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 محتوى المقرر -4

عدد  المحتوى الأسبوع
 الساعات

1  3 

2  3 

3  3 

4 3 

5  3 

6  3 

7 1 

8 3 

9  3 

11  3 
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13  3 

14  3 
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PRA202 

At the end of this course the student will be able to: 

1-Understand the concepts of public relations, advertising, marketing and advertising campaigns. 

2-Distinguish between the concepts of public relations and advertising, advertising campaigns and 

Single ad, marketing and advertising. 

3-Know the nature and position of public relations and advertising within the promotional mix, and 

the marketing mix. and their respective functions. 

4-Identify the stages and steps of building advertising campaigns. 

5-Create successful public relations campaigns. 

6-The use of all internationally recognized abbreviations in the field of marketing and public 
relations in particular, and communication in general.

  



   
 

 

 

 

 

At the end of this course the student will be 

able to: 

 ,Mention the concepts of public relations -1أ/

advertising, advertising campaigns and 

marketing, in English. 

 Describe the characteristics of public -2أ/

relations and advertising. 

 Recognize the stages of preparing and -3أ/

planning advertising campaigns. 

 Recognize the stages of building a -4أ/
successful public relations campaign. 

 

 

After completing this course the student will 

be able to: 

 Distinguish between the functions of -1ب/

public relations and advertising and their 

position within the company's promotional 

mix. 

 presents other differences between  -2ب/

public relations and advertising other than 

those taught in the course. 

 Analyzing advertising campaigns and -3ب/

discussing their results. 

 Distinguish between media terms, right -4ب/

and wrong, in translation texts related to 

public relations and advertising, and in 

linguistic methods in Arabic and foreign 

languages. 



   
 

 

 

 

 

At the end of this course the student will be 

able to: 

 Write a plan for an advertising -1ج/

campaign. 

 Write a plan for a public relations -2ج/

campaign. 

 apply the stages of implementing -3ج/

advertising campaigns. 

 Function general guidelines to build -4ج/
effective public relations campaigns. 

 

 

At the end of this course the student will be 

able to: 

 Dealing efficiently with the computer and 1/د

its various programs and accessing the 

Blackboard educational platform 

 The Internet is used to collect 2/د

information about organizations 

 Think critically -3/د

 Discuss or present a lecture or a report -4/د

on The differences between Public relations 

and Advertising. 

 Discuss and compares everything new in -5/د

the field of marketing 

 .Work as a team member 6/د

 Time management 7/د

 Using social media and criticizing its 8/د

performance as a marketing and advertising 

method 

 .Translate into - from other language-9د/
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https://www.goodreads.com/author/show/4369141.Nataly_Kelly
http://www.egyptdailynews.com/
http://www.egyptdailynews.com/
https://www.egypttoday.com/Section/News/1
https://www.egypttoday.com/Section/News/1
https://www.bbc.com/
https://www.bbc.com/


   
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



   
 

 

 

 

 

 



   
 

 

 

 

 

 والأزمات يقرر الإستراتيجيات الإتصالية لإدارة القضايا

. المؤسسية 

 

 



   
 

 

 

 

 



   
 

 

 

 

 

 
 

 

 

 

 

 

-  

 (2020 ،الوكالة العربية للعلاقات العامة:  القاهرة)  ،  الاتصال التنظيمى ، السيد عبد الرحمن على عبد الرحمن -

 ، دار العالم العربى:  القاهرة)  ،  اتصالات المنظمات عبر وسائل التواصل الحديثة ، ميرهان محسن طنطاوى -

2020)  

دار الفجر :  القاهرة)  ،  التواصل الفعال مع الأزمات : الانتقال من الأزمة إلى الفرصة ، روبرت أولمر وأخرون  -

 ( 2025 ، للنشر والتوزيع

 2023 ، للنشر والتوزيعدار الفجر :  القاهرة)  ،  المتحدث الرسمي وإدارة الأزمات ، غادة اشرف السيد عوض الله -

) 

عالم :  القاهرة)  ،  الاتصال وإدارة التغيير والصراع والأزمات فى المنظمات ، السيد عبد الرحمن على عبد الرحمن -

 ( 2029 ، الكتب  للنشر والتوزيع

العربى  :  القاهرة)  ، عبر وسائل التواصل الاجتماعى إدارة استراتيجية تواصل المنظمات ، نرمين علاء الدين -

 ( 2020 ، للنشر والتوزيع

 ( 2029 ، دار الكتاب الحديث:  القاهرة)  ،  الإعلام  المعاصر وإدارة الأزمات  ، أشرف السعيد أحمد -

 ( 2025 ، الدار العربية للنشر والتوزيع:  القاهرة)  ،  إدارة العلاقات العامة والإعلان ، سيد محمد جاد الرب -

 ، المجموعة العربية للتدريب والنشر:  القاهرة)  ،  الذهنى وفن صناعة الأفكار العصف ، منال أحمد البارودى -

2028 ) 

المجموعة العربية للتدريب :  القاهرة)  ،  مهارات إعداد الهياكل التنظيمية الإدارية ، محمود عبد الفتاح رضوان -



   
 

 

 

 

 ( 2022 ، والنشر

 ( 2008 ، دار الراية للنشر والتوزيع:  القاهرة)  ،  وظيفة العلاقات العامة ) الأسس والمهارات( ، حمدى شعبان -

- 

- 

- 

 

- 

 

- 

 

- 

- 

 

- 

 

- 

- 

- Robert R. UlmerEffective crisis .(2010).  Matthew W. Seeger, Timothy L. Sellnow ,  

communication: moving from crisis to opportunity , (Beverly Hills, CA: Sage 

Publications). 

-  Cong Li Measuring the impact of social media om business  .(2015).   ,  Don Stacks  ,  

Peter Lang Inc., International Academic Publishers) , ( profit and sucsses 

-  Antr Arora Random Publications) ,(  Communication media and internet .(2015).     

  

 

https://us.sagepub.com/hi/nam/author/robert-r-ulmer
https://us.sagepub.com/hi/nam/author/robert-r-ulmer
https://us.sagepub.com/hi/nam/author/matthew-w-seeger
https://us.sagepub.com/hi/nam/author/timothy-l-sellnow
https://us.sagepub.com/hi/nam/author/robert-r-ulmer
https://us.sagepub.com/hi/nam/author/robert-r-ulmer
https://us.sagepub.com/hi/nam/author/robert-r-ulmer
https://us.sagepub.com/hi/nam/author/robert-r-ulmer
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الاعلانيالتنظيم في العمل  الاعلان:وظائف إدارة 

التوجيه والقيادة والرقابة الاعلان:وظائف إدارة 
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أسبوع 

 الدراسة

ساعات  الموضوعات

 التدريس

 3 تعريف التسويق الاجتماعي ومراحل تطوره. 2

 3 مبادئ وأسس التسويق الاجتماعي. 2

 3 عناصر المزيج التسويقي الاجتماعي.  3

 3 والتسويق التجاري. الاجتماعيالفرق بين التسويق  4

والرد  الاجتماعيالانتقادات الأساسية التي توجه للتسويق  5

 عليها.

3 

 3 .الاجتماعيشروط نجاح حملات التسويق  6

 2 المنتصف امتحان 7

 3 .الاجتماعيالتخطيط الاستراتيجي لحملات التسويق  8

المستخدمة في الحملات  الاجتماعيالتسويق  تكنيكيات 9

 الإعلامية.

3 

 3 .الاجتماعيالمداخل النظرية المستخدمة في التسويق  20

ودورها في  الاجتماعيةوالمسئولية  الاجتماعيالتسويق  22

 تطبيقات عملية. - تعزيز المشاركة المجتمعية

3 

النماذج العلمية المستخدمة في تفسير تأثير حملات التسويق  22

 الاجتماعي.

3 

الاجتماعي في حملات آليات استخدام مواقع التواصل  23

 التسويق الاجتماعي.

3 

أهم تطبيقات تكنولوجيا الذكاء الاصطناعي المستخدمة في  24

 حملات التسويق الاجتماعي.

3 

 2 الامتحان النهائي 25
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دار النهضة العربية للطبع والنشر والتوزيع(  

 

ار اليازوري العلمية للنشر والتوزيع

Singh, S., (2010), Social Media Marketing for Dummies, 1
st
 ed.       ( New 

York :Wiely & Sons).

Mullin, R., (2018), ‘Promotional Marketing’, 2
nd

.ed., (UK: Routledge). 

- Nahed,A., (2013), “Cases on web 2.0 in Developing Countries: Studies on 

Implementation, Application and Use”, 1
st 

ed, (Hershey: IGI Global).



   
 

 

 

 

 
Journal of Interactive Marketing

Journal of Marketing Research 
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 مقدمة ومفاهيم أساسية 1

 مقدمة ومفاهيم أساسية 2

 عرض البياناتتنظيم و  3

 تنظيم و عرض البيانات 4

 تنظيم و عرض البيانات 5

 المتوسطات ومقاييس الموضع 6

7 
 امتحان منتصف الفصل

8 
 المتوسطات ومقاييس الموضع

 المتوسطات ومقاييس الموضع 9

 مقاييس التشتت 10

 مقاييس التشتت 11

 3 الارتباط والانحدار 12

CD
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 امتحان المنتصف 7

8 
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 ساعات     3 11

 

12  

 ساعات      3

13 

14 

 

 ساعات     3
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Lune,Howard,2017,Qualitative research methods for the social 
sciences     

 

 

                

 

 

 

 

 

 

 



   
 

 

 

 

 

 

 PRA 307

By the end of this course, students should be able  to : 

Marketing Management, the all core aspects of  and Recall Understand

Overview Of The Marketing Process in the 21
st
 century, and The Promotion 

Core  Marketing differentiate Describe and Tasks.Marketing  Define  .Process

 CompareSegmentation.  Target Markets andConcepts and Tools such as 

between many core marketing terms and names such as Needs, Wants, 

Demands, a market offering, Manufacturers, intermediaries, Marketplace, 

Marketspace, and Metamarket, Marketers, Prospects, clients and Consumers. 

The  The Production Concept  Distinguish , classify , plan and analyze 

Product Concept , The Selling Concept , The Marketing Concept, 
 Argue and EvaluateThe Customer Concept and The Societal Marketing Concept. 

Adapting Marketing Management and process to the New Economy, to new media 

Customer  Buildtechnologies and to modern rising communication platforms. 

Discuss and strong customer bonds. Form delivery sequence. -Satisfaction and Value 

Market  Analyzingplanning process for marketing which includes  Steps in the illustrate

Opportunities, Developing Marketing Strategies , Planning Marketing Programs ,  

Managing the Marketing Effort and Designing  Contents of the marketing plan such as 

Current marketing situation, Opportunity and issue analysis including SWOT 

analysis, Objectives, Marketing strategy, Action programs, Financial projections 

Overview of Some Promotional an  ExploreImplementation controls. and 

Activities such as Advertising, Public Relation and Personal selling. 

up  Advertisements online and Setting Finally, Plan, Design, Manage and apply

a dot-com presence. 

 

 



   
 

 

 

 

 

 

By the end of this course, students should be able 

 to : 

Marketing all core aspects of  and Recall Understand

Management

the Overview Of The Marketing  and Recall Understand

Process in the 21
st
 century, and The Promotion Process.

TasksMarketing  Define

Core Concepts and Tools such as  Marketing Describe

Target Markets and Segmentation.

 as many core marketing terms and names such Define

Needs, Wants, Demands, a market offering, Manufacturers, 

intermediaries, Marketplace, Marketspace, and Metamarket, 

Marketers, Prospects, clients and Consumers. 

/أ6

The  The Production Concept   Define and describe

Product Concept , The Selling Concept , The Marketing 

Concept,  
The Customer Concept and The Societal Marketing Concept

for Steps in the planning process  understand

marketing 

Market Opportunities, Marketing Strategies , 

Marketing Programs ,  the Marketing Effort and  
Current marketing situation, Opportunity and issue analysis 

SWOT analysis, Objectives, Marketing strategy, 

Action programs, Financial projections and Implementation 
controls

Overview of Some Promotional an  Understand



   
 

 

 

 

Activities such as Advertising, Public Relation and Personal 
selling 

Understand and describe /11أ 

Advertisements online and Setting up a dot-com presence.  

 

By the end of this course, students should be able 

 to : 

Core Concepts and Tools such  Marketing ifferentiateD

as Target Markets and Segmentation

between many core marketing terms and  Compare

names such as Needs, Wants, Demands, a market offering, 

Manufacturers, intermediaries, Marketplace, Marketspace, 

and Metamarket, Marketers, Prospects, clients and 

Consumers. 

3ب/
The Production   Distinguish , classify , plan and analyze 

Concept  The Product Concept , The Selling Concept , The 

Marketing Concept, The Customer Concept and The Societal 
Marketing Concept

Management Adapting Marketing  Evaluateand  Argue

and process to the New Economy, to new media 
technologies and to modern rising communication 

platforms.

for Steps in the planning process Discuss 

marketing 

 Analyze Market Opportunities and Develop 

Marketing Strategies and  Marketing Programs  

 Overview of Some Promotional Activitiesan  Explore

such as Advertising, Public Relation and Personal selling 

up  Advertisements online and Setting Design, Manage 

a dot-com presence.  

 

By the end of this course, students should be able 

 to : 

delivery - Customer Satisfaction and Value Build

sequence.

.strong customer bonds Form

for Steps in the planning process  illustrate

marketing which includes Analyzing Market 

Opportunities, Developing Marketing Strategies , 

Planning Marketing Programs ,  

 Manage the Marketing Effort and Designe  



   
 

 

 

 

Contents of the marketing plan such as  Current 

marketing situation, Opportunity and issue analysis 

including SWOT analysis, Objectives, Marketing 

strategy, Action programs, Financial projections and 

Implementation controls 

up  Advertisements online and Settingand apply  Design

a dot-com presence

 

By the end of this course, students should be able  to 

: 

  eDartseomeD   totatp at   eoupcto a  o troper 1د/

o r  o&orp eauotpM m paaeM 

 

 

 الأول
Major concepts of The 

Production 

0

 الثانى
Major concepts of  The 

Selling 

0 

 الثالث

The Role Of Digital 

Revolution in  “The New 

Economy” 

0 

 The Marketing Tasks 0 الرابع

 الخامس
Adapting Marketing to 

the New Economy 

0 

 السادس
Assignment data shows 

and discussions  

 0 

 Midterm السابع



   
 

 

 

 

 الثامن

How marketing practices 

are changing : e-

business

0 

 Setting up web sites0 التاسع

 العاشر
Designing an attractive 

web site

0 

 الحادى عشر
Placing ads and 

promotion online

0 

 الثانى عشر
Assignment data shows 

and discussions 

0 

Defining Customer 
Satisfaction and Value

10 

 Building Customer Value 
and Satisfaction

 0 

 

 

 

 



   
 

 

 

 

  the Overview Of The Marketing Process in 

the 21
st
 century, and The Promotion Process”,Cairo,2018  

 

4201, Pearson Prentice Hall,  Marketing ManagementPhilip Kotler,    

Marketing Management | marketing cases in the Indian context ,  Philip Kotler,

 .2015 ia; Fifteenth edition ,Pearson Education Ind 
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www.egyptdailynews.com 
www.bbc.com 

https://english.ahram.org.eg
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 القوالب الفنية للكتابة للعلاقات العامة : – 4/5

 رؤية المنظمة ورسالتها . -

 التقارير . -
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Journal of Public Relations 
Public Relations Quarterly 

Journal of Advertising
Advertising Research 
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وظائف  واهـــــــداف ومعوقات يحدد مفاهيم و

الإتصالات الداخلية فى علاقتها بهيكل المنظمة

خصائص وإستخدامات الإدارة الإليكترونية 

للمعلومات والإتصالات

مزايا وعيوب الشبكات الإتصالية على 

بالقيادةالرسمية وغير الرسمية فى علاقتها 

ضع قائمة بالوسائل والأساليب الإتصالية المساندة ي7أ/

 لعمليات التغيير 

خلية فى عملية تنمية االإتصالات الد تكنيكاتحدد ي8أ/

المنظمات

 



   
 

 

 

 

فى مراحلها  فى إدارة التغيير المستخدمة 

فةالمختل

 



   
 

 

 

 

لتطبيقية الممارسات ا

 للاتصالات الحوارية لادارة النزاعات المؤسسية
 
كتابة تقرير عن السياسات والتكنيكات الإتصالية  8ج/

 المساندة للتغيير
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Cornelissen, J. (2020). Corporate communication: A 
guide to theory and practice. Sage.  

Wilson, B. J. (2020). Cornelissen, Joep: Corporate 
Communication: A Guide to Theory & Practice. 

 



   
 

 

 

 

 د.هند محمد علي + يد: أ. د.كريمان فر

 

Camilleri, M. A. (Ed.). (2021). Strategic Corporate 
Communication in the Digital Age. Emerald Publishing 

Limited.  
 

Field, Jenni.(2021).Influential Internal Communication: 

Streamline Your Corporate Communication to Drive 

Efficiency and Engagement. Kogan Page 

 

 

 

**http:/www.emerraldinsight.cm/now
***Public relations Quarterly

 Journal of Public Relations Research, Association for Education in Journalism and Mass 
Communication, United States 

 Case Studies in Strategic Communication, University of Southern California, United States 

 International Journal of Strategic Communication, International  Journal 

 Corporate Communications: An International Journal 

https://www.google.com.eg/search?hl=ar&tbo=p&tbm=bks&q=inauthor:%22Jenni+Field%22&source=gbs_metadata_r&cad=4
https://www.google.com.eg/search?hl=ar&tbo=p&tbm=bks&q=inauthor:%22Jenni+Field%22&source=gbs_metadata_r&cad=4
https://en.wikipedia.org/wiki/Journal_of_Public_Relations_Research
https://en.wikipedia.org/wiki/Journal_of_Public_Relations_Research
https://en.wikipedia.org/wiki/Association_for_Education_in_Journalism_and_Mass_Communication
https://en.wikipedia.org/wiki/Association_for_Education_in_Journalism_and_Mass_Communication
https://en.wikipedia.org/w/index.php?title=Case_Studies_in_Strategic_Communication&action=edit&redlink=1
https://en.wikipedia.org/w/index.php?title=Case_Studies_in_Strategic_Communication&action=edit&redlink=1
https://en.wikipedia.org/wiki/University_of_Southern_California
https://en.wikipedia.org/w/index.php?title=International_Journal_of_Strategic_Communication&action=edit&redlink=1
https://en.wikipedia.org/w/index.php?title=International_Journal_of_Strategic_Communication&action=edit&redlink=1
https://en.wikipedia.org/w/index.php?title=Corporate_Communications:_An_International_Journal&action=edit&redlink=1
https://en.wikipedia.org/w/index.php?title=Corporate_Communications:_An_International_Journal&action=edit&redlink=1


   
 

 

 

 

  
 

 



   
 

 

 

 

 



   
 

 

 

 

 

 

 



   
 

 

 

 

 

 

 

 

 

 عدد الساعات المحتوى الاسبوع

 3 مفهوم الإعلان الدولي ونشأته 1

2 
+ نماذج تطبيقية لوكالات  العوامل المؤثرة على نمو حجم الإعلان الدولي

 الاعلان الدولية.
3 

3 
"البيئة الاقتصادية ، متغيرات البيئة الدولية للتسويق والإعلان الدولي

 الديموجرافية، التكنولوجية،القانونية /التشريعية"
3 

4 
متغيرات البيئة الدولية للتسويق والإعلان الدولي للإعلان الدولى"البيئة 

 التنافسية ،البنية الأساسية للتسويق،البيئة الثقافية "
3 

 3 ." ثقافة المستهلك" نظرية العولمةفي ضوء الإعلان الدولي  5

 3 الهامة فى الإعلان الدولى.مجالات القرارات  6

 1 امتحان الميدتـــرم 7

 3 الإستراتيجية الإبداعية فى الإعلان الدولي. 8



   
 

 

 

 

 

 3 تطبيقات الإستراتيجية الإبداعية فى الإعلان الدولي. 9

 3 ومميزاتها وعيوبها الدوليفي الإعلان وتطبيقاتها التنميط  ةاستراتيجي 11

 3 ومميزاتها وعيوبها الدوليفي الإعلان  وتطبيقاتها استراتيجية التكيف 11

 3 تطبيقات استراتيجيات التنميط والتكيف والتوافقية فى الاعلان الدولى 12

13 
علانات الدولية في ضوء استراتيجيات التنميط الانماذج لتحليل مضمون 

 والتكيف والتوافقية.
3 

 3 الإعلان الدولى عبر الانترنت ونجاح التسويق مقومات  14

 2 امتحان نهاية الفصل الدراسى الأول 15
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 Shintaro Okazaki,2012, Handbook of Research on International 

Advertising (Research Handbooks in Business and Management 

https://www.amazon.com/s/ref=dp_byline_sr_book_1?ie=UTF8&field-author=Shintaro+Okazaki&text=Shintaro+Okazaki&sort=relevancerank&search-alias=books
https://www.amazon.com/s/ref=dp_byline_sr_book_1?ie=UTF8&field-author=Shintaro+Okazaki&text=Shintaro+Okazaki&sort=relevancerank&search-alias=books


   
 

 

 

 

series).Edward Elgar Publishing  
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