Course title: ZURN6605 New Media and Smart/Al Services

Lecturer: Katalin Fehér Ph.D. with habilitation

Course objectives

Smart environments and Al-based services are shaping the new media trends. This course pro-
vides a project-based introduction into the contemporary digital media. Students will under-
stand the engines of digital transformation via emerging technologies and their social-cultural
adaptations. The ultimate goal is to prepare the participants for their future jobs on media, jour-
nalism, marketing or PR as upcoming trends.

Outcomes from learning

Students will be able to:

* understand digital transformation

* analyse the emerging digital technologies in social-cultural context
*  plan new media-based productions by smart and Al technologies
* develop the critical approaches on contemporary new media

Syllabus / themes

Introduction

History and theories of new media

Trends in new media

Project work: new media services

Project presentation: new media production
Smart environments and society

Project work: smart media services

Project presentation: smart media production
. Al technology and culture

10. Project work: Al-based media services

11. Project presentation: Al-based media production
12. Summary and feedback
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Teaching methods
lecture and seminar

Schedule and venue

Monday (7x) : 26/10, 2/11, 9/11, 23/11, 30/11, 7/12, 14/12
Time 12,30-15,00

Please note, the course is available online only



Assessment methods

* Project presentation: new media production - 30%

e Project presentation: smart media production - 30%

* Project presentation: Al-based media production - 40%
The assessment methods expect team works.
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