
Subject Code ENGL5042 

Subject Title Digital Media and AI Strategies for Professional Communication 

Credit Value 3 

Level 5 

Pre-requisite/ 
Co-requisite/ 
Exclusion 

N/A 

Objectives The objectives of this subject are to: 
1. Gain knowledge of issues, concepts, and emerging trends in 
digital media and artificial intelligence (AI), focusing on their 
implications and applications for English-mediated professional 
communication. 
2. Develop an understanding of the role and the analysis related to 
digital media and AI strategy in shaping personal and organisational 
branding, as well as managing reputation, with particular attention to 
English-language digital content, audience positioning, tone, 
persuasion and professional credibility. 
3. Formulate strategic digital media recommendations to engage and 
reach target audiences effectively, including recommendations for 
the design, evaluation and refinement of English-language messages, 
campaigns and AI-assisted professional content. 

Intended Learning 
Outcomes 

Upon completion of the subject, students will be able to: 
 
Professional/academic knowledge and skills 

a) Demonstrate a solid understanding of key issues, concepts, 
and trends in digital media and AI, as well as their application 
to professional communication contexts; 

b) Analyse and evaluate the role and impact of AI and digital 
media strategies on personal and organisational branding and 
reputation management; 

c) Develop actionable digital media strategies, including 
identifying opportunities and planning campaigns to 
strategically engage target audiences; 

 
Attributes for all-roundedness 

d) Exhibit adaptability and awareness of the evolving AI and 
digital media landscape to respond to emerging trends and 
challenges in a professional context; 

e) Communicate effectively and persuasively in individual and 
team-based projects, presentations, and written reports; and 

f) Think and reason in a critical and creative mind, especially in 
creating and implementing digital media strategies. 

Subject Synopsis/ 
Indicative Syllabus 

1. Introduction to the digital media and AI landscape, with attention 
to English-language professional communication in digital 
environments 
2. Foundations of professional communication: social, marketing, 



and public relations, including English-language messaging, brand 
voice, persuasive discourse and audience-oriented professional 
writing 
3. Developing and evaluating digital media strategies: 
• objectives and tactics identification 
• understanding target audience 
• content strategy, including English-language content planning, 
tone, clarity, readability, persuasion and platform-appropriate style 
• platform strategy, including how English professional messages are 
adapted across digital and social media platforms 
• data analytics and performance evaluation, including evaluation of 
audience engagement with English-language digital content 
4. Emerging trends and technologies in digital media and AI, 
including AI-assisted English writing, automated content generation, 
prompt-based communication, brand storytelling and ethical issues 
in AI-mediated English professional communication. 

Teaching/Learning 
Methodology 

This subject integrates theory and practice to equip students with a 
comprehensive understanding of digital media and AI strategy for 
professional communication, with specific attention to English-
language communication in digital, social media and AI-mediated 
professional contexts. It incorporates lectures, in-class discussions, 
and case studies to provide both foundational knowledge and real-
world context. Active participation is integral, with students 
engaging in group activities and discussions. This subject also 
features project-based learning, as students are required to conduct 
individual analyses and develop group digital media strategies to 
prepare students to address real-world challenges effectively, 
including challenges related to creating, evaluating and adapting 
English-language professional content for specific audiences, 
platforms and organisational goals. 

Assessment Methods in 
Alignment with Intended 
Learning Outcomes 

The assessment for this course consists of three key components: 
participation, an individual analysis and a group project. The 
participation component will evaluate students’ engagement, 
initiative, and active involvement in discussions, case studies, and 
other subject activities. For the individual analysis, students are 
required to identify an individual or an organisation and critically 
evaluate the effectiveness of their existing digital media strategy, 
including the effectiveness of English-language content, tone, 
audience engagement, brand voice and persuasive messaging where 
relevant. This involves writing a detailed report and presenting their 
findings. The group project requires students to collaborate in 
developing effective digital media strategies for an individual or an 
organisation, including strategies for English-language digital 
content, AI-assisted communication, platform-specific messaging 
and audience adaptation. Apart from developing a written proposal, 
students will have presentations of their proposed digital media 
campaign. 
These assessments ensure students can critically analyse existing 
strategies, develop effective digital media strategies, work 
collaboratively to create innovative solutions, and effectively 
communicate their ideas through professional presentations and 
reports, with attention to the role of English as a medium for digital 



professional communication, branding, reputation management and 
AI-supported message design. 
 
 

Student Study Effort 
Expected 

Class contact:  

 Lectures/ Seminars 39 Hrs. 

Other student study efforts:  

 Preparation for lectures and seminars 27 Hrs. 

 Preparation for assessments 54 Hrs. 

Total student study effort 120 Hrs. 

Reading List and 
References 

Recommended readings 

 
Breakenridge, D. (2012). Social media and public relations: Eight 

new practices for the PR professional (1st ed.). Pearson 
Education. 

Freberg, K. (2021). Social media for strategic communication: 
creative strategies and research-based applications (2nd ed.). 
Sage Publications. 

Hemann, C., & Burbary, K. (2018). Digital marketing analytics 
: making sense of consumer data in a digital world (2nd 
ed.). Pearson Education, Inc. 

Juska, J. M. (2022). Integrated marketing communication : 
advertising and promotion in a digital world (2nd ed.). 
Routledge. 

Krasniak, M., Zimmerman, J., & Ng, Z. (2021). Social media 
marketing all-in-one for dummies (5th ed). Wiley. 

Luttrell, R. (2021). Social media: How to engage, share, and 
connect 

(4th ed.). Rowman & Littlefield Publishers. 

Specific assessment 
methods/tasks 

% 
weighting 

Intended subject learning 
outcomes to be assessed (Please 
tick as appropriate) 

a b c d e f 

1. Participation 10%       

2. Individual 
Analysis 

40%       

3. Group Project 50%       

Total 100 %  

 



Luttrell, R., & Wallace, A.A. (Eds.). (2025). Public relations 
and the rise of AI (1st ed.). Routledge. 

Safko, L. (2012). The social media bible: Tactics, tools, & 
strategies for business success (3rd ed.). John Wiley & 
Sons. 

Scott, D. M. (2017). The new rules of marketing & PR: How to 
use social media, online video, mobile applications, blogs, 
news releases, and viral marketing to reach buyers 
directly (6th ed.). Wiley-Blackwell. 

Singh, S. (2025). Marketing with AI for dummies (1st edition.). 
John Wiley & Sons, Inc. 

Quesenberry, K. A. (2024). Social media strategy: Marketing, 
advertising, and public relations in the consumer revolution 
(4th ed.). Rowman & Littlefield Publishers. 

Quesenberry, K. A., & Coolsen, M. K. (2023). Brand storytelling: 
Integrated marketing communication for the digital media 
landscape. Rowman & Littlefield. 

Young, A. (2014). Brand media strategy: Integrated 
communications planning in the digital era (2nd ed.). 
Palgrave Macmillan. 

The readings will be supplemented by journal articles and news 
reports that will be shared throughout the semesters. 
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