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Presentation

Today'’s reality, defined by the internet and the technological innovations of Society 5.0, has reduced
geographic barriers and expanded communication opportunities for individuals and businesses. As
digital transformation opens up new possibilities through innovative business models and emerging
media, it also poses challenges associated with managing large volumes of data, Artificial Intelligence,
the Internet of Things (IoT), and algorithms that govern from day-to-day tasks to the most complex and
strategic operations.

According to Phillip Kotler, Hermawan Kartajaya, and Ilwan Setiawan, changes in consumer behavior,
generational differences, and ideological, economic, and lifestyle polarization are intertwined with new
business models that combine the physical and digital worlds. This requires companies to adopt a more
responsible and transformative role, where environmental and social sustainability becomes an

imperative not only for growth but also for survival.

In this context, it is essential to master the factors that enable companies and products to align with the
Sustainable Development Goals of the United Nations, especially those related to Good Work and
Economic Growth, Sustainable Cities and Communities and Industry, Innovation, and Infrastructure. It
is also crucial to understand how to communicate value effectively, building a global and adapted
message that originates in the understanding of new media and their constant transformations in media
and communication formats. The objective is to design a solid digital strategy that integrates the four
areas -own media, earned, shared, and paid- and can build a responsible and transformative brand
image that lasts in the long term.

E-marketing is applied in many areas, from reputation and recruitment to sales, loyalty, and commitment.
These are all traditional areas, but they are now presented with new forms of contracting, innovative

creative uses, innovative payment methods, and new partners to collaborate with.

Program’s learning outcomes

The subject-related learning outcomes are distributed as follows:

1.1. Knowledge
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RAT 1 The graduate will be able to see how the results of market research affect product

design, marketing, and communication.

RAT 2 The graduate will be able to identify the links between planning, industrial and
commercial strategies, and the benefits they bring to the company.

RAT 4 The graduate will be able to justify market research from a managerial perspective
inspired by the value of consumer knowledge.

RAT 5 The graduate will be able to describe marketing and sales policies as a guide for the
business activity, considering the company's culture, policies, and objectives.

1.2. Skills

RAT 6 The graduate will be able to provide clear and precise explanations of any
knowledge/information, both orally and in writing, in Catalan, Spanish, and a third
language, particularly English.

RAT 7 The graduate will be able to apply digital technologies (at the right time) in his/her field
of expertise.

RAT 8 The graduate will be able to develop traditional and online commercial marketing and
communication strategies, in line with the business strategy.

RAT 9 The graduate will know how to anticipate market evolution through the use of quantitative
and predictive tools with a strategic approach focused on opportunity and threat
identification.

RAT 13 The graduate will know how to select concrete communication actions considering the
stakeholders' characteristics and their profitability.

RAT 16 The graduate will be able to restructure the dynamism of the digital ecosystem, market
trends, and its relationship with the environment to improve the results of the company.

1.3. Competences

RAT 17 The graduate will be able to provide innovative, creative, and entrepreneurial solutions
in professional situations.

RAT 18 The graduate will be able to evaluate the sustainability and social impact of the proposals
presented, with ethical, environmental, and professional responsibility.

RAT 19 The graduate will be able to apply the gender perspective in the professional tasks.
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RAT 20 The graduate will know how to design traditional and online commercial and marketing
strategies consisting of a thorough analysis of the macro and micro environment
elements.

RAT 21 The graduate will be able to design the organizational structure of the marketing and
sales departments according to the criteria of profitability, efficiency, commitment, and
continuous improvement.

RAT 22 The graduate will be able to design the strategy to integrate the company's commercial
and marketing activity in its different functional areas.

RAT 23 The graduate will know how to create strategies for the marketing mix, consistent with
the company's policy and objectives and consider competitors' strategies.

RAT 24 The graduate will be able to formulate sales forecasts, by anticipating trends and
discontinuities, to meet the established objectives.

RAT 25 The graduate will be able to design business plans focused on increasing the value of
the company's customers, taking advantage of the company's digital dimension.

Subject’s learning outcomes

The subject-based learning outcomes for this course are as follows:

RAM 3 The graduate will be able to propose strategic planning of a marketing plan or integral
communication plan in the performance of a company by performing a group project.

RAM 4 The graduate will be able to properly identify key sales process indicators for each
strategic sales factor, according to the commercial purpose established by the
management in each company through a written exercise of analysis of statistical
variables.

RAM 5 The titleholder/a will be able to determine the firm’s pricing policies and strategies in a
solvent manner considering the factors and elements involved in the marketing process
by conducting a SWOT analysis.

Contents

e Topic 1: Introduction to digital marketing

o Introduction to the 5.0 paradigm, a technology for humanity
o Sustainability and digital transformation
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e Topic 2: Digital strategy

o Business models
o Online monetization strategies
o Internet research tools

e Topic 3: Digital tactics

Organic Positioning (SEO)
Search engine advertising (SEM and others)
Social Media and content marketing
New loyalty formulas:
= Inbound Marketing
= Influence Marketing

O O O O

e Topic 4: Web structure, e-commerce, and performance measurement

o Introduction to web construction projects
o Design of KPIs
o Google Analytics

Methodology

The methodology applied to this subject, framed within the educational model of EAE Business School,
LifEd, is detailed in the following table:

ON CAMPUS FULL TIME MODALITY

Learning

Outcomes Teaching Methodology Training Activities
Lecture Conferences
Presentation sessions Student presentations
Knowledge Audiovisual-based learning Analysis of audiovisuals
Tutorials Meetings to resolve doubts Follow-up
meetings
Problem-solving Information
Skills Project work searching and processing
Presentation of reports and/or work
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Information searching and processing
Case-based learning
Problem-solving

Game-based learning Challenges
Competencies Inquiry-based learning Research tasks
Report preparation Presentation of

Project work
reports or work

HYBRID MODALITY

Learning . . —
Outcomes Teaching Methodology Training Activities
Presentation sessions Student presentations
. Meetings to resolve doubts  Follow-up
Tutorials .
meetings
Knowledge
Audiovisual-based learning Analysis of audiovisuals
Reading-based learning Reviews / Critical analysis
Problem-solving Information
Project work searching and processing
Presentation of reports and/or work
. Online debates Discussions of
Skills Collaborative work : . ;
practical cases Collective analysis

Information searching and processing
Case-based learning
Problem-solving

Game-based learning Challenges
Competencies Inquiry-based learning Research tasks
Report preparation Presentation of

Project work
reports or work
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Grading system

Continuous assessment

Syllabus

Marketing in digital environments

Grading system Weight

Block 1: Exercises, Problems, Report Preparation, Assignments, 40 %
0

Presentations

Block 2: Participation and Oral Presentations 20 %

Block 3: Final Evaluation Test 40 %

Block 1 will consist of:

e Two individual evaluable activities. 10% each.

e Two group projects or reports. 10% each.
Block 2 will consist of:

e Participation and oral presentations — 20%.
Block 3 will consist of:

e Anexam - 40%.

The final grade for the course will be obtained by weighting the three blocks. The minimum weighted

grade required to pass is 5.0.

If the student fails Block 1 or Block 3 (or both) with a grade lower than 5.0, they may retake that block

or blocks. This grade will average with the other blocks, and the maximum final grade the student can

receive is 5.0.

If the student is unable to attend the initial evaluation, and can provide a justified reason (see regulations

of the University of Lleida), they may take the exam on the date set for recovery.

Students who do not attend evaluative activities with a weight exceeding 50% will receive a general

course grade of “Not presented.”

Alternative Evaluation
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The single evaluation consists of a single exam that accounts for 100% of the course. The exam, and
therefore the course, is passed with a grade of 5 out of 10 in this final test. If a grade lower than 5.0 is

obtained, the student has the right to a recovery exam.

To opt for the single evaluation, it is necessary to send a written request to the coordination during the
first 15 business days of the course. The procedure to follow to opt for this single evaluation is

established in the specific rules of EAE.

Plagiarism is a fraudulent activity that can lead to severe penalties, both academic and legal. Academic
honesty is one of the pillars of the educational commitment of the School, and the members of its
teaching community are especially aware and prepared to detect such actions. Given the difficulty often
involved in conceptualizing plagiarism, it has been deemed appropriate to clearly define its content and

scope in these regulations and policies.

Plagiarism is understood as the appropriation of works or other people's work by passing them off as
one’s own; that is, without explicitly crediting their origin. Plagiarism can consist of the unauthorized total
or partial copying of someone else's work, or presenting the copy as an original work, impersonating the
true author. Some examples of plagiarism are:

e Submitting someone else's work as if it were your own, regardless of whether the copy is total
or partial.

e Paraphrasing atext by rephrasing it with other words, but making small changes in the language
to disguise it and without citing sources.

e Buying or obtaining a work and presenting it as one's own.

e Relying on an idea or phrase from another person to write a new paper without citing the author
of the work.

As established in Article 10 of the Academic Code of Conduct for Students at EAE Barcelona, without
prejudice to the academic sanctions resulting from its application, the Academic Commission will
promote the legal actions that correspond in case plagiarism could violate applicable regulations

regarding intellectual property.
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Think  with  Google - Discover Marketing Research & Digital Trends

https://www.thinkwithgoogle.com/
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