). Reklam Yénetimi, istanbul Beta Yayim.

8.Wells, W., Burnett, J. ve Moriarty, S. (2003). Advertising: Principles&Practice, 6.th
edition, Prentice Hall, Pearson Education International, Printed in United States of
America.

9.Wells, W., Moriarty, S. ve Burnett, J. (2005). Advertising: Principles&Practice, 7.th
edition, Prentice Hall, Pearson Education International, Printed in United States of
America.

B. Bltiinlesik ve Dijital Pazarlama

1.Chaffey, D. ve Chadwick, E. F. (2016). Dijital Pazarlama: Strateji, YUriitme ve
Uygulama, ¢ev: Apaydin, F. ve Aksakal, A. Pearson Education Limited.

2.Clow, K. E. ve Baack, D. (2016). Biitiinlesik Reklam, Tutundurma ve Pazarlama iletisimi,
gev: Oztiirk, R. G. Ankara: Nobel Akademik Yayincilik.

3.Karahasan, F. (2012). Taslar Yerinden Oynarken Dijital Pazarlamanin Kurallari, istanbul:
Dogan Kitap.

4 .Kingsnorth, S. (2017). Dijital Pazarlama Stratejisi: Cevrimici (Online) Pazarlamaya
Butlnlesik Bir Yaklagsim, Ankara: Nobel Akademik Yayincilik.

5.Kotler, P. ve Armstrong, G. (2016). Principles of Marketing, Pearson Education Limited,

England.

6.Kotler, P. Kartajaya, H. ve Setiawan, |. (2010). Pazarlama 3,0. gev: Diindar, K. istanbul:
Optimist Yayinlari. . )

7 .Kotler, P. Kartajaya, H. ve Setiawan, |. (2017). Pazarlama 4,0. ¢ev: Ozata, N. Istanbul:
Optimist Yayinlari.

8.Kotler, P. ve Keller, K. L. (2016). Marketing Management, (15e). Pearson Education
Limited, England. ]

9.0dabagsi, K. (2018). Dijital Pazarlama Stratejileri, Istanbul: Cinius Yayinlari.
10.0dabasl, Y. ve Oyman, M. (2011). Pazarlama iletisimi Y6netimi, istanbul: Mediacat
Kitaplari.

11.0dabasl, Y. (2013). Tiiketim Kiltiirli, istanbul: Sistem Yayincilik.

12.0dabasl, Y. (2014). Postmodern Pazarlama: Tiiketim ve Tiiketici, istanbul: MediaCat
Kitaplari.

13.0dabasl, Y. ve Baris, G. (2015). Tiiketici Davranisi, istanbul: Mediacat Kitaplar.
14.Ryan, D. (2016). Dijital Pazarlama: Dijital Kusaga Seslenmek igin Pazarlama
Stratejileri, gev: Kemaloglu, M. istanbul: Turkiye is Bankasi Kiiltir Yayinlar.

15.Tasner, M. (2011). Aninda Pazarlama, Web 3.0 Pazarlama Klavuzu, gev: Ozer, A.
istanbul: MediaCat Kitaplari.

16.Vaynerchuck, G. (2013). Markaniz Icin interneti Nasil Kullanmalisiniz? cev: Goktem, L.
istanbul: MediaCat Kitaplari.

C. Sosyal Medya Reklam ve Pazarlama

1.Ackland, R. (2013). Web Social Science: Conmobilts, Data And Tools For Social
Scientists In The Digital Age, Sage Publications Ltd. Printed and bound by CPI Group (UK)
Ltd.

2.Algelik, A. (2017). Google Adwords, istanbul: Dikey Eksen.

3.Einstein, M. (2018). Dijital Reklamin Gizli Diinyasi: igerik Pazarlamasi ve Dogal Gériinen
Reklamlar, istanbul: The Kitap Yayinlari.

4.Evans, L. L. (2012). Social Media Marketing: Strategies For Engaging in Facebook,
Twitter & Other Social Media, QUE, Printed in the United States Of America.

5.Giigdemir, Y. (2017). Sosyal Medya: Halkla iliskiler, Reklam ve Pazarlama, istanbul:
Derin Yayinlari.

6.Hinton, S. ve Hjorth L. (2013). Understanding Social Media, Sage Publications Ltd.
Printed and bound by CPI Group (UK) Ltd.

7.Jenkins, H., Ford, S. ve Green, J. (2013). Spreadable Media: Creating Value And
Meaning In A Networked Culture, New York University Press, New York and London.
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Yayinlari.
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1.Chaffey, D. ve Chadwick, E. F. (2016). Dijital Pazarlama: Strateji, YUrltme ve
Uygulama, gev: Apaydin, F. ve Aksakal, A. Pearson Education Limited.
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Kitaplari.
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MediaCat Kitaplar. )
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Stratejileri, cev: Kemaloglu, M. istanbul: Tiirkiye is Bankasi Kiiltiir Yayinlari.
15.Tasner, M. (2011). Aninda Pazarlama, Web 3.0 Pazarlama Klavuzu, cev: Ozer, A.
Istanbul: MediaCat Kitaplari.

16.Vaynerchuck, G. (2013). Markaniz Icin interneti Nasil Kullanmalisiniz? cev:
Goktem, L. istanbul: MediaCat Kitaplari.

C. Sosyal Medya Reklam ve Pazarlama

1.Ackland, R. (2013). Web Social Science: Conmobilts, Data And Tools For Social
Scientists In The Digital Age, Sage Publications Ltd. Printed and bound by CPI Group
(UK) Ltd.

2.Algelik, A. (2017). Google Adwords, istanbul: Dikey Eksen.

3.Einstein, M. (2018). Dijital Reklamin Gizli Diinyas!: icerik Pazarlamasi ve Dogal
Gériinen Reklamlar, Istanbul: The Kitap Yayinlar.

4.Evans, L. L. (2012). Social Media Marketing: Strategies For Engaging in Facebook,
Twitter & Other Social Media, QUE, Printed in the United States Of America.
5.Giigdemir, Y. (2017). Sosyal Medya: Halkla iliskiler, Reklam ve Pazarlama, istanbul:
Derin Yayinlari.

6.Hinton, S. ve Hjorth L. (2013). Understanding Social Media, Sage Publications Ltd.
Printed and bound by CPI Group (UK) Ltd.

7.Jenkins, H., Ford, S. ve Green, J. (2013). Spreadable Media: Creating Value And




Manufactured in the United States of America.

8.Kawasaki, G. ve Fitzpatrick, P. (2015). Sosyal Medya Sanati, gev: Benveniste, M.
Istanbul: MediaCat Kitaplari.

9.Mestci, A. (2017). internette Reklamcilik: Diinyada ve Tiirkiye’de internet ve internet
Reklamciligi Kavramlar, istanbul: Pusula 20 Teknoloji.

10.C')zg|'.'|ver_], N. (2015). Sosyal Adlarda Markalagma: Dijital Ortamlardaki Reklam
Uygulama Ornekleri, ed. Ozkan, A. Tandacggtines, N. & Onaydogan, B. Yeni Medya ve
Reklam, istanbul: Derin Yayinlarn, s: 111-130.

11.Tandacgiines, N. (2015). Yeni ve “Oyun” Olgusunun Degisen Kultir islevi:
Advergaming, ed. Ozkan, A. Tandagglnes, N. & Onaydogan, B. Yeni Medya ve Reklam,
istanbul: Derin Yayinlar, s: 253-279.

D. Mobil Reklam ve Pazarlama

1.Arslan, K. ve Arslan, P. (2012). Mobil Pazarlama (SoLoMo), istanbul: Papatya Yayincilik
Egitim.

2.Hopkins, J. ve Turner, J. (2013). Mobil Pazarlama Hakkinda Her Sey: Araglar, Stratejiler,
Deneyimler, gev: Giindiiz, B. istanbul: Optimist Yayin Dagitim.

3.Kalan, O. (2015). Postmoden Tiiketim ve Mobil Pazarlama Stratesi Olarak Viral Reklam,
ed. Ozkan, A. Tandaggiines, N. & Onaydogan, B. Yeni Medya ve Reklam, istanbul: Derin
Yayinlari, s: 281-299.

4. Nelson-Field, K. (2017). Viral Pazarlama: Paylasim Bilimi, gev: Arslanpay, S. Istanbul:
The Kitap Yayinlar.

E. iletisim ve Yeni Medya

1.Binark, M. (2014). Yeni Medya Calismalarinda Arastirma Yontem ve Teknikleri, drl.
Binark, M. istanbul Ayrinti Yayinlari.

2.Crowley, D. ve Heyer, P. (2010). iletisim Tarihi: Teknoloji-Kiiltiir-Toplum, gev: Erséz, B.
Ankara: Phoneix Yayinevi.

3.Flew, T. (2008). New Media: An Introduction, Oxford University Press, Australia & New
Zeland. Printed in Hong Kong by Sheck Wash Tong Printing Press Ltd.

4 Lister, M., Dovey, J., Giddings, S., Grant, |. ve Kelly, K. (2010). New Media: A Critical
Introduction, Routledge Taylor & Francis Group, Printed and bound in Great Britain by the
MPG Books Group.

F. Medya Planlama

1.Cem, I. H. (2019). Medya Planlamasinda Kullanilan Arastirmalar ve Veriler, istanbul:
MediaCat Kitaplari.

2.Erol, G. (2007). Reklam ve Medya Planlamasi, istanbul: Beta Basim Yayim.
3.Sissors, J. Z. ve Baron, R. B. (2010). Advertising Media Planning, The McGraw-Hill
Companies, Printed in the United States of America.

4.Tosun, N. B. vd. (2018). Reklam Yé&netimi, istanbul Beta Yayim.

G. Marka

1)Aaker, D. A. (2002). Building strong brands, London: Simon ve Schuster.

2)Aaker, D. A. (2005). Strategic market management, Seventh Edition, United States of
America: John Wiley ve Sons, Inc.

3)Aaker, D. A. (2009). Marka deger yonetimi: Bir marka isminin dederinden yararlanmak,
(Orfanli, E. Gev.), istanbul: MediaCat Kitaplari.

4)Aaker, D. A. (2014). Markalama: Basariya ulastiran 20 temel ilke, (Ozata, N. Gev.),
istanbul: MediaCat Kitaplari. )

5)Ak, M. (2011). Marka yonetimi ve imaj, Istanbul: Hayy Kitap.

6)Bati, U. (2015). Marka yonetimi: Vazge¢me ¢aginda yliksek sadakat markalar yaratmak,
istanbul: Alfa Basin Yayin.

7)Bati, U. (2017). Markethink ya da farkethink: Deneyimsel pazarlama ya da duygusal
markalama, istanbul: Kitap Kuliibii Kitaplari.

8)Bruce, D. ve Harvey, D. (2010). Marka bilmecesi: Markanizin sirlarini gzmek, (Ozer, A.
Cev.), istanbul: Tiirkiye is Bankasi Yayinlar.
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OGRENME GIKTILARI / LEARNING OUTCOMES

Yeni iletisim teknoloji ve tekniklerini tanimlar. Defines new communication technologies and techniques.

Yeni medya reklamcilig alani ile ilgili hedef kitleleriyle iletisim kurma ve gelistirmede siire¢ ve Defines, examines, researches and questions the processes and techniques of communicating with
tekniklerini tanimlar, inceler, arastirir ve sorgular. and developing target audiences in the field of new media advertising.

Yeni medya reklamciligi alani ile ilgili olarak arastirma, planlama, uygulama ve degerlendirme Realize the analytical and intellectual skills necessary to evaluate the research, planning,
sureglerini degerlendirmek Uizere gerekli analitik ve entelektiiel becerileri fark eder. implementation and evaluation processes related to the field of new media advertising.

Yeni medya reklamciligi kavram, kuram ve uygulamalarina siniflar, inceler ve uygular. Classify, examine and apply new media advertising concepts, theories and practices.

Yeni medya reklamciligi uygulamalarini uygular, arastirir, inceler ve érnekler. Applies, researches, examines and examples of new media advertising practices.

HAFTALIK DERS ICERIGi / DETAILED COURSE OUTLINE
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Hafta / Week

Ogretim Yontem ve

Teorik Dersler / Theoretical Uygulama Lab Teknikleri/Teaching Methods On Hazirlik / Preliminary
Techniques
1 Tanisma, Dersin Tasarimi ve Ders igeriginin Paylasiimasi
Introduction to Brand Concept and Management
. . gretim Yont N _—
Teorik Dersler / Theoretical Uygulama Lab '(I:')gl:ﬁi;(?;ri/(?l'r;:cmi\rgz Methods On Hazirlik / Preliminary
Techniques
2 Reklam Kavrami, Gelisimi ve Uygulamalari
Advertising Concept, Development and Applications
. . Ogretim Yontem ve “ -
Teorik Dersler / Theoretical Uygulama Lab Teknikleri/Teaching Methods On Hazirlik / Preliminary
Techniques
3 Pazarlama Kavrami, Gelisimi ve Uygulamalari ve Dijital Reklam ve
Pazarlama
Marketing Concept, Development and Applications and Digital
Advertising and Marketing
. . Ogretim Yont - _
Teorik Dersler / Theoretical Uygulama Lab Tgl:ﬁill(rlgri/?rgsgig Methods On Hazirlik / Preliminary
Techniques
4 Yeni Medyanin Yarattigi Medya Kavramlari ile Agizdan Agiza
Pazarlama, Viral ve Buzz Pazarlama
Word of Mouth Marketing, Viral and Buzz Marketing with Media
Concepts Created by New Media
gretim YO "
Teorik Dersler / Theoretical Uygulama Lab '?glzﬁgll(rlnerils)l'gt:é?]i\r’:; Methods On Hazirlik / Preliminary
Technigues
5 Influencer Reklam ve Pazarlama: Tanimi ve Tarihsel Gelisimi,

Tuketici Davranisi, Sosyal Medya Mecralari ve Influencer

Influencer Advertising and Marketing: Definition and Historical
Development, Consumer Behavior, Social Media Channels and
Influencer
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Ogretim Yontem ve

Teorik Dersler / Theoretical Uygulama Lab Teknikleri/Teaching Methods On Hazirlik / Preliminary
Techniques
Influencer Reklam ve Pazarlama: Word Of Mouth (WOM), The four
6 ) : ! EVET
M’s of influencer marketing
Influencer Advertising and Marketing: Word Of Mouth (WOM), The
four M's of influencer marketing
gretim YO "
Teorik Dersler / Theoretical Uygulama Lab '?glzﬁgll(rlnerils)l'gt:é?]i\r’:; Methods On Hazirlik / Preliminary
Technigues
7 Odev ve Sunumlar (Ornek: Uygulama Ornekleri)
Assignments and Presentations (Example: Application Examples)
. . Ogretim Yoéntem ve . .
Teorik Dersler / Theoretical Uygulama Lab Teknikleri/Teaching Methods On Hazirlik / Preliminary
Techniques
8 Ara Sinav
Midterm Exam
gretim YO "
Teorik Dersler / Theoretical Uygulama Lab 'Cl')glzﬁmqeri/(')l'gt:cr:?\i\r,lz Methods On Hazirlik / Preliminary
Technigues
Dijital Reklamcilik ve Pazarlama: Dijital Dontstime ltici Glgler Ve
Engeller, Geleneksel ve Dijital Medyada Pazarlama ve Reklam
9 Farkliliklan, Dijital Pazarlama Cevresi, Dijital Pazarlama Somut ve
Soyut Faydalan
Digital Advertising and Marketing: Driving Forces and Obstacles to
Digital Transformation, Differences in Marketing and Advertising in
Traditional and Digital Media, Digital Marketing Environment,
Tangible and Intangible Benefits of Digital Marketing
gretim YO "
Teorik Dersler / Theoretical Uygulama Lab 'Cl')glzﬁgll(rlneri/(')rgt:cr:?]i\r?; Methods On Hazirlik / Preliminary
Technigues
Dijital Reklam ve Pazarlama Kampanya Planlamasi: Durum Analizi,
Arastirma, SWOT ve PEST, Dilimleme (Segmentasyon), Amacinin ve
Stratejisinin Belirlenmesi, Blitce, Degerlendirme Sorulari; Performans
Olguim Sureci; Dijital Pazarlama Olgiimi Igin Bes Tanisal Kategori ;
10 Potansiyel Kayip Nedenleri; Onemli Web Sitesi Hacim Olgit

Terimleri; Web Dokiimani Gézden Gecirme ve Giincelleme Siireci

Digital Advertising and Marketing Campaign Planning: Situation
Analysis, Research, SWOT and PEST, Segmentation, Determining
Purpose and Strategy, Budget, Evaluation Questions; Performance
Measurement Process; Five Diagnostic Categories for Digital
Marketing Measurement; Potential Causes of Loss; Important
Website Volume Metric Terms; Web Document Review and Update
Process
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Ogretim Yontem ve

Teorik Dersler / Theoretical Uygulama Lab Teknikleri/Teaching Methods On Hazirlik / Preliminary
_ Techniques
Dijital Reklam ve Pazarlama Uygulamalari 1: Icerik Pazarlama,
11 Adwords ve Reklam Bantlari Reklamciligi, Mobil
Reklamcilik/Pazarlama
Digital Advertising and Marketing Applications 1: Content Marketing,
Adwords and Banner Advertising, Mobile Advertising/Marketing
gretim YO "
Teorik Dersler / Theoretical Uygulama Lab '?glzﬁgll(rlnerils)l'gt:é?]i\rgz Methods On Hazirlik / Preliminary
Technigues
Dijital Reklam ve Pazarlama Uygulamalari 2:
12 Arama Motoru Pazarlamasi (SEM- Search Engine Marketing),
Advergaming, E-Mail/E-Posta Pazarlamasi, Video Reklamciligi,
Sosyal Medya Reklamciligi/Pazarlamasi
Digital Advertising and Marketing Applications 2: Search Engine
Marketing (SEM), Advergaming, Email Marketing, Video Advertising,
Social Media Advertising/Marketing
. . Ogretim Yont - -
Teorik Dersler / Theoretical Uygulama Lab Tglz(neill(rlgri/(?rr;a?gi\rgz Methods On Hazirlik / Preliminary
Techniques
13 |Odev ve Sunumlar (Ornek: Uygulama Ornekleri) EVET
Assignments and Presentations (Example: Application Examples)
. . gretim Yont .. -
Teorik Dersler / Theoretical Uygulama Lab '(I:')gl:ﬁi;(?;ri/(?l'r;:cr:ui\rgz Methods On Hazirlik / Preliminary
Techniques
14  |Odev ve Sunumlar (Ornek: Uygulama Ornekleri)
Assignments and Presentations (Example: Application Examples)
. . Ogretim Yontem ve - .
Teorik Dersler / Theoretical Uygulama Lab Teknikleri/Teaching Methods On Hazirlik / Preliminary
Techniques
15 Final Sinavi
Final Exam
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DEGERLENDIRME / EVALUATION

. Savi/ Katki Yuzdesi /
Yanyil (Yil) Ii Etkinlikleri / Term (or Year) Learning Activities Nun}llber Percentage of
Contribution (%)
Ara Sinav / Midterm Examination 1 100
Toplam / Total: 1 100
Basar Notuna Katki Yiizdesi / Contribution to Success Grade(%): 40
Savi/ Katki Yuzdesi /
Yanyil (Yil) Sonu Etkinlikleri / End Of Term (or Year) Learning Activities Nun¥ber Percentage of
Contribution (%)
Final Sinavi / Final Examination 1 100
Toplam / Total: 1 100
Basari Notuna Katki Yiizdesi / Contribution to Success Grade(%): 60
Etkinliklerinin Basar Notuna Katki Yiizdesi(%) Toplami / Total Percentage of Contribution (%) to Success Grade: 100
Degerlendirme Tipi / Evaluation Type:
iS YUKU / WORKLOADS
Siiresi | Toplam Is Yiikii
. Sayi/ (Saat) / (Saat) / Total
SR Er e e Number | Duration Work Load
(Hours) (Hour)
Ara Sinav / Midterm Examination 1 1.00 1.00
Ara Sinav igin Bireysel Calisma / Individual Study for Mid term Examination 6 3.00 18.00
Bireysel Calisma / Self Study 8 2.00 16.00
Final Sinavi / Final Examination 1 1.00 1.00
Final Sinavi igiin Bireysel Calisma / Individual Study for Final Examination 12 3.00 36.00
Okuma / Reading 5 5.00 25.00
Derse Katilim / Attending Lectures 14 3.00 42.00
Toplam / Total: 47 18.00 139.00
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Dersin AKTS Kredisi = Toplam Is Yiikii (Saat) / 25.00 (Saat/AKTS) = 139.00/25.00 = 5.56 ~ / Course ECTS Credit = Total Workload (Hour) / 25.00 (Hour / ECTS) = 139.00 / 25.00 = 5.56 ~
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PROGRAM VE OGRENME CIKTISI / PROGRAM LEARNING OUTCOMES

Ogrenme Ciktilari /
Learning Outcomes

Program Ciktilari / Program Outcomes

1.1.3

1.1.4

1.1.5

1.1.6

1.1.7

1.1.8

1.1.9

1.1.10

1.1.11

1.1.12

1.1.13

1.1.14

1.1.15

1.1.16

1.1.17

1.Yeni iletisim teknoloji ve
tekniklerini tanimlar. / Defines
new communication
technologies and techniques.

2.Yeni medya reklamciligi alani
ile ilgili hedef kitleleriyle iletisim
kurma ve gelistirmede siireg ve
tekniklerini tanimlar, inceler,
arastirir ve sorgular. / Defines,
examines, researches and
questions the processes and
techniques of communicating
with and developing target
audiences in the field of new
media advertising.

3.Yeni medya reklamciligi alani
ile ilgili olarak arastirma,
planlama, uygulama ve
degerlendirme sireglerini
degerlendirmek lizere gerekli
analitik ve entelektuel becerileri
fark eder. / Realize the
analytical and intellectual skills
necessary to evaluate the
research, planning,
implementation and evaluation
processes related to the field of
new media advertising.

4.Yeni medya reklamciligi
kavram, kuram ve
uygulamalarina siniflar, inceler
ve uygular. / Classify, examine
and apply new media
advertising concepts, theories
and practices.

5.Yeni medya reklamciligi
uygulamalarini uygular,
arastinir, inceler ve érnekler. /
Applies, researches, examines
and examples of new media
advertising practices.

Katki Dlizeyi / Contribution Level

: 1-Cok Dustik / Very low, 2-Distik / Low, 3-Orta / Moderate, 4-Yiiksek / High, 5-Cok Yiiksek / Very high
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