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Aims

1. To formulate a mock digital media campaign from ‘cradle to grave'.

2. To fully appreciate the importance of the data that is being created by a campaign
& how that can be used to further the marketing efforts of an organisation.

3. To critically evaluate the costs, rewards and risks associated with interactive
digital media campaigns.

4. To critically evaluate the strategic process in a range of organizational contexts
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with
particular emphasis on digital planning and management

5. To express a holistic comprehension of the core principles of strategic
management by applying considerable academic literature to the practice of digital
planning and management

Learning Outcomes

After completing the module the student should be able to:

Critically appraise a range of strategic decision making models

Formulate a defined strategy to market a product/service via digital media

Critically evaluate the importance of innovation in sustaining competitive advantage
Understand the role of the digital agency & the brief/pitching process.

Manage internal & external digital marketing campaigns

Critically evaluate the role of stakeholders in the determination of the strategy of the
organization

Understand the key metrics that indicated performance of digital marketing
campaigns

8 Gain experience in using groups to evaluates and understand real life issues and
scenarios

OO, WNBE

\‘

Learning Outcomes of Assessments
The assessment item list is assessed via the learning outcomes listed:

Project 1 2 3 4 5 6 7 8

Examination 1 2 3 4 5 6 7 8

Outline Syllabus
1. Digital Marketing and the modern organisation

- Importance of digital media in the mix.
- Cultural change; obtaining in the organisation
- Demonstrating ROI on digital media activities.

2. Formulating a digital media strategy

- Getting a brief from product/service owners

- Clarify the brief.

- Evaluating known digital marketing options

- Setting out business objectives against planned activities.
- Securing budget for known and unknown activities!

- Engaging PR department for crisis/success management.
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3. Implementing a digital media strategy

- Engaging an agency; writing a brief & managing the pitch process.
- Importance of internal support; marketing to the internal audience.
- Managing the agency & information flow.

- Reporting on performance; internal & external.

4. Managing internal & external campaigns

- Agree review process with internal stakeholders

- Understanding role of agency in managing budget.

- Crisis management; success & failure.

5. Managing consumer and organisational interactions

- Setting parameters for information release to consumers.

- Identifying customer service issues on social media platforms.
- Managing 'BUZZ' about your brand/product.

6. Performance management

- Defining success and failure in advance.

- Analysis performance metrics (CPC, CPM, CPA)
- Controlling spend.

- Keeping the agency creative and alert — extend the brief.

Learning Activities

Classes will take place in both a lecture and demonstration format with built-in group
and pair-work to aid discussion and debate.
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Notes

This classroom based module will offer the learner a clear framework to formulate
and implement a digital marketing strategy (whether implemented directly or via an
agency/partner company). Planning elements including campaign scoping,
deliverables, budgeting and performance reviews will be central to any digital
campaign. Understanding the costs, rewards and risks associated with developing
any interactive digital media campaign will be outlined also.
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