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PROGRAM INFORMATION 

 

Program Name and Degree Awarded 

Public Relations And Advertising Program- Bachelor  

Duration of Studies 

 

The Public Relations and Advertising undergraduate program is designed as a four-year program 

consisting of eight semesters. The curriculum combines theoretical courses with practical 

applications, workshops, and internships to ensure students graduate with both academic 

knowledge and professional experience. 

 

Total Credits / ECTS  

126 Credits  

 

Language of Instruction 

English  

 

Mission and Vision 

Our vision is to be a respected department that provides high-quality education, research, and 

practice in advertising and public relations. We aim to nurture creative and skilled professionals 

who can successfully adapt to the evolving world of media and communication. 

 

Our mission is to provide a well-rounded education in advertising and public relations that 

blends theory with practice. We are committed to preparing ethical, creative, and analytical 

individuals who can communicate effectively and contribute positively to society. Through 

academic coursework, practical training, and community engagement, we equip our students for 

meaningful careers and leadership roles in the field. 

 

Program Objectives 

1. To provide students with a comprehensive education in public relations and advertising that 

balances theory with practical applications. 

 

2. Cultivate creative, ethical, and analytical professionals who can design and implement 

effective communication strategies. 

 

3. To prepare graduates for diverse career opportunities in media, communication, business, 

and related industries. 

 

4. Encourage adaptability and innovation in response to rapidly changing media environments 

and technologies. 

 

5. Instill professional responsibility, integrity, and social awareness in all aspects of 

communication practice. 



 

6. Equip students with research and critical thinking skills for evidence-based decision making 

and strategy development. 

 

7. Foster teamwork, leadership, and interpersonal competencies essential for professional 

success. 

 

8. Offer opportunities for hands-on learning through projects, workshops, internships, and 

industry collaboration. 

 

9. Promote global and cultural awareness in order to create inclusive and socially responsible 

communication. 

 

10. Contribute to the advancement of knowledge in the field through research, academic 

engagement, and community service. 

 

Program Learning Outcomes 

1. Develop strong written and oral communication abilities to produce effective messages 

across diverse media platforms. 

 

2. Apply analytical and evaluative skills to assess media content, campaigns, and 

communication strategies. 

 

3. Gain comprehensive knowledge of new media tools and communication technologies and 

their impact on practice. 

 

4. Design and implement innovative PR and advertising campaigns that align with 

organizational goals. 

 

5. Demonstrate professional integrity, transparency, and ethical responsibility in all 

communication activities. 

 

6. Conduct audience and market research, applying findings to shape effective 

communication strategies. 

 

7. Develop the skills to manage crises and protect organizational reputation in challenging 

contexts. 

 

8. Work effectively in teams, building interpersonal skills for planning, executing, and 

evaluating projects. 

 

9. Understand cultural diversity and global perspectives to create communication that 

resonates across societies. 

 

10. Apply theoretical knowledge in real-world contexts through workshops, projects, and 

internships. 



Curriculum 

 

1. Year Fall        

Course Code  Course Name  Credit ECTS 

COMN104 Psychology 3 5 

COMN107 Economics 3 6 

COMN117 Introduction To Social Sciences 3 6 

PRAD101 Introduction To Public Relations And 

Advertising 

3 5 

UFLE01 Foreign Language Elective I (English)[1-2] 3 3 

UTEC01 University Elective I[1-2] 3 5 

Total Credits :18 ECTS :30           

1. Year Spring        

Course Code  Course Name  Credit ECTS 

COMC102 History Of Mass Communication 3 6 

COMC104 Introduction To Communication 3 6 

COMN115 Sociology 3 5 

COMN204 Ethics In Profession 3 5 

PRAD104 Digital Photography 3 5 

UFLE02 Foreign Language Elective II (English)[1-2] 3 3 

Total Credits:18 ECTS:30        

2. Year  Fall        

Course Code  Course Name  Credit ECTS 

PRAD201 Introduction To New Media 3 6 

PRAD203 Media Planning 3 6 

PRAD251 Creative Strategy In Pr And Advertising 3 6 

PRAD253 New Media And Communication 

Technologies 

3 6 

PRAD257 New Media Literacy 3 6 

Total Credits:15 ECTS:30        

2. Year Spring        

Course Code  Course Name  Credit ECTS 

COMN352 Research Methods 3 6 

PRAD202 Media Law 3 6 

PRAD252 Public Relations And Advert. Writing 3 6 

PRAD260 Communication Theories 3 6 

PRAD262 Interaction Design 3 6 

Total Credits:15 ECTS:30       

3. Year Fall        

Course Code  Course Name  Credit ECTS 

PRAD301 Integrated Marketing Communication 3 6 

PRAD305 New Media For Marketing 3 6 

PRAD361 Media Analysis 3 7 



PRAD363 User Experience 3 7 

UFRC01 University Elective I[1-23] 3 4 

Total Credits:15 ECTS:30        

3. Year Spirng        

Course Code  Course Name  Credit ECTS 

PRAD302 Corporate Identity And Image Management 3 7 

PRAD304 Crisis Communication And Management 3 7 

PRAD308 Strategic Communication 3 6 

PRAD366 Social Media Communication 3 6 

UFRC02 University Elective II[1-23] 3 4 

Total Credits:15 ECTS:30       

4. Year Fall        

Course Code  Course Name  Credit ECTS 

PRAD401 Graduation Project I 1 4 

PRAD403 Pr And Advertising Workshop 3 6 

PREL01 Technical Elective I[1-10] 3 6 

PREL02 Technical Elective II[1-10] 3 6 

PREL03 Technical Elective III[1-10] 3 6 

UHTC02 Turkish[1] 2 2 

Total Credits:15 ECTS:30        

4. Year Spring        

Course Code  Course Name  Credit ECTS 

PRAD402 Graduation Project II 1 10 

PREL04 Technical Elective IV[1-10] 3 6 

PREL05 Technical Elective V[1-10] 3 6 

PREL06 Technical Elective VI[1-10] 3 6 

UHTC01 History[1] 2 2 

Total Credits:11 ECTS:30        

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Laboratory and Equipment Capacity (if applicable) 

 

Career Opportunities 

Graduates of the Public Relations and Advertising program can pursue diverse career paths in 

both the private and public sectors. Career opportunities include roles such as: 

 Public Relations Specialist 

 Advertising Executive 

 Media Planner 

 Brand and Corporate Communication Manager 

 Social Media Strategist 

 Digital Marketing Specialist 

 Event and Campaign Coordinator 

 Corporate Identity and Reputation Manager 

 Communication Consultant 

Contact Information 

Tel: +90392 660 2743 

Postal Address: European University of Lefke  

Lefke, Northern Cyprus TR- 10 Mersin, Türkiye  

e-mail: communication@eul.edu.tr 

 

Asst. Prof. Dr. Esra Aydın Kılıç  

Head of Department  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



T U L

COMC102 Compulsory 3 0 0 3 5 Thursday: 09:00 - 11:50

Prerequest Date Prepared:

Lecturer

E-mail

Phone

Asst.to Lecturer

E-mail

Course Objectives

Learning Outcomes

1

2

3

4

WEEKS Reference No - Section

Week 1

Week 2 3

Week 3 4

Week 4 1,2

Week 5 2

Week 6 1

Week 7 1

Week 8 1

Week 9 1,3

Week 10 1

Week 11 1

Week 12 1,4

Week 13 3

Week 14

Week 15

PO1

PO2

PO7

PO1

5

5

5

5

Measurement Instrument Number
Weight on 

Final Grade

Weight in

Semester Evaluation 

(%) 

Final Exam 1 50

Evaluation within the semester

Mid-term Exam(s) 1 30

Quiz   

Project(s)   

Homework(s)

Laboratory

Other 20

English

Evaluation Tools Student Workload Hours Number
Student Workload 

Hours

Theory 42,0

Mid-term Exam 1,5 1 1,5

Mid-term Study 24,0 45,0

Laboratory

Workshop

Field Study

Other 32,0

156,0

5,2≅5

Date

4 5

LO3 4 5

LO4 3

Evaluation Tools

January 07- 20

November 14- November 26

5

LO1 2 5

LO2

28.04.2026

 The Internet Revolution5.05.2026

Revision12.05.2026

Final Exam(s)

COURSE and  PROGRAM OUTCOMES MATRIX 

Program Outcomes

Acquire and define concepts based on theoretical and practical knowledge related to the field of online journalism and communication.

Learn the communication with different cultures by using the basic concepts of communication science.

Learn to associate the current events with history, sociology, psychology, economics, political and cultural dimensions.

Learning    Outcomes
Program Outcomes

PO2 PO7

 Radio: The First Electronic Mass Medium21.04.2025

 Television and the Age of Visual Politics

16-25.05.2026

24.03.2026  Telegraph, Telephone, and the Shrinking World

 Photography and Visual Culture31.03.2026

Mid-Term Exam(s)

14.04.2026

 Newspapers and the Public Sphere17.03.2026

Date TOPICS

10.02.2026  Introduction

17.02.2026 Introduction to  Communication

 Cinema as Mass Medium

04-12.04.2026

Textbook and/or 

References

 Communication in History: Technology, Culture, and Society, David Crowley, Paul Heyer, 6th, Routledge (formerly Allyn & Bacon / Pearson imprint), 2011.

 Perspectives on Mass Communication History, Wm. David Sloan, Communication Series, 1991.

 Revolutions in Communication: Media History from Gutenberg to the Digital Age, Bill Kovarik, 2011.

24.02.2026  What is Mass Communication? Historical and Conceptual Foundations

3.03.2026  Communication Before Print: Oral Traditions and Manuscript Culture

10.03.2026  The Printing Revolution

Office/RoomNo. Communication Sciences Faculty/Room No.9

- Telephone -

 

History of Mass Communication

- Prerequest course -

Assist.Prof.Dr.Enis FASLI
Office Hour Tuesday 12.00-13.50

efasli@eul.edu.tr

- Office/RoomNo. z

 This course examines the historical development of mass communication from oral cultures to digital networked societies. It explores how communication technologies have shaped social 

structures, political power, cultural production, economic systems, and global relations. The course integrates technological determinism, political economy, cultural studies, and media theory to 

provide students with a critical and analytical understanding of media evolution.

 • Analyze the historical transformation of communication systems.

• Critically evaluate major media revolutions and their societal impacts.

• Explain the relationship between media technologies and power structures.

• Compare different historical media systems across cultures.

• Apply theoretical frameworks to historical case studies.

EUROPEAN UNIVERSITY of LEFKE - "Faculty of Communication Sciences"

SYLLABUS
2025-2026 Spring Semester 

Course Code Course Name Course Type
Weekly Course Hour

Credit ECTS Weekly program

"New Media and Journalism"

***    Lifelong Learning Program  (LLP)     *** Language of the Course

Number Evaluation Tools

14 Practice

1 Final Exam

Final Study

 Recommended ECTS Credit (Total Hour /30) :

Homework

Seminar

Presentation

Personal Study

TOTAL:

 

mailto:efasli@eul.edu.tr


T U L

COMM 101 Compulsory 3 0 0 3 6 Monday: 9.00

Prerequest Date Prepared: 03.10.2025

Lecturer

E-mail

Phone

Asst.to Lecturer

Course Objectives

Learning Outcomes

1

2

3

4

WEEKS Reference No - Section

1.Week

2. Week 1/3/4

3.Week 1/2

4.Week 1/2

5.Week 1/2

6.Week 1/2

7.Week 1/2

8.Week 1/2

9.Week 1/2

10.Week 1/2/3

11.Week 1/3

12.Week 1/3

13.Week 1/3

14.Week

PO1

PO2

PO4

PO1

5

5

3

Measurement Instrument Number Weight on Final Grade
Weight in

Semester Evaluation (%) 

Final Exam/Project 1 50

Evaluation within the semester

Mid-term Exam(s)/Project 1 50

Presentation

Project(s)   

Homework(s)
Laboratory
Other

English

Evaluation Tools Student Workload Hours Number Student Workload Hours

Theory 42,0    

Mid-term exam 50,0  1 50,0

Quiz     
Laboratory
Workshop

Field Study

Other 38,0

180,0

6 Recommended ECTS Credit (Total Hour /30) :

TOTAL:

Learning    Outcomes

LO1

LO2

LO3

PO2 PO12
5

4

3

3

4

5

Program Outcomes

23.02.2026

2.03.2026 Shannon and Weaver's model

Textbook and/or 

References

Fiske, J.C. (1990). Introduction to Communication. London:Routledge.            

Lule, J. (2016). Understanding Media and Culture: An introduction to Mass Communication. Minnosota:  University of Minnosota.        

 Mattelart, A.,Mattelart,M.(1998). Theories of Communication. London:Sage

3747

Office/RoomNo. Communication Sciences Faculty/Room No. 2-

This course is designed to introduce the student to the study of communication.It focuses on the general conditions and contexts of communication 

practices. It aims at providing the student with the general knowledge of definitions,models,and basic concepts in communication;the range of verbal and 

non-verbal codes,and their complex interrelations in the message systems of modern electronic media;and various communication contexts, with emphasis 

on the structure and function of interpersonal and mass communication.  

1.The course introduces and provides basic understanding about communication studies.                                                                                                                       

2.The students know about the basic schools and models of communication.                                                                                                                                                                                                                                                                                                                                                                                                         

3. The students are enable to analyse the media products.

Office Hour Monday: 12:00 -13.00

Dimbleby,R.&Burton,G. (1985).More than words: An introduction to communication. London:Routledge

EUROPEAN UNIVERSITY of LEFKE - "Faculty of Communication Sciences"

SYLLABUS
2025-2026 Spring Semester 

Course Code Course Name Course Type

Weekly Course 

Hour Credit ECTS Weekly program

Introduction to Communication

Prerequest course

Assist. Prof. Dr. Heycan Erhürman Uğur
Class Size 28

herhurman@eul.edu.tr

16.02.2026 Categories of communication

Date TOPICS

2.02.2026 Introduction

9.02.2026 What is communication

Why do we communicate?

Gerbner's model

Lasswell's model and Jakobson's model

30.03.2026 Westley and Maclean's model

13.04.2026

Process school6.04.2026

9.03.2026

16.03.2026

23.03.2026 Newcomb's model  

Acquire and define concepts based on advanced theoretical and practical knowledge related to the field of communication and journalism.

Learn the communication with different cultures by using the basic concepts of communication science.

Discuss the ideas,topics and problems specific to the field of online journalism and communication

Program Outcomes

COURSE and  PROGRAM OUTCOMES MATRIX 

National holiday

20.04.2026 Semiotics and culture

1

27.04.2026 Analysis of the media products

4.05.2026 Repetition           

Personal Study

Seminar

Presentation

14 Practice

1 Final Exam

 Project

***    Lifelong Learning Program  (LLP)     *** Language of the Course

Evaluation Tools

Evaluation Tools

Date

Number

 

mailto:herhurman@eul.edu.tr


T U L

 COM204 Compulsory 3 0 0 3 8

Prerequest

Lecturer

E-mail

Telephone

Asst.to Lecturer

E-mail

Course Objectives

LO1:

LO2:

LO3:

LO4:

1

2

WEEKS Textbook/references

1.Week General

2.Week Page 1-37

3.Week Page 37-47

4.Week Page47-63

5.Week Page 63-81

6.Week Page 83-98

7.Week Page 99-120

8.Week Page 121-133

9.Week Page 133-150

10.Week

11.Week

12.Week Page 175-195

13.Week Page 195-230

14.Week

PO11

PO16

PO17

Number
Weight on Final 

Grade (%)

Weight in

Semester Evaluation (%) 

1 50

1 40

1 10

 

 

English

Evaluation Tools

Student 

Worklo

ad 

Hours

Number Student Workload Hours

Theory 60.0    

Mid-term Exam 40.0  1 60.0

Quiz   

Laboratory

Workshop

Field Study

Other 80.0

240.0

8

ETHICS IN PROFESSION
FRIDAYS 10:00-11:30

 - Prerequest course

 EUROPEAN UNIVERSITY OF LEFKE  
COMMON COURSES

2025-2026 Spring Semester

Course Code Course Name Course type
weekly course hour

Credit ECTS Weekly program

Prof. Dr. Mustafa SAĞSAN
Class Size HK000

msagsan@eul.edu.tr

Textbooks
Michael Davis. (2002). Profession, Code, and Ethics , Ashgate studies England, ©2002

Lecturer's course notes

Date TOPICS

2626 Office Hour MONDAY : 12:00-12:50

0 Office/RoomNo. FEAS ROOM NO:7

06/02/2026 Introduction to the course - Syllabus discussion

- Phone -

The aim of this course is to define ethical principles, to enable students to develop ethical behaviors related to their profession, and to provide 

information about unethical behaviors that students may encounter in their professions. Within the context of the course, students will 

demonstrate understanding of the ethical principles in general or in application of specialized knowledge, results of research, creative expression, 

design processes, etc.that are related with their sciences, disciplines and potential professionals.

Learning Outcomes

Demonstrate knowledge of important ethical systems and ethical types

Demonstrate their respect for different ethical perspectives

Critique some aspects of an ethical and unethical behavior

Clearly formulate their ethical position on an issue

06/03/2026

Professional Responsibility As Just Following The Rules13/03/2026

Is There A Profession Of Engineering?27/03/2026

Three Myths About Codes Of Engineering Ethics

13/02/2026

 Is Legal Ethics Just Business Ethics?20/02/2026

Professionalism Means Putting Your Profession First27/02/2026

The Right To Refuse A Case

Introduction to the course - The Moral Authority of a Professional Code

16-25.05.2026

Can Professional Ethics Be Taught?

03/04/2026

04.04.2026-12.04.2026

01/05/2026

08/05/2026

15/05/2026

MIDTERM EXAM

 Do Scientists, Like Engineers, Have Special Moral Responsibilities?

INTERNATIONAL LABOR DAY

Final Exam week

24/04/2026 MIDTERM EXAM EVALUTION 

COURSE and  PROGRAM OUTCOMES MATRIX 

Program Learning Outcomes

Gain professional ethics and knowledge and use of news language that is free of discriminatory expressions and words

Act according to social, scientific, cultural and professional ethical values in the stages of collecting, interpreting, applying and announcing the data 

related to the field

Acquire knowledge of ethical and basic communication law to be complied with by media professionals and gain the awareness of integrating them 

with professional practices.

Learning    Outcomes
Program Outcomes

PO11 PO16 PO17

5

LO4 3 4 4

LO1 4 4 5

LO2 4 3 5

will be announced later

Other

Evaluation within 

Mid-term Exam(s)

Quiz

LO3 5 4

will be announced later

will be announced later

Project(s)

Homework(s) 

Laboratory

TOTAL:

 Recommended ECTS Credit (Total Hour /30) :

Presentation

Personal Study

Evaluation Tools

Measurement 

Instrument

Final Exam

Seminar

1 Final Exam

1 Project

Homework

***    Lifelong Learning Program  (LLP)     *** Language of the Course

Number Evaluation Tools

14 Practice

Date

mailto:msagsan@eul.edu.tr


T A L

NMCM- Compulsory 3 0 0 3 6

Prerequisite
Course 

Lecturer

E-mail

Phone

Web Site

Course 

Objectives

1

2

3

4

5

1

2

WEEK Reference No - Chapter

Week 1

Week 2 Chapter 1

Week 3 Chapter 1

Week 4 Chapter 1

Week 5 Chapter 2

Week 6 Chapter 3

Week 7 Chapter 4

Week 8 Midterm Exam

Week 9 Chapter 5

Week 10 Chapter 5

Week 11 Chapter 6

Week 12 Chapter 6

Week 13 Chapter 7

Week 14
Marketing Communication 

Plan

Week 15

Week 16 All Chapters

Evaluation Tool Quantity
Weight in

Total (%)

Weight in

Semester Evaluation (%)

100

Final Examination 1 45 45,0

Midterm Examination 1 35 35,0
Student Selected 

Team Study (Term 

Project & 

Presentation)

1 20 FALSE

English

Evaluation 

Tool

Student Workload 

Hours
Quantity Student Workload Hours

Theoretical 

Hours
42,0

Midterm 1,0 1 1,0

Quiz 1 40,0

Laboratory

Atelier

Field Study

Case Studies 30 95,0

47 179,0

5.9≈ 6

Textbook
The textbook for the course is Integrated Advertising, Promotion and Marketing Communications, 5/E by Kenneth E. Clow and Donald 

Kotler, P., Armstrong, G., (2021) Principles of Marketing , 18.th.Ed., Global Ed. Pearson Education Limited

pbayram@eul.edu.tr

Office / Room 

No

http://moodle.eul.edu.tr

Understand branding and how brands are perpetuated, enhanced and damaged in various media

This course will give students a chance to learn about, and participate in, the predominant forms of integrated marketing communications 

(IMC).  The work we will do will provide them with the knowledge and insight necessary to use the critical IMC tools in future business 

roles, or to work more effectively with those who specialize in this essential field.  Students will have an opportunity to debate and gain 

experience with IMC strategic and tactical planning, as well as the key issues and brands in the individual fields of advertising, public 

relations, viral marketing, product placement, online and social network marketing.

Plan an integrated marketing campaign to achieve measurable objectives

Learning 

Outcomes

Critically evaluate various media channels and determine their uses, benefits and drawbacks.

Analyze the various stakeholders in the marketplace and how to integrate their needs into a campaign

Distinguish between marketing rules, conventions, etiquette, ethics, and best practices. Coordinate multi-disciplinary teams to agree 

on marketing objectives and strategies

Traditional Media Channels

Evaluation

Tools

17.11.2025

24.11.2025

08-16 November 2025

1.12.2025

8.12.2025

15.12.2025

E-Active Marketing

22.12.2025 Marketing Communication Plan Revision

Alternative Marketing

29.12.2025 Revision

Recommended ECTS Credit (Total Hours / 30) :

Traditional Media Channels

TOTAL : 

Homework

14 Applied Hours

Final

Self Study

E-Active Marketing

Quantity Evaluation Tool

Project

Seminar

TOPICS

Introduction

Part 1: Defining Marketing and the Marketing Process

Marketing: Creating and Capturing Customer Value 
29.09.2025

22.09.2025

Date

Presentation

03 - 11 January 2026

Date

03-11 January Final Examination

1

Semester Evaluation

Language of Instruction:***     Lifelong Learning Programme (LLP)     ***

Part 1: Defining Marketing and the Marketing Process

Marketing: Creating and Capturing Customer Value 

13.10.2025

27.10.2025 Advertising Design: Theoretical Frameworks and Types of Appeals

Advertising Design: Message Strategies and Executional Frameworks

6.10.2025

Brand and Corporate Image Management - Buyer Behaviors

08-16/11/2025

20.10.2025 The IMC Planning Process - Advertising Management

Midterm Examination

3.11.2025

EUROPEAN UNIVERSITY OF LEFKE

FEAS - No:1

 Weekly Time Schedule

SYLLABUS

FACULTY OF COMMUNICATION SCIENCES

NEW MEDIA & COMMUNICATION

3603

Assoc. Prof. Dr. Pelin Bayram

2025-2026 Fall Semester

Course Code

Monday 

14:00 - 16:50

CL109Prerequisite to

Credits

Digital Marketing Communication

- -

Course 

Type

Office Hours 

Schedule

ECTSCourse Name

Weekly 

Course 

Hours

Monday: 13:00 - 14:50                                                          

Tuesday: 13:00 - 14:50                                                         

Wednesday: 10:00 - 11:50   

mailto:pbayram@eul.edu.tr
http://moodle.eul.edu.tr/


T U L

PRAD304 Compulsory 3 0 0 3 5 Monday: 14:00 - 16:50

Prerequest Date Prepared:

Lecturer

E-mail

Phone

Asst.to Lecturer

E-mail

Course Objectives

Learning Outcomes

1

2

3

4

5

WEEKS Reference No - Section

Week 1

Week 2 3

Week 3 4

Week 4 1,2

Week 5 2

Week 6 1

Week 7

Week 8 1

Week 9 1,3

Week 10 1

Week 11 1

Week 12 1,4

Week 13 1,2

Week 14

Week 15

PO1

PO2

PO7

PO1

5

5

5

5

Measurement Instrument Number
Weight on 

Final Grade

Weight in

Semester Evaluation 

(%) 

Final Exam 1 50

Evaluation within the semester

Mid-term Exam(s) 1 30

Quiz   

Project(s)   

Homework(s)

Laboratory

Other 20

English

Evaluation Tools Student Workload Hours Number
Student Workload 

Hours

Theory 42,0

Mid-term Exam 1,5 1 1,5

Mid-term Study 24,0 45,0

Laboratory

Workshop

Field Study

Other 32,0

156,0

5,2≅5 Recommended ECTS Credit (Total Hour /30) :

Homework

Seminar

Presentation

Personal Study

TOTAL:

***    Lifelong Learning Program  (LLP)     *** Language of the Course

Number Evaluation Tools

14 Practice

1 Final Exam

Final Study

EUROPEAN UNIVERSITY of LEFKE - "Faculty of Communication Sciences"

SYLLABUS
2025-2026 Spring Semester 

Course Code Course Name Course Type
Weekly Course Hour

Credit ECTS Weekly program

"New Media and Journalism"

Office/RoomNo. Communication Sciences Faculty/Room No.9

- Telephone -

Friedman,W,L&Friedman,H.(2008).The new media technologies:Overview and research Framework, Electronic Journal. 

Crisis Communication and Management

- Prerequest course -

Assist.Prof.Dr.Enis FASLI
Office Hour Tuesday 12.00-13.50

efasli@eul.edu.tr

- Office/RoomNo. z

This course explores the principles and practices of Integrated Marketing Communication (IMC), focusing on the strategic integration of various communication tools and channels to deliver a 

consistent message and achieve marketing objectives. Students will learn how to develop and implement comprehensive IMC plans that align with brand strategy and effectively engage target 

audiences across multiple platforms.

1. understanding the differences between mass communication and other communication processes                                                                                                                                                                                                                                                                                      

2. understanding the history of mass communication as part of and in relation with the history of humanity and civilizations                                                                                                                                                                                                                                                                               

3. being able to trace the relationships between development of mass media and social, cultural and economic factors                                                                                                                                                                                                                       

4. understanding the present conditions and contexts of mass communication as an outcome of its history

Textbook and/or 

References

Belch, G. E., & Belch, M. A. (2021)

Advertising and Promotion: An Integrated Marketing Communications Perspective (12th ed.)

McGraw-Hill Education. Clow, K. E., & Baack, D. E. (2015)

Integrated Advertising, Promotion, and Marketing Communications (7th ed.)

24.02.2026 Crisis Management Frameworks

3.03.2026 Crisis Preparedness and Planning

10.03.2026 Crisis Response Strategies

Social Media and Crisis Communication17.03.2026

Date TOPICS

10.02.2026  Introduction

17.02.2026 Introduction to Crisis Communication

Crisis Communication Case Studies

04-12.04.2026

Post-Crisis Evaluation and Recovery21.04.2025

Crisis Communication in the Digital Age

16-25.05.2026

24.03.2026 Ethical Considerations in Crisis Communication

Crisis Communication in Different Sectors31.03.2026

Mid-Term Exam(s)

14.04.2026

LO1 2 5

LO2

28.04.2026

Management in Crisis Communication5.05.2026

Revision12.05.2026

Final Exam(s)

COURSE and  PROGRAM OUTCOMES MATRIX 

Program Outcomes

Acquire and define concepts based on theoretical and practical knowledge related to the field of online journalism and communication.

Learn the communication with different cultures by using the basic concepts of communication science.

Learn to associate the current events with history, sociology, psychology, economics, political and cultural dimensions.

Learning    Outcomes
Program Outcomes

PO2 PO7

Date

4 5

LO3 4 5

LO4 3

Evaluation Tools

January 07- 20

November 14- November 26

5

 

mailto:efasli@eul.edu.tr


T U L

PRA101 Compulsory 3 0 3 3 6 Monday: 09.00 - 11.50

Prerequest Date Prepared:

Lecturer

E-mail

Phone

Asst.to Lecturer

E-mail

Course 
Objectives

Learning 
Outcomes

1

2

3

WEEKS Reference No - Section

1.Week

2. Week

3.Week

4.Week

5.Week
6.Week

7.Week

8.Week

9.Week

10.Week PR Consultancy
11.Week Publics of PR
12.Week The Four-Step Process 
13.Week PR Images
14.Week Publicity

15.Week Revision

16.Week

Measurement Instrument Number Weight on Final Grade
Weight in

Semester Evaluation 
(%) 

Final Exam 1 50
Evaluation within the 
semester
Mid-term Exam(s) 1 30

Quiz
Project(s)
Homework(s)
Laboratory
Other 20

English
Evaluation Student Workload Hours Number Student Workload 
Theory 28,0 14 28,0
Mid-term Exam 1 42,0
Quiz 1 20,0
Laboratory 10 26,0
Workshop
Field Study

Other 46,0

190,0
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***    Lifelong Learning Program (LLP)     *** Language of the Course
Number Evaluation Tools

Evaluation Tools

Date

3.01.2026

10.11.2025

14 Practice
Final Exam
Project

 Recommended ECTS Credit (Total Hour /30) :

Homework
Seminar
Presentation

TOTAL:

Personal Study

03-11.01.2026 Final Exam(s)

3.11.2025 PR versus Advertising
08-16.11.2025 Mid-term Exam(s)

10.11.2025

29.12.2025

8.12.2025
1.12.2025

24.11.2025
17.11.2025

13.10.2025 What is PR?

20.10.2025 Elements of PR
27.10.2025 Five things everyone should know about Public Relations. 

Date TOPICS

29.09.2025 Introduction to the course

6.10.2025 Marketing Mix

- Prerequest course -

Assist.Prof.Dr.Enis FASLI

-

efasli@eul.edu.tr

-

Office Hour
Tuessday 
12:00-13:30

Textbook 
and/or 

References

Frank Jefkins, PR and Advertising, Pitman Publishing, England, 1994

2753 Office/RoomNo.

A study of the profession of public relations, including the historical and theoretical underpinnings of the field and an examination of the 
range of career opportunities available to PR practitioners. This course will introduce students to what public relations is and how they can 
have a career in the field.
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publicity, public information, spin and propaganda
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dialogue, mutual understanding, social responsibility, evaluation and communication
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LEFKE EUROPEAN UNIVERSITY - "FACULTY OF COMMUNICATION SCIENCES"

"PUBLIC RELATIONS and ADVERTISING DEPARTMENT"

COURSE SYLLABUS     

2025-2026  Fall Semester

Course Code Course Name Course Type
Weekly Course 

Hour Credit

15.12.2025
22.12.2025

What are the objectives and responsibilities of the PR Manager?

PR Images

ECTS Weekly program

Telephone

9

INTRODUCTION TO PUBLIC RELATIONS AND 
ADVERTISING

 


