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Module: BUU33700 Contemporary Marketing Management - 2026/27
Human in the Loop: Collaboration, Curiosity and Critical Thinking in Marketing's Age of Augmentation

Lecturer: Prof Mairead Brady                     Tutor: Mrs Denni Cawley                    
E-mail: Mairead.Brady@TCD.ie                  E-mail: cawleyc1@tcd.ie
Office Hours: email for appointment          

Office: Room 402 (4th Floor)                    ECTs: 5 ECTS

Prerequisite: BUU22520 Senior Freshman - Principles of Marketing (5 ECTS) 
Prerequisite: Erasmus/all exchange students: Completion of a similar (5 ECTS) module 

MODULE DESCRIPTION 
This module builds on core marketing concepts previously covered by students in the Senior Freshman year. Marketing managers increasingly operate within environments characterised by technological disruption, data abundance, artificial intelligence, geopolitical uncertainty, and rapidly changing customer expectations. The module explores how marketing managers make decisions in such environments, examining both the opportunities and limitations of contemporary marketing philosophies, tools, technologies, and frameworks. Particular attention is given to the growing role of artificial intelligence, data-driven decision making, marketing agility, experimentation, innovation, and human-AI collaboration. AI and digital technologies mean that marketing managers are no longer valued simply for their ability to access information or apply frameworks. Instead, they must exercise professional judgement, critically evaluate alternatives, and make decisions under conditions of uncertainty. Throughout the module, students will explore how marketing concepts, human judgement, and emerging technologies interact in contemporary marketing practice. Students are encouraged not only to understand marketing concepts but also to critically evaluate their application in practice, recognise why strategies succeed or fail, and apply their knowledge to real marketing challenges in increasingly AI-augmented environments.

LEARNING AND TEACHING APPROACH 
The principal learning strategy combines pre-class preparation, interactive lectures, tutorials, case discussions, guest speakers, applied activities, and post-class reflection. Learning is designed around active engagement with contemporary marketing challenges and the development of professional judgement rather than the passive acquisition of knowledge. Students will regularly engage with real organisations, contemporary examples, current events, and emerging marketing technologies, including analytical and generative AI tools. AI is not treated as a separate topic but as an increasingly important feature of contemporary marketing practice. Students are encouraged to use AI tools throughout the module however, the emphasis of the module is not on whether AI can generate answers, but on students' ability to evaluate, challenge, adapt, and defend those answers. Learning activities are therefore designed to strengthen collaboration, curiosity, critical thinking, and evidence-based decision making. Through experiential and applied learning, students will develop both marketing knowledge and the professional judgement increasingly required in AI-augmented organisations.
MODULE-LEVEL LEARNING OUTCOMES 
Having successfully completed this module, the student should be able to:
1. Define, understand, critically evaluate, and apply key marketing management philosophies, concepts, theories, and frameworks.
2. Analyse contemporary marketing management challenges, demonstrate curiosity in exploring alternative perspectives, and evaluate alternative responses in complex and uncertain environments.
3. Critically assess the opportunities, limitations, and implications of analytical AI, generative AI, and data-driven decision making in marketing practice.
4. Exercise informed professional judgement and critical thinking by integrating evidence, theory, data, contextual factors, and AI-generated insights when evaluating marketing decisions.
5. Demonstrate future-oriented thinking through the evaluation of innovation, experimentation, service design, and global supply networks.
6. Communicate and defend marketing recommendations through written, verbal, collaborative, and technology-supported forms of communication, demonstrating the ability to work effectively with both human and AI-generated insights.
RELATION TO DEGREE 
1. The student will understand marketing as both a core organisational function and a managerial philosophy. 
2. The student will develop the ability to critically evaluate, combine, and apply marketing management concepts, frameworks, technologies, and data to contemporary organisational challenges, recognising that effective marketing decisions require both analytical rigour and professional judgement.
3. The student will develop the capacity to make informed decisions in complex and uncertain environments characterised by technological disruption, artificial intelligence, changing customer expectations, geopolitical and broader societal challenges. 
4. The student will strengthen the professional capabilities increasingly demanded of graduates, including collaboration, curiosity, critical thinking, evidence-based decision making, and the ability to work collaboratively with AI and other emerging technologies.
5. The student will be able to evaluate alternative courses of action, justify recommendations, and communicate marketing decisions persuasively to a range of stakeholders, preparing them for graduate employment and future leadership roles.
WORKLOAD 
This module carries 5 ECTS credits, amounting to about 125 hours in total workload. This includes time spent preparing for and attending lectures and tutorials, reading the texts and readings, working in groups, and preparing for the assessments. 
	Content 
	Hours 

	Preparation for weekly classes 
	35 

	Attendance at class (and tutorials) 
	27 

	Post-class engagement with class content
	33 

	Individual and group assignment preparation 
	30 

	Total 
	125 



LECTURE AND TUTORIAL DELIVERY 
Lectures are conducted in person and are designed to support the development of marketing knowledge and professional judgement. Sessions combine conceptual material, contemporary examples, organisational cases, discussion, and application exercises. Students will engage with contemporary marketing challenges and explore how marketing managers make decisions in increasingly complex and technology-enabled environments.
No recordings of lectures are permitted by students, and recordings are not made available.


	Day 
	Time 
	Room 
	Lecturer 

	Monday
	14.00 to 16.00 
	B101
	Prof Mairead Brady



Tutorial weeks 2, 4, 6, 9 & 11 only. 
Tutorials are non-mandatory, small-group seminars of 50 minutes delivered in person. They provide an opportunity for students to discuss lecture topics in greater depth, apply concepts to contemporary examples, and explore questions arising from the readings and lectures. The role of the tutorial assistant is to facilitate discussion rather than deliver additional lecture content.
	Day
	Weeks
	Start
	End
	Module 
	Location 

	Monday
	Wks 2,4,6,9,11

	10.00
	10.50
	CONTEMPORARY MARKETING MANAGEMENT
	B101/02

	Wednesday
	Wks 2,4,6,9,11
	13.00
	13.50
	CONTEMPORARY MARKETING MANAGEMENT
	Maxwell


Tutorial Tasks: Tutorial tasks will be provided at the end of the preceding lecture. Students attending tutorials are expected to have prepared the assigned task in advance and to contribute actively to discussion.
Tutorial Dates and Times: Tutorial groups and times are assigned centrally through the Trinity Portal and will appear on your my.tcd.ie. Students may attend whichever tutorial best suits their schedule, subject to available capacity.
Accommodation for students with disabilities: To promote inclusivity, course materials will be accessible on the Blackboard system after each class, presented in appropriate font styles and sizes. I will make every reasonable effort to accommodate any additional requirements identified by the Trinity Disability Service in collaboration with the student, their tutor, and the Disability Service.
ERASMUS AND VISITING STUDENTS 
Only Erasmus and Visiting students who have completed an introductory marketing module (5 ECTS) are eligible to enrol in this module, as this module builds on the BU22520 SF module Principles of Marketing. 
If you have not completed a similar module, you must take BU22520 Senior Freshman Principles of Marketing. Should that not be available you must select an alternative module. 
Erasmus and visiting students may take either BUU22520 Principles of Marketing or BUU33700 Contemporary Marketing Management, but not both
MANDATORY TEXTBOOK AND JOURNAL ARTICLES 
The mandatory textbook is: 
Kotler, P., Keller, K. L., Brady, M., Goodman, M and Hansen, T. (2024). Marketing Management. 5th European ed. Pearson, London. 
Older versions of this text do not contain the AI and Digital development nor the fundamental changes that have occurred, so this version is mandatory. 
This text can be purchased at Hodges Figgis on Dawson Street, Dublin 2, or online. It is also available in the library both as a hard copy and as an E-book. You can also avail of a discount when you purchase from the publisher's learning store. Please email Sarah Camilleri at Pearsons: sarah.camilleri@pearson.com. 
Mandatory Reading and Chapters – see Online Reading List
Several chapters from the core textbook, together with mandatory journal articles and supplementary resources, will be provided through Blackboard and TCD Reading Lists. Students are expected to engage critically with these materials before and after class. The readings provide the conceptual foundation for lectures, tutorials, discussions, and assessments. Successful performance in the module requires not only understanding the material but also applying, evaluating, and challenging ideas using contemporary examples and evidence.
Please note that these readings may be supplemented with additional readings and new materials, particularly video content, simulations, and podcasts. 
COURSE COMMUNICATION 
The lecturer and teaching assistant are available to support students throughout the module. Questions may be raised during or after class, during office hours, or by email. Students should include both the lecturer and teaching assistant on module-related emails whenever appropriate. 
Blackboard will be used for all course materials, announcements, assessment information, and supplementary resources.
All course-related communication must be sent from your official TCD email address. Emails sent from non-TCD accounts may not receive a response.




ASSESSMENTS – further details within the assessment guideline document.  
Students may use appropriate technologies, including AI and generative AI tools, throughout the module. Assessment focuses on the quality of analysis, professional judgement, critical evaluation, and the ability to apply marketing concepts to contemporary marketing challenges. Successful submissions will demonstrate evidence of independent thinking, justified recommendations, and effective communication.
	Term 
	Assessments 
	Due Date 
	% Marks 

	MT 
	Group Assignment 
	Week 9: Friday 13th of 
November by no later than 13.00 
	35% 

	MT 
	Individual Assignment 
	Week 13: Thursday 9th of December by no later than13.00
	65% 



Participation: Students are expected to attend at least two-thirds of all lectures and tutorials delivered in person. Attendance, weekly participation and engagement activities will be facilitated through Vevox and other interactive learning tools.
Preparation, participation, discussion, and engagement are central to the learning experience in this module. Students are expected to contribute actively to lectures and tutorials by drawing upon assigned readings, contemporary examples, class discussions, and their own analysis. Participation supports both individual and group learning and contributes directly to the development of professional judgement, collaboration, curiosity, and critical thinking. 
Pass Requirements: Students must achieve a combined overall mark of at least 40% in the module and must pass both the group assignment and the individual assignment to progress. 
Supplementals: Students who do not achieve an overall module mark of 40% will be required to complete a 100% individual assignment agreed with the module leader. Once agreed the details of supplemental requirements will be provided through Blackboard.

Penalties for Late Submission: Late submissions will only be accepted where prior approval has been granted following a written request. Requests should normally be supported through the student's College Tutor and, where appropriate, accompanied by supporting documentation. Assignments submitted within 24 hours of the deadline will be graded out of a maximum of 70%. Assignments submitted more than 24 hours and up to seven days after the deadline will be graded out of a maximum of 50%. Assignments submitted more than seven days after the deadline will not be accepted.




MODULE SCHEDULE 
Each week explores a contemporary marketing management challenge and examines how marketing managers evaluate alternatives, make decisions, and respond to change in practice.

	Term - Michaelmas Term

	Session 
	Date 
	Lecture 

	Wk 01 
	 Sept 
	Overview Human in the Loop: Collaboration, Curiosity and Critical Thinking in Marketing's Age of Augmentation

	Wk 
02
	Sept
	Marketing Agility: How Marketing Managers Sense, Decide, Adapt and Create Value


	Wk 03 
	 Sept 
	From Marketing Plans to Practice: Why do Strategies Fail?

	Wk 04 
	 Oct 
	AI and Digital Challenges: Is AI enhancing or distorting marketing?

	Wk 05 
	Oct 
	AI and Data-Driven Decision Making.

	Wk 06 
	 Oct 
	Culture of Innovation & Experimentation: How can marketing drive innovations?


	Wk 07 
	 Oct
	STUDY WEEK

	Wk 08 
	 Nov
	Services Innovation: The Challenges and Contradictions

	Wk 09 
	 Nov 
	Designing and Managing Global Supply Networks: The Challenges and Opportunities Ahead 

	Wk 10 
	 Nov 
	Collaborative Intelligence (Humans + AI): Working Smarter Together?

	Wk 11 
	 Nov 
	The Future of Marketing Management: What Will Distinguish You as a Marketer?

	Wk 12 
	Dec 
	Integration, Reflection and Q&A



COLLEGE POLICY ON ACADEMIC INTEGRITY
Students should familiarise themselves with the academic integrity and plagiarism provisions contained within the General Regulations of the University Calendar for the current academic year. Students are also required to complete the online tutorial on academic integrity and avoiding plagiarism, Ready, Steady, Write, available at:
https://libguides.tcd.ie/academic-integrity/ready-steady-write
Given the growing availability of AI and generative AI tools, students should pay particular attention to University guidance regarding appropriate use, attribution, transparency, and academic integrity. Further guidance relating to AI use within this module will be provided through the assessment guidelines.
BIOGRAPHICAL NOTE
Professor Mairead Brady is Associate Professor of Marketing and Technology and Director of Trinity's Joint Honours programmes, including the BA in Law and Business and the BSc in Computer Science and Business, at Trinity Business School, Trinity College Dublin. She also holds an Adjunct Professorship at Warwick Business School and currently serves as Chair of the Management Education and Development (MED) Division of the Academy of Management.
With more than thirty years of experience in higher education, Professor Brady has taught extensively at undergraduate, postgraduate, executive education, and doctoral levels. Her research focuses on marketing management, leadership, artificial intelligence, digital transformation, innovation, and management education. Her current work examines how organisations, leaders, and educators respond to technological disruption and AI-driven change, with particular emphasis on organisational readiness, innovation, experimentation, and human-centred approaches to transformation.
Professor Brady is co-author of the fifth European edition of Marketing Management (2024), alongside Philip Kotler, Kevin Keller, Malcolm Goodman, and Torben Hansen, and co-editor of The Future of Management Education (Routledge, 2022). She has published more than 110 scholarly and professional publications, with work appearing in leading journals including the Journal of Management Inquiry, Journal of Marketing Management, Psychology & Marketing, and the British Journal of Educational Technology.
An internationally recognised leader in management education, Professor Brady has held numerous leadership roles within the Academy of Management and has received recognition for her work on AI, teaching innovation, and educational adaptations including awards for both her teaching and professional development workshops. 
Prior to joining academia, she held positions within a major multinational organisation and continues to work with organisations across Europe through executive education, leadership development, consulting, and professional learning initiatives. Her work is united by a central interest in how organisations, leaders, marketers, and educators can successfully adapt to technological disruption while maintaining a strong focus on human development, learning, innovation, and curiosity.
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