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MODULE DESCRIPTION
In today's economy, most marketing activity, consumer decision-making and business operations are digitally mediated. Digital platforms and technologies have, in effect, become the key environment in which marketing now operates. Operating effectively within this environment has become a core requirement of marketing practice, which means that fluency in digital channels, tools and data is now fundamental to the discipline. This module equips students with the strategic mindset and practical skills needed to plan, execute and evaluate digital marketing activities, applying core digital techniques and tools across a data- and AI-driven marketing landscape. Students critically engage with digital platforms and practices including search, social media, content marketing and performance analytics. In doing so, students will draw on established marketing theory and frameworks to analyse the behavioural, strategic and cultural dimensions of digital marketing and to support their strategic decisions with evidence.

Developing employability skills is central to this module. Students cultivate real-world competencies through collaborative work on live client projects, developing a digital marketing plan for a company that includes a digital audit, strategy formulation and campaign planning across channels such as Google Ads (Search and Display), social media, SEO and GEO, alongside recommendations for content, user experience and website optimisation.

Artificial intelligence is embedded throughout the module: students work directly with generative AI tools to create, evaluate and refine digital marketing content, while developing a critical and ethical awareness of how AI and data are reshaping the field. By combining strategic understanding with hands-on application, the module builds the core digital skills and literacy students need to navigate the demands of technology-driven marketing environments.

Weekly topics: Indicative content

  Introduction to Digital Marketing and the Digital Marketing Landscape 
  AI and Digital Marketing 
  Digital Marketing Strategy and Planning Frameworks 
  Conducting a Digital Marketing Audit 
  Consumer Psychology, User Experience and Website Optimisation 
  Social Media and Influencer Marketing (organic and paid)
  Google Search and Display Advertising 
  Search Engine Optimisation (SEO), Generative Engine Optimisation (GEO) and Answer Engine     Optimisation (AEO) 
  Introduction to eCommerce 
  Measuring Marketing Effectiveness 
  Ethics, Privacy and Trust in Digital Marketing

LEARNING AND TEACHING APPROACH
The module will be delivered through a series of eleven 2-hour interactive lectures across the term. Guest lecturers from industry are a key component of the module. Experienced practitioners are invited throughout the term to share current practice, real campaigns and professional perspectives that complement and extend the theory taught in class. These contributions ground academic concepts in the realities of contemporary digital marketing, keep the material current in a fast-moving field, and reinforce the module's strong emphasis on employability and industry engagement.
Five tutorials complement the lectures, offering focused support on the assessments and practical guidance on applying digital tools.
[bookmark: MODULE-LEVEL_LEARNING_OUTCOMES]MODULE-LEVEL LEARNING OUTCOMES
Having successfully completed this module, the student should be able to:
· Undertake digital research and audits of a website and wider digital presence to assess performance against digital marketing best practice. 
· Apply core digital marketing techniques including search engine advertising, search engine optimisation, social media marketing and web analytics. 
· Develop and plan an integrated digital marketing campaign informed by established marketing theory and strategic frameworks. 
· Measure and evaluate the effectiveness of digital marketing campaigns using web analytics tools. 
· Collaborate responsibly with generative AI tools to create and refine content, demonstrating ethical awareness in the use of AI and data. 
· Present campaign strategy and performance insights in a strategically coherent, professional and compelling format.
· Critically evaluate contemporary and emerging developments in digital marketing, drawing on academic theory and evidence to assess their implications for practice.

RELATION TO DEGREE
Digital marketing has become central to contemporary marketing practice and now accounts for a substantial share of the marketing mix across organisations of every size and sector. This module develops a core professional competency for students moving into marketing roles, drawing together and applying concepts from across their programmes including consumer behaviour, marketing strategy and communications in a digitally mediated context.
[bookmark: WORKLOAD]Its relevance extends well beyond marketing. As digital technologies now underpin how organisations operate, communicate and compete, the analytical, data and digital skills developed in this module are transferable across the full range of business functions. For students entering a workforce in which digital fluency is a baseline expectation of graduate roles, the module offers both a specialist foundation in digital marketing and a set of broadly applicable, future-facing capabilities.
WORKLOAD

	
	Content
	
	
	Indicative Number of Hours
	

	Lecturing hours
	22

	Preparation for lectures
	22

	Tutorials
	6

	Individual assignment
	25

	Group assignment
	30

	Reading	of	assigned	materials	and	active reflection on lecture and course content and
linkage to personal experiences
	20

	Total
	125




[bookmark: TEXTBOOKS_AND_REQUIRED_RESOURCES]TEXTBOOKS AND REQUIRED RESOURCES
Required core course textbook:
· No required core course textbook
[bookmark: General_Supplemental_Readings][bookmark: Student_preparation_for_the_module]

COURSE COMMUNICATION
Communication will be done through Blackboard and email.
· Lecturer e-mail address: laura.berry@tcd.ie for administrative, personal or urgent queries 

Please note that all course related email communication must be sent from your official TCD email address. Emails sent from other addresses will not be attended to.

All course content will be made available through Blackboard. The full lecture presentation for each session will be posted there, along with any supplementary materials and templates. A recommended reading list will accompany each lecture, consisting primarily of academic articles to support and extend the material covered in class.

ASSESSMENT
Assessment 1: Critical Essay
Weighting: 50%
Word Count: 1,800–2,000 words (excluding references)
AI Reflection Appendix: Template provided
This individual assignment requires students to produce a critical, evidence-informed essay that explores a specific dimension of digital marketing currently undergoing significant change. This may relate to emerging technologies, evolving consumer behaviours, shifting ethical expectations, or new strategic approaches. The essay should demonstrate original thinking, theoretical engagement, and an ability to connect academic insight with practical implications.
Support for topic development will be provided during scheduled sessions.
As part of the assignment, students must meaningfully integrate the use of at least one Generative AI tool into the research, planning, drafting process. This co-creative approach will be discussed in class. An AI Appendix must accompany the submission. A template to use will be provided. The appendix should clearly explain:
· What tool(s) were used
· How and why they were used
· The value and limitations encountered
· Any ethical considerations addressed
Essays will be assessed on critical reasoning, relevance to digital marketing, depth of insight, effective use of sources, clarity of structure, and thoughtful engagement with AI as a methodological component.
Students must reference at least one digital platform or tool and are encouraged to reflect on the role of data, automation, and AI in shaping current and future marketing practices.
Assessment 2: Group Digital Marketing Strategy & Campaign
Weighting: 50%
Format: Group Assignment (Self-selected teams of 4–6 students)
Working in teams, students act as a digital marketing agency and develop a complete Digital Marketing Strategy and Activation Plan for a live brand brief. Rather than being assigned a brand, each team pitches for their top three preferred briefs, mirroring how agencies compete for accounts in practice, before being allocated one to work on. 
Moving from insight to execution, the plan progresses through a clear diagnosis of the brand's market and audience, strategic objectives and a central creative idea, an integrated channel plan across paid, owned and earned media, a budget, and a measurement framework of relevant KPIs, with effective and ethical use of data and AI tools throughout. Each plan is genuinely client-facing and designed to be shared with the brand, the project builds the strategic thinking, collaboration and professional communication that employers value.
Further details and briefs will be introduced later in the course.
Repeat Assessment (100%)
Students required to undertake repeat assessments will be required to complete an individual assignment. Further details will be provided when appropriate.

MODULE LEADER
Dr Laura Berry is Assistant Professor of Digital Marketing & AI at Trinity Business School where she serves as Academic Director of the MSc in Digital Marketing and Manager of the Trinity AI XR Hub. She brings over a decade of industry experience in strategic marketing, digital communications, and brand development, having worked with organisations including IDA Ireland, KBC Bank, and the New York Board of Trade.
Laura holds a PhD in Marketing from Trinity College Dublin. Her current work examines the intersection of sensory marketing, AI, and emerging digital experiences.
She is passionate about bridging theory and practice in the classroom, helping students build future-facing skills through critical thinking, creativity, and applied digital projects.
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