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Catalog descriptions

BA 351: The course focuses on important concepts and best practices in the use of digital marketing tools
and techniques relevant to a business. It introduces students to various online marketing channels
including search engine optimization (SEO), search engine marketing (SEM), mobile marketing, email
marketing, and social media marketing. (3 units) Prerequisites: BA 304, BA 350

BA 263: The course focuses on important concepts and best practices in the use of digital marketing tools
and techniques relevant to a business. It introduces students to various online marketing channels
including search engine optimization (SEO), search engine marketing (SEM), mobile marketing, email
marketing, and social media marketing. (3 units) Prerequisites: BA 150 and CS 10. Level: Developing

(D)

Course Overview

Digital marketing has changed more in the last three years than in the previous ten. Al now sits between
customers and brands: search engines answer questions directly, assistants recommend products, and
platforms automate most campaign mechanics. At the same time, privacy regulation and the loss of
tracking signals have made first-party data and measurement discipline the hard part of the job. These
changes are not tactical; they require a fundamental re-evaluation of marketing strategy.

In this course we will build a working knowledge of the challenges and opportunities the current digital
environment presents to companies, and acquire practical skills in planning, launching, measuring, and
optimizing online marketing campaigns, including the responsible use of Al tools across that workflow.
Every tactical session follows the same pattern: draft with Al, critique it, fix it.

Course Learning QOutcomes



Upon completion of the course students will be able to:

Formulate a data-driven digital marketing strategy.

Identify channels suitable for a company’s marketing objectives.

Track campaign performance using appropriately selected KPIs.

Create paid search, paid social, content, and email marketing campaigns.
Optimize digital marketing campaigns through A/B testing.
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Apply generative Al tools to marketing tasks critically and transparently, evaluating output
quality, accuracy, and brand fit.

Assessment activities: course project (all outcomes); final campaign audit (outcomes 3, 5, 6). BA 263
(Developing level) is assessed against the same outcomes with level-appropriate expectations, reflected in
the differentiated project rubric.

Procedures and methodology

Lecture method is combined with in-class discussions, home assignments, weekly Al workshops, and
course project work. Core concepts from the textbook and supplementary sources are applied to real
situations during class. This class is practical: live demonstrations in ad platforms, analytics, email tools,
and Al assistants are essential. Have a laptop and a second screen (or phone) available during every Zoom
session.

Zoom Class Rules

«  All sessions meet in the Zoom room listed above. Join by 9:00 AM with your full name
displayed.

+ Camera on during attendance checks, discussions, workshops, and the midterm. Microphone
muted unless speaking.

+ Attendance is required and is taken at a time chosen by the instructor. Workshops are done live
and cannot be made up from a recording.

» Recordings, when made, are for enrolled students only and may not be shared.

Use of Artificial Intelligence

Generative Al tools (ChatGPT, Claude, Gemini, Copilot, image and video generators, and Al features
built into marketing platforms) are part of the professional digital marketing toolkit. You are permitted to
use them in this course, including on assignments, workshops, the course project, and the final campaign
audit, under the following conditions:

1. Disclosure is required. Every submission must end with an Al Use Statement identifying which
tools were used and for what (brainstorming, drafting copy, generating images, analyzing data,
editing). Submissions that did not use Al should say so. Failure to disclose Al use is an academic
integrity violation and results in an F for the assignment.

2. You are responsible for the work. Al output may be wrong, fabricated, outdated, or generic.
Verify facts, sources, and figures. You must be able to explain and defend anything you submit.
“The Al said so” is not a defense.

3. The midterm is Al-free. It is taken live on Zoom with camera on. The final campaign audit is
take-home and Al is permitted with disclosure.

4. Read each assignment. Some require Al use; a few prohibit it. The default is “permitted with
disclosure.”

5. Do not enter confidential information about your project company (non-public data, customer
records) into public Al tools.



Using Al well is a skill this course assesses. Submissions that are clearly unedited Al output will be
graded on their merits, which are usually low.

Class Rules
1. Class attendance is required.
2. Students are required to arrive to class on time.
3. Submissions are accepted via Canvas only (lincolnuca.instructure.com). No email submissions.
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All exams, assignments, workshops, and project deliverables must be submitted on time. Late
submissions lose 10% per day, up to 3 days; after that, zero.

5. Detected cheating or plagiarism, including undisclosed Al use, will result in “F” for the
assignment.

Al Workshops

Eight tactical sessions (weeks 4—6 and 8—12) include a live workshop: you generate a first draft with an
Al tool, critique it against what you learned in class, and produce a corrected version. Each workshop is
submitted on Canvas by the following Wednesday and graded out of 5 points (Homework category). The
rubric rewards the quality of the critique and the fix, not the Al draft.

Course Project

Individually, you will prepare a digital marketing strategy for an existing company of your choice
(approved by the instructor by week 4). Deliverables for both course numbers: company selection (Sep
16), outline (Oct 21), draft presentation (Nov 4), a presentation (Nov 19 or Dec 3), and a written strategy
document (Dec 2). Requirements differ by course number. BA 351: full document (12—-20 pages, eight
sections) including a channel plan, a campaign built in a real platform (built and documented, not
launched), a measurement plan with KPIs and a dashboard, and an A/B test design with sample-size math;
12-minute presentation. BA 263: reduced document (8—12 pages, six sections) with a metrics table instead
of a dashboard, a guided campaign template, and a simplified test plan; 8—10 minute presentation.
Milestones, due dates, and point values are identical. Full requirements and rubrics are on Canvas.

Exams
Midterm (Oct 8): case study, taken live on Zoom during the class slot, Al-free, camera on. Covers weeks
1-6.

Final Campaign Audit (Dec 7-10): replaces a traditional final exam. You receive an anonymized Google
Ads account export and supporting files and have until Thursday Dec 10, 11:59 PM, to produce a written
audit: diagnosis, prioritized recommendations, and a re-allocated budget. Al tools are permitted with
disclosure. Details on Canvas.

Assessment Criteria

All assignments, workshops, projects, and exams are evaluated using the indicated system:

94-100 A 73-76 C
90-93 A- 70-72 C-
87-89 B+ 67-69 D+
83-86 B 60-66 D
80-82 B- 0-59 F
77-79 C+




Weights

Homework (assignments + Al 15%
workshops)

Course project 25%
Midterm exam 25%
Final campaign audit 35%

Course Outline

Dates follow the Fall 2026 academic calendar (classes begin Aug 24; Labor Day Sep 7, Thanksgiving
Nov 26). Due dates in parentheses are Wednesdays, 11:59 PM Pacific. Schedule is tentative.

Date Topic Textbook Due

Aug 27 Introducing digital marketing. The 2026 Ch. 1
landscape: Al-mediated discovery, privacy,
platforms

Sep 3 Online marketplace analysis. Customer Ch. 2 Al discussion (Sep 2)
journey, zero-click search, Al-mediated
discovery

Sep 10 Digital macro-environment. Privacy as Ch. 3 A2 Porter’s five forces (Sep 9)
strategy: CCPA/CPRA, consent, first-party
data

Sep 17 Digital marketing strategy. AI Workshop 1 Ch. 4 A3 discussion; project company

selection (Sep 16)

Sep 24 Social, creator, and short-form video Ch. 6, A4 objectives; WS1 (Sep 23)
marketing. AT Workshop 2 handouts

Oct 1 Search in 2026: SEO, generative engine Handouts WS2 (Sep 30). Midterm review
optimization, paid search. AI Workshop 3

Oct 8 Midterm Exam (live on Zoom, case study, Al- WS3 (Oct 7)
free)

Oct 15 Content marketing. Generative Al in the Handouts
content workflow. Al Workshop 4

Oct 22 Owned channels: email, SMS, automation as Handouts Project outline; WS4 (Oct 21)
the first-party data play. AI Workshop 5

Oct 29 Measurement: GA4, server-side tracking, Handouts WSS5 (Oct 28)
consent mode, attribution under signal loss. Al
Workshop 6

Nov 5 Campaign planning and budgeting. Paid Ch. 8 Project draft presentation; WS6
search/social lab. AT Workshop 7 (Nov 4)

Nov 12 Testing and experimentation. Al Workshop 8 Ch. 10 WS7 (Nov 11)

Nov 19 Course project presentations (A) WSS (Nov 18)

Nov 26 Thanksgiving — no class

Dec 3 Course project presentations (B) Final strategy document (Dec 2)




Date

Topic

Textbook

Due

Dec 7-10

Final Campaign Audit: take-home, released
Mon Dec 7 9:00 AM, due Thu Dec 10 11:59
PM

Final audit (Dec 10)




