
SI 335: Social Media in Organizations 
University of Michigan, School of Information 

Tuesday & Thursday 2:30-4 PM, Remote 
Fall 2020 

Tues (asynchronous; lectures on Canvas) | Thurs (synchronous via Zoom) 

PROFESSOR 
Casey Pierce, PhD 
Email: cbspierc@umich.edu 
Virtual Office Hours: Please book appointment slot online: calendly.com/cspierce/officehours 

OVERVIEW 
As social media continues to grow and evolve, organizations are tasked with determining the risks and 
rewards of using social media platforms for their organizational goals and objectives. In order to succeed 
in the fast-paced digital age, organizations must learn how to effectively and efficiently use social media 
to engage with their customers, connect with important stakeholders and protect their reputation. 
Moreover, employers also recognize enterprise social media platforms used within their organization can 
help employees share knowledge, coordinate work, and innovate creative ideas. Although social media 
can be used in productive, meaningful ways, organizations may still experience challenges using social 
media. There are also social and ethical implications using social media by and within organizations that 
need to be considered and addressed as well. 

This course will cover three major areas related to social media in organizations: 1) analyzing how 
individuals interact with organizations’ use of social media; 2) understanding the challenges and benefits 
organizations face when using social media for communication with external audiences and internal 
organizational members, 3) examining how social media influences traditional conceptualizations of 
organizations and organizing. 

Readings, assignments and class discussions will address the technical, social, and psychological factors 
related to how organizations adopt and use social media technologies. Emphasis will be placed on relating 
social media practices to theoretical constructs in areas such as collaboration, persuasion, knowledge 
management, and innovation. Course readings will be interdisciplinary in nature, drawing from 
organization studies, communication, psychology, human-computer interaction (HCI), and computer-
supported cooperative work (CSCW). You will be encouraged to draw on your personal experiences with 
social media and explore opportunities and threats organizations may face when using social media. 

OBJECTIVES 
At the conclusion of this course, you should be able to:  

• Apply relevant theories to better understand the use of social media in organizations.  
• Understand the breadth and scope of challenges and opportunities related to the use of social 

media by organizations and identify elements that may influence successful social media 
initiatives. 

• Discern ways that social media technologies facilitate forms of organizing and organizations that 
are different from those supported by other media. 

• Recognize different ways that social media may be used to achieve specific organizational goals.  
• Understand consequences of mismanaging social media and develop social media policies to 

avoid common missteps using social media in organizations.  
• Evaluate the impact of organizational social media strategies and policies across different 

organizational contexts. 
• Create audience-centered and engaging social media content. 
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COURSE MATERIALS 
There is no assigned textbook for the course. Readings, case studies and other learning materials will be 
available on Canvas. 

The readings assigned each week illustrate important concepts related to social media in organizations, as 
well as organizational processes and management. The readings are assigned to provide fodder for 
discussion and lenses through which to interpret the material presented in the case studies. You should ask 
yourself the following questions about each reading: 

• What is the central problem the author(s) presents or is trying to solve? 
• What primary mechanisms are proposed? 
• What is the evidence to support the argument(s)? How convincing is that evidence? 
• What are the basic assumptions behind the analysis? 
• How do the concepts described in the reading and the insights generated by the analysis explain 

phenomena you have seen in organizations or through your own use of social media? 

POLICIES AND EXPECTATIONS 
Email Correspondance 
Communication about the course should be emailed to me using the email subject line starting with 
“[SI 335]” followed by the rest of your subject line information. Generally, you can expect me to take up 
to 2 business days to respond to your emails with some periods of high email volume during the semester 
that will take me longer to respond. I will try to be as quick as I can, but I appreciate your patience and 
consideration as we adjust to new ways of working remotely during this time.  

Questions that require discussions lengthier than a short (5 minutes or less) response may be better 
addressed in person at office hours. Please note that I do not respond to emails on weekends or over 
holidays. Please plan accordingly if you need a response by a certain time.   

Formatting Written Work 
Written work will be submitted to Canvas as a pdf. For all your written work, please take time to organize 
your thoughts, spell check, and proofread your work. Please use 1-inch margins (top, bottom, left, and 
right), Times New Roman font size 12. Paragraphs should be double spaced. Your name and the title of 
the assignment should appear on every page in the upper right hand margin and page numbers should 
appear in the lower right hand corner. 

Attendance 
🗓  Tuesday class sessions will be held asynchronously, meaning that you can view the lecture videos 
posted on Canvas at your own pace. However, please make sure you view the material before our 
Thursday class as we will refer to this material in our discussion. I am available via Zoom during our 
scheduled class time if you have any questions on the material. You are welcome to drop-in during 
Tuesday office hours without an appointment.  

🗓  Thursday class sessions will be held synchronously via Zoom.  

If an unforeseen emergency prevents you from submitting a course assignment, please email me so we 
can find reasonable alternatives for your specific situation. If longer term extenuating circumstances 
prevent you from meeting course requirements, please contact the UMSI Office of Student Affairs (OSA) 
so they can assist you. OSA will then let me know you will need special accommodations to complete the 
course.  
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Late policy 
Assignments will automatically be marked as late if they are uploaded on Canvas after the deadline. 
However, you have a 3 hour grace period to upload your assignment by the due date listed in the course 
schedule. After the grace period, assignments will receive a 10% penalty for each late day, up to 7 days 
max. If there are unforeseen emergencies or extenuating circumstances preventing you from completing 
an assignment on time, please discuss these with me before the assignment is due.  

COVID-19 Safety Precautions 
For the safety of all students, faculty, and staff on campus, it is important for each of us to be mindful of 
safety measures that have been put in place for our protection. By returning to campus, you have 
acknowledged your responsibility for protecting the collective health of our community.  Your 
participation in this course on an in-person basis is conditional upon your adherence to all safety measures 
mandated by the State of Michigan and the University, including maintaining physical distancing of six 
feet from others, and properly wearing a face covering in class.  Other applicable safety measures may be 
described in the Wolverine Culture of Care and the University’s Face Covering Policy for COVID-19.  
Your ability to participate in this course in-person as well as your grade may be impacted by failure to 
comply with campus safety measures.  Individuals seeking to request an accommodation related to the 
face covering requirement under the Americans with Disabilities Act should contact the Office for 
Institutional Equity.  If you are unable or unwilling to adhere to these safety measures while in a face-to-
face class setting, you will be required to participate on a remote basis (if available) or to disenroll from 
the class.  I also encourage you to review the Statement of Students Rights and Responsibilities, which 
includes a COVID-related Statement Addendum. 

What you can expect from me 
• I will be available to you via e-mail and will promptly return your e-mail messages. During the 

week, you can expect a response within 48 hours; however I do not guarantee email replies over the 
weekend or holidays. Hence, please plan ahead if you need to email a question pertaining to class so 
that I can respond in enough time. 

• I will be available to you for virtual office hours during the available appointment slots listed in the 
Calendly link on page 1. I do ask for students to book office hours the day before. If you are unable 
to meet at the listed times, please email me to find another time. 

• I will maintain the Canvas web site with current materials and announcements, and will resolve any 
content-related problems promptly as they are reported to me. As the semester continues, I may alter 
or add readings/assignments. This information will be communicated promptly on Canvas and 
announced during class. 

• I will hold our written or verbal communications in confidence unless requested by you. I will not 
share or post your group assignments without notifying everyone in advance of my plans to post 
them.  

• I will treat all class members fairly, and will do my best to accommodate individual learning styles 
and special needs.  

Academic Integrity and Misconduct 
Unless otherwise specified in an assignment all submitted work must be your own, original work. Any 
excerpts, statements, or phrases from the work of others must be clearly identified as a quotation, and a 
proper citation provided. Any violation of the School’s policy on Academic and Professional Integrity 
(stated in the Master’s and Doctoral Student Handbooks) will result in serious penalties, which might 
range from failing an assignment, to failing a course, to being expelled from the program. Violations of 
academic and professional integrity will be reported to UMSI Student Affairs. Consequences impacting 
assignment or course grades are determined by the faculty instructor; additional sanctions may be 
imposed by the assistant dean for academic and student affairs. 

3



Accommodations  
If you think you need an accommodation for a disability, please let me know at your earliest convenience. 
Some aspects of this course, the assignments, the in-class activities, and the way the course is usually 
taught may be modified to facilitate your participation and progress. As soon as you make me aware of 
your needs, we can work with the Services for Students with Disabilities (SSD) office to help us 
determine appropriate academic accommodations. SSD (734-763-3000; http://ssd.umich.edu) typically 
recommends accommodations through a Verified Individualized Services and Accommodations (VISA) 
form. Any information you provide is private and confidential and will be treated as such.  

Student Mental Health and Wellbeing  
The University of Michigan is committed to advancing the mental health and wellbeing of its students, 
while acknowledging that a variety of issues, such as strained relationships, increased anxiety, alcohol/
drug problems, and depression, directly impacts students’ academic performance.  

If you or someone you know is feeling overwhelmed, depressed, and/or in need of support, services are 
available. For help, contact Counseling and Psychological Services (CAPS) at (734) 764-8312 and https://
caps.umich.edu/ during and after hours, on weekends and holidays or through its counselors physically 
located in schools on both North and Central Campus. You may also consult University Health Service 
(UHS) at (732) 764-8320 and https://www.uhs.umich.edu/mentalhealthsvcs, or for alcohol or drug 
concerns, see www.uhs.umich.edu/aodresources.  

For a more comprehensive listing of the broad range of mental health services available on campus, 
please visit: http://umich.edu/~mhealth/  

10 THINGS THIS PROFESSOR LOVES… 
1. Students who come to class with an open, creative mind. Sure, you may know a lot about social media 
already, but I appreciate students who are willing to challenge their thinking and consider new ideas.  

2. Students who call me Professor Pierce. I will also call you by your preferred name and pronouns. Do 
not hesitate to correct me if I mispronounce your preferred name or pronouns. 

3. Students who show interest and engage with guest speakers and visitors in class. Our guests volunteer 
time from their busy work schedules to be with us in class, so I immensely appreciate students who 
prepare questions in advance and email a thank you to the guest speaker after class. I also love hearing 
students’ stories when they were able to land a job or internship after following up with one of our guest 
speakers. 

4. Students who give eye contact to me and not their screens during lecture. I do not ban laptop use in 
class because as adults, I believe you should have the choice in how you use technology in your learning. 
Yes, I can tell when you are distracted with your personal social media, doing work for another class or 
checking smartphone notifications. Unfortunately, excessive multitasking during class will reflect 
negatively on your grade, so I encourage you to give your undivided attention to the lecture, discussion 
and class activities. Please show me and your fellow classmates respect as you use your technology 
devices.  

5. Students who ask questions. Substantive, meaningful, thought provoking questions are particularly 
great since they stir up great discussion in the classroom. I also welcome questions via email or office 
hours.  

6. Students who tell me why they enjoyed this course. Your feedback is invaluable, and I consider your 
feedback, both positive comments and constructive criticism, in improving the course each year. 
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7. Students who give me enough time and significant things to say in a letter of recommendation. I am 
more than happy to write letters of recommendation for graduate school or job applications. I write letters 
for students who show a genuine interest in the course material and a strong work ethic. I am also happy 
to introduce hard-working students to connections in my LinkedIn network.   

8. Students who write papers with unique, substantive, and interesting ideas. We’ve all read the assigned 
readings, so a mere summary of the authors’ words is not that interesting. Papers that have been proofread 
and formatted appropriately make it easier for me to read your great ideas. 

9. Students who come to office hours. I am happy to discuss matters pertaining to the class, assignments, 
your ideas and your career goals.  

10. I enjoy mentoring, teaching and learning from you. Your enthusiasm, energy and new ideas make this 
class exciting for me to teach and hopefully, meaningful for you as well. 

READING SCHEDULE 
Schedule subject to change. A modified syllabus will be uploaded on Canvas accordingly. 
Changes may include additions or revisions to readings or assignments. Please be sure to check 
into Canvas regularly for announcements. 

Topic Date Readings & Lecture Videos

Week 1 
Class Introduc8on

Sept 1 Review syllabus

Sept 3 Jiwani et al (2016) WestJet

Week 2 
Listening & 
Par8cipa8ng in Social 
Media 

Sept 8 View lecture videos 

Kietzmann et al (2011) Social Media? Get Serious! Understanding 
the Func8onal Building Blocks of Social Media 

Lee (2018) Social media analy8cs for enterprises: Typology, 
methods, and processes 

Li & Bernoff (2011) The Social Technographics Profile: Applying 
Social Media Demographics to Your Business Strategy 

Sept 10 Deighton & Kornfeld (2012) The Ford Fiesta
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Week 3 
Communica8on 
Networks and Social 
Influence 

Sept 15 Aral (2013) What would Ashton Do — and does it ma`er? 

Bernoff & Schadler (2010) Peer influence analysis: Using social 
technologies to iden8fy your business’ most influen8al 
customers 

Lin et al (2018) Using online opinion leaders to promote the 
hedonic and u8litarian value of products and services 

Sashi`al et al (2016) Building Acquaintance Brands on Snapchat 
for the College Student Market

Sept 17 Kar & Aswani (2017) Tech Talk: Crea8ng a Social Media Strategy 

Week 4 
Network Effects

Sept 22 Stewart (2012) When the Network Effect Goes Into Reverse 

Teixeira (2012) The New Science of Viral Ads 

Wa`s & Peref (2007) Viral Marke8ng for the Real World

Sept 24 Coles (2012) Cork’d: Building a Social Network for Wine Lovers

Week 5 
Managing Reputa8on

Sept 29 View lecture videos 

Floreddu et al (2015) Inside Your Social Media Ring: How to 
Op8mize Online Corpora8on Reputa8on 

Gaines-Ross (2010) Reputa8on Warfare 

Holt (2016) Branding in the Age of Social Media 

Orozco (2016) Using Social Media in Business Disputes

Oct 1 Shah et al (2016) A Brand Under A`ack: The Boyco` of Stoli 
Vodka and the Power of Social Media

Week 6 
Crisis Communica8on

Oct 6 View lecture videos 

Gregoire et al (2015) Managing Social Media Crises with Your 
Customers: The Good, The Bad, and The Ugly 

Gruber et al (2015) The Real-Time Power of Twi`er 

Seijts (2013) When the Twi`erverse Turns on You

Oct 8 Diermeier (2013) Commonwealth Edison: The Use of Social 
Media in Disaster Response

Topic Date Readings & Lecture Videos
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Week 7 
Social Media 
Measurement

Oct 13 View lecture videos 

Hoffman & Fodor (2010) Can You Measure the ROI of Your Social 
Media Marke8ng? 

John et al (2017) What's the value of a Like? 

Kumar & Mirchandani (2012) Increasing the ROI of Social Media 
Marke8ng 

Madison (2012) Why Your Social Media Metrics Are a Waste of 
Time 

Mar8n (2011) Return on Influence, the New ROI

Oct 15 Katona & Sarvary (2014) Maersk Line: B2B Social Media – It’s 
Communica8on, Not Marke8ng

Week 8 
Ethics & Social Media 
Marke8ng

Oct 20 View lecture videos 

Nadler et al (2018) Weaponizing the Digital Influence Machine: 
The Poli8cal Perils of Online Ad Tech 

Skirpan & Fiesler (2018) Ad Empathy: A Design Fic8on 

Vaccaro (2011) Ethics Hold the Key to Network Contradic8ons 

Oct 22 Toffel et al (2018) JUUL and the Vaping Revolu8on

Week 9 
Social Media for 
Entrepreneurship and 
Empowerment 

Oct 27 View lecture videos 

Hui et al (2018) Making a Living My Way: Necessity-driven 
Entrepreneurship in Resource-Constrained Communi8es  

Li et al (2018) Working toward Empowering a Community: How 
Immigrant-Focused Nonprofit Organiza8ons Use Twi`er during 
Poli8cal Conflicts 

Hou & Lampe (2015) Social Media Effec8veness for Public 
Engagement: Example for Small Nonprofits

Oct 29 Scaraboto (2018) La Protectora: Engaging in Social Media for a 
Social Cause

Topic Date Readings & Lecture Videos
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Week 10 
Organiza8onal Culture 
& Employee 
engagement 

Nov 3 

🗳 Elec%on 
Day! 

View lecture videos 

Davenport & Manville (2012) Using Social Media to Increase 
Employee Engagement in Key Decisions 

Huy & Shipilov (2012) The Key to Social Media Success within 
Organiza8ons 

Miles & Mangold (2014) Employee voice: Untapped resource or 
social media 8me bomb? 

Pew Research Center (2016) Social Media and the Workplace 

Rothbard (2016) Social Media Strategies for Be`er Work-Life 
Engagement

Nov 5 Mukunda & Holtom (2017) Fresh to Table

Week 11 
Social Media Policies & 
Compliance 
Management

Nov 10 View lecture videos 

Kaganer & Vaast (2011) Conver8ng Old Policies Into New Value 

Flynn (2012) The Social Media Handbook, Chapters 1-2 

Schmidt & O’Connor (2015) Fired for Facebook

Nov 12 Powell et al (2018) Worlds Collide: Work, Life, and Social Media

Week 12 
Knowledge 
Management 

Nov 17 View lecture videos 

Hannah et al (2015) We’re Leaking, and Everything’s Fine: How 
and Why Companies Deliberately Leak Secrets 

Hemp (2009) Death by Informa8on Overload 

Leistner (2012) Connec8ng Organiza8onal Silos: Taking 
Knowledge Flow Management to the Next Level with Social 
Media, Chapters 1-2 

McDermo2 (1999) Why Informa;on Technology Inspired but Cannot 
Deliver Knowledge Management

Nov 19 Sandino & Hull (2018) Knowledge Sharing at REMA 1000

Week 13 Nov 24
🦃   No class ~ Happy Thanksgiving!

Nov 26

Topic Date Readings & Lecture Videos
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GRADING POLICY 
In this class we will take a game-like approach to grading. Attendance, assignments and participation are 
worth a certain number of points. Your point total will determine your final grade in the class. You will 
also have a choice in the assignments to earn the grade you choose. You can use GradeCraft in Canvas to 
plot your pathway through this course. 

All written assignments should be submitted via Canvas. Readings are listed on the date we will discuss 
them in class. Additional assignment details, rubrics and grades will be provided on Canvas. See below 
for possible points, how assignments will be graded, and how points are translated into grades. 

Week 14 
Crowdsourcing & 
Innova8on 

Dec 1 View lecture videos 

Li & Bernoff (2011) Using Social Technologies to Innovate Faster 

Majchrzak et al (2009) Harnessing the Power of the Crowds with 
Corporate Social Networking Tools 

Roberts & Piller (2016) Finding the Right Role for Social Media in 
Innova8on 

Surowiecki (2004) The Wisdom of Crowds (Chap Intro – 3)

Dec 3 Dubois (2014) Ombre, Tie-Dye, Splat Hair: Trends or Fads? “Pull” 
and “Push” Social Media Strategies at L’Oreal Paris

Week 15 
Work day for final 
paper/project

Dec 8 Instead of a video lecture, you will be assigned student presenta;ons 
to view and provide peer evalua;on feedback.

Topic Date Readings & Lecture Videos

A+ 1,300,000

A 1,000,000

A- 900,000

B+ 800,000

B 700,000

B- 600,000

C+ 500,000

C 400,000

C- 375,000

D+ 325,000

D 300,000

D- 275,000

F 250,000
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Ac8vity / Assignment Due Possible Points Unlock Requirements

Scrolling and Browsing

Class Attendance ongoing  
(Thurs asynchronous 
sessions)

10,000/class session 
(Thurs only)

n/a

Class Participation 
(discussion during class or 
Canvas)

ongoing  
(Tues and Thurs 
sessions)

100 (basic response) 

500 (engaging, 
substan8ve, tell us why) 

1,000 (novel, innova8ve, 
thought provoking)

n/a

Lecture Video Poll ongoing  
(Tues asynchronous 
sessions)

up to 5,000 points each n/a

Zoom co-host volunteer ongoing  
(Thurs asynchronous 
sessions)

10,000/class session 
(Thurs only; max 3x’s for 
points)

completed the current 
week’s lecture video poll

Engaging with the Content

Client Challenge 
Assignment

Oct 20; Nov 5;  
Dec 1

50,000/ submission

Reading Reflection Papers ongoing  
(Fridays @ 9am)

15,000/ submission (everyone must submit at 
least 2)

Case Study Prep Questions ongoing  
(Thursdays @ 9am)

10,000/ submission

Case Study Analysis Paper ongoing  
(Mondays @ 9am)

25,000/ submission (everyone must submit at 
least 2)

Peer Review
(reading reflection papers; 
final presentations)

1 week following 
submission due 
date

10,000/ submission (everyone must submit at 
least 2 for reflec;on paper; 
2 for final presenta;ons)

Verified Status

Individual Paper/Team 
Project: proposal

Thurs Sept 24 @ 
9am

50,000 n/a

Individual Paper/Team 
Project: midterm

Thurs Oct 15 @ 
9am

75,000 approved proposal

Individual Paper/Team 
Project: final presentation 
(recorded)

Mon Dec 7 @ 9am 125,000 completed Paper/Project 1

Individual Paper/Team 
Project: final

Thurs Dec 10 @ 
9am

125,000 completed Paper/Project 1
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