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Catalog Description:
Learn to build a team to create an effective social media campaign. Learn to use all major social
media platforms to promote wine, winery events, and wine brands. Learn basics of wine
branding and how to identify target audiences for wine social media campaigns. Learn to
develop metrics for measuring effectiveness of wine social media campaigns and how to
integrate social media campaigns into existing wine marketing strategies.
 
Prerequisites/Corequisites:
 
 
Recommended Preparation:
Eligibility for ENGL 1A or equivalent and CS 57.11 and Course Completion of VIT 1 OR
Course Completion of WINE 1
 
Limits on Enrollment:
 
 
Schedule of Classes Information:
Description: Learn to build a team to create an effective social media campaign. Learn to use all
major social media platforms to promote wine, winery events, and wine brands. Learn basics of
wine branding and how to identify target audiences for wine social media campaigns. Learn to
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WINE 128 Course Outline as of Fall 2018

Dept and Nbr: WINE 128 Title: WINE SOCIAL MEDIA

Units Course Hours per Week Nbr of Weeks Course Hours Total

Maximum 1.50 Lecture Scheduled 1.50 17.5 Lecture Scheduled 26.25
Minimum 1.50 Lab Scheduled 0 4 Lab Scheduled 0

Contact DHR 0 Contact DHR 0
Contact Total 1.50 Contact Total 26.25

Non-contact DHR 0 Non-contact DHR 0

Total Out of Class Hours: 52.50 Total Student Learning Hours: 78.75

Title 5 Category: AA Degree Applicable
Grading: Grade or P/NP
Repeatability: 00 - Two Repeats if Grade was D, F, NC, or NP
Also Listed As:
Formerly:



develop metrics for measuring effectiveness of wine social media campaigns and how to
integrate social media campaigns into existing wine marketing strategies. (Grade or P/NP)
Prerequisites/Corequisites:  
Recommended: Eligibility for ENGL 1A or equivalent and CS 57.11 and Course Completion of
VIT 1 OR Course Completion of WINE 1
Limits on Enrollment:  
Transfer Credit:  
Repeatability: Two Repeats if Grade was D, F, NC, or NP
 
ARTICULATION, MAJOR, and CERTIFICATION INFORMATION:

 
Certificate/Major Applicable: 
Both Certificate and Major Applicable

 
COURSE CONTENT
 
Student Learning Outcomes:
At the conclusion of this course, the student should be able to:
1.   Identify the key skills needed in a team that effectively creates and runs wine social media
campaigns.
2.   Understand and use all important social media platforms effectively for wine, wine event,
and wine brand promotion
3.   Develop a basic wine brand strategy
4.   Identify target audiences for wine brand promotion using social media
5.   Develop metrics for measuring effectiveness of wine social media campaigns
6.   Integrate social media campaigns into existing wine marketing strategies 
 
Objectives:
Upon completion of this course, students will be able to:
1.  Develop social media campaigns for promoting wine
2.  Develop engaging social media content that stands out from wine competitors
3.  Use techniques for promotion of wine events on social media
4.  Effectively operate winery outreach campaigns in all significant social media platforms
5.  Develop a wine branding strategy and social media campaigns to build brand identity
6.  Identify and reach target audiences for wine social media campaigns
7.  Develop metrics to measure effectiveness of wine social media campaigns
8.  Understand how to integrate wine social media campaigns with overall wine marketing
strategies
9.  Explain the advantages to wine owners of all major social media platforms
 

AS Degree: Area Effective: Inactive:
CSU GE: Transfer Area Effective: Inactive:

IGETC: Transfer Area Effective: Inactive:

CSU Transfer: Effective: Inactive:

UC Transfer: Effective: Inactive:

CID:

SR_ClassCheck.aspx?CourseKey=WINE128


Topics and Scope:
 
1.  Roles of writer, editor, wine expert, and social media software expert in the creation and
running of an effective wine social media campaign.
2.  How to set up social media campaigns in all major platforms
3.  Guiding principles for social media marketing
4.  When and how to use freelance and agency help
5.  Behavioral and psychological factors that drive social media
6.  How to set up a wine social media strategy including an annual strategy session
7.  Case studies of three different strategies
8.  How to set up effective websites and blogs that compliment social media
9.  How to create content for wine social media campaigns
10.  How to effectively use multimedia
11.  How to plan and execute “tentpole” campaigns around wine events
12.  Effective wine content curation
13.  How to find and use all the necessary statistics and metrics
14.  How to use paid advertising in social media
15.  How to effectively promote wine events
16.  Integrating social media with other wine marketing approaches
17.  Connecting with influential people who share your content
18.  Use of podcasting, videocasting, and webcasting
19.  Knowledge of other effective marketing strategies as appropriate, such as microblogging,
RSS feeds, creation of widgets and badges, use of bookmarking, keywords, communities, and
search engine optimization tools
20.  What makes a brand stand out from wine competition
21.  Steps for use of social media to build wine brand identity
22.  Understanding paid media
23.  Tools for identification of target audiences and social media marketing opportunities
24.  How to effectively reach different target audiences with wine content
25.  Creation of metrics to track and measure the effectiveness and return on investment of social
media
 
Assignment:
 
1.  Research and create a 3-5 page written wine brand strategy
2.  Develop and present a wine social media campaign storyboard
3.  4-6 written practice exercises (research, design social media content and campaigns, design
metrics)
4.  Read 2-10 pages per week
5.  Final written exam (2-5 pages) to include setting up a new brand including choosing an
overall strategy, choosing social media platforms, setting social media goals, creating example
posts, explaining necessary metrics, explaining why the campaign will be successful, and
calculating a return on investment
 

Methods of Evaluation/Basis of Grade:

Writing: Assessment tools that demonstrate writing skills
and/or require students to select, organize and explain ideas
in writing.



 
Representative Textbooks and Materials:
500 Social Media Marketing Tips: Essential Advice, Hints and Strategy for Business: Facebook,
Twitter, Pinterest, Google+, YouTube, Instagram, LinkedIn, and More! (1st). Macarthy,
Andrew. CreateSpace Independent Publishing Platform: 2013.
Social Media Marketing: A Strategic Approach (1st). Barker, Melissa and Barker, Donald.
South-Western College Pub: 2012.
Instructor prepared materials 
 

Written brand strategy
Writing

30 - 55%

Problem Solving: Assessment tools, other than exams, that
demonstrate competence in computational or non-
computational problem solving skills.

In-class exercises
Problem solving

15 - 35%

Skill Demonstrations: All skill-based and physical
demonstrations used for assessment purposes including skill
performance exams.

Storyboard presentation, in-class exercises
Skill Demonstrations

10 - 30%

Exams: All forms of formal testing, other than skill
performance exams.

Final written exam
Exams

20 - 40%

Other: Includes any assessment tools that do not logically
fit into the above categories.

None
Other Category

0 - 0%


