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Designing an Assessment Strategy for a Digital Marketing Leadership Course: Balancing Creativity, Analytics, and Inclusive Practice
1 Overview and Background of the Proposed Curriculum
Successful digital marketing relies heavily on creativity, especially when it comes to storytelling, creating campaigns, and brand positioning. However, conventional evaluation methods limit subjective and open-ended creative thinking. According to Robinson (2011), the education system has always prioritised standardisation and conformity over fostering students’ creative potential. Therefore, a digital advertising leadership course in which project-based assignments enable students to produce convincingly presented unique ideas should be created. For example, creating a client pitch, a digital marketing campaign or a content marketing plan are ideas of projects which necessitate creativity and innovation. This Digital Marketing Leadership program is intended for post-16 learners in Wales, specifically for university students in their first year. Throughout my teaching experience at UWTSD, I observed that first year students have a need for digital literacy. It is intended that sessions will be provided once a week, in-person or online, for 90 minutes each, and will involve additional independent study. Further support will occur via tutorials or remotely using platforms such as Microsoft Teams. The course will be taught by qualified teachers, who will guide students through a variety of innovative, analytical and ethical problems set in real-life scenarios. There is a need to introduce such a curriculum as universities are not offering a course for the said purpose, leaving a gap for those learners who are interested in using digital tools for marketing.
Within digital marketing, analytics is now a fundamental marketing ability rather than a specialised one, according to Chaffey and Ellis-Chadwick (2019). For leaders in digital marketing, analytical ability has become just as important as inventiveness. With so many online resources and applications available, leaders need to analyse data on consumer behaviour, evaluate the success of campaigns, and make strategic decisions based on data. As such, assessments will include analysing data dashboards, creating performance indicators for marketing campaigns, or running web analytics reports. These will equip students with the analytical skills needed for effective marketing in future careers.
Biggs and Tang's (2011) constructive alignment framework provides the foundation for a successful assessment design. This is where clear learning objectives outline expected outcomes which must be achieved upon assessment. This will involve creating tests for the leadership course in digital marketing that focuses on abilities including teamwork, leadership, problem-solving, and critical thinking. Learners can exhibit these competencies through activity-based assessment techniques such as client-based projects, strategic modelling, and e-portfolio submissions. According to Gulikers, Bastiaens, and Kirschner (2004), genuine evaluations encourage deeper learning by having students complete tasks that are similar to those used in the workplace.
The principle of inclusion is equally important in the design of the assessment. According to Hockings (2010), inclusive assessment procedures need to go beyond one-size-fits-all approaches and provide flexibility and scaffolding to ensure that every student can succeed. Reflective evaluations, such peer reviews or leadership development journals, encourage students to examine their leadership style and personal development. Nicol and Macfarlane-Dick (2006) highlight the importance of self-regulated learning and formative feedback, arguing that strengthened feedback can greatly raise student motivation and performance. The curriculum promotes inclusiveness by including flexible assessment techniques like as campaign tasks, reflection journals, and evaluations by peers, which enable students to demonstrate their talents in a variety of ways. Formative assessments and self-assessment procedures help to meet a variety of learning demands while also boosting one's development and motivation. These inclusive approaches recognise individual differences and ensure that all learners have equal opportunities to achieve, in line with the concepts outlined by studies referenced above.

2 Importance of the Proposed Curriculum
2.1 Relevance to Employment and Industry Trends

Positions like a Search Engine Optimisation (SEO) expert, media analyst, and digital campaign researcher are becoming typical in one of the fastest-growing industries in the world: digital marketing. The incorporation of this topic in the post-16 curriculum promotes early career preparedness, which is a growing priority for first year students. For instance, a course in email marketing automation with tools like HubSpot or Mailchimp equips students for quick entry into marketing positions. Early exposure is crucial for employability in both the public and commercial sectors. The World Economic Forum state that 90% of jobs in 2030 will require competency in digital technology (Marr, 2023).
2.2 Development of Entrepreneurial Skills

In the age of technology, students after the age of sixteen are increasingly pursuing freelance jobs, for instance on sites like Instagram or Etsy. This requires students to manage digital advertising budgets, establish online shopfronts, and develop and promote personal brands, which a digital marketing curriculum can aid. Launching a simple Google Ads campaign or managing a Shopify business simulation are examples of practical lessons. 
2.3 Encouraging Digital Literacy

A digital marketing curriculum will enable students to enhance their understanding of data ethics, media bias, and algorithms. Students will critically examine data privacy issues, for example, by learning how Facebook's targeting of ads operates. In an era of disinformation, the research conducted by Livingstone et al. (2019) emphasises the necessity for the youth to decipher digital impact.
2.4 Encouragement of Inclusive Discussion

In this educational program, inclusive interaction is a core ability that is acquired through practical tasks such as making multilingual social networking posts, creating accessible online content with alt text and proper colour contrast, and analysing campaign representation. These exercises teach students the value of ethical and successful communication with varied audiences. Campaigns such as Dove's "Real Beauty" are cited as examples to demonstrate how inclusive language promotes greater participation and brand trust. Clark et al. (2022) found that interacting with multicultural advertising increases learners' empathy and cultural awareness.
2.5 Improving Teamwork and Project-Based Education

The collaborative nature of digital marketing means positions like strategists, designers, and analysts are necessary. The curriculum aims to develop students’ interaction and project management abilities, through activities such as co-managing a simulated product launch, which instils cooperation. Technologies like Trello, Google Analytics, and Canva mirror real-world practices. The Digital Marketing Leadership program incorporates project-based learning, such as campaign planning and analytics reporting, to increase student engagement through real-world work, which is consistent with findings from the Education Endowment Foundation (2020) and Race (2015). Universal Design for Learning (UDL) values have been incorporated through the use of readily available digital tools such as Canva and Google Analytics, inclusive tasks that address broad student requirements and versatile evaluations such as reflective journals and digital media proposals (Hall, Strangman, & Meyer, 2003).
2.6 Promoting Digital Wellbeing and Mental Health

Digital wellbeing is just as vital as being digitally fluent. The curriculum can incorporate lessons on screen time management, handling online criticism, and upholding brand integrity and identity. Students can use podcasting or personal blog writing to reflect on the pressures of social media.
2.7 Complementing National Priorities in Education

The digital transformation of education is becoming more and more important to governments. Digital tool integration at all learning levels is encouraged by the UK's Digital Strategy for Education and Skills (Department for Education, 2022). Universities can support these goals by including digital marketing as an elective or core topic. The T Level in Electronic Production, which includes marketing analytics modules, is a pertinent example.
2.8 Cognitive and Intellectual Skills Development

The Digital Marketing Leadership program promotes analytical thinking, problem-solving, and evaluative judgment through genuine, industry-relevant evaluations including the Campaign Assessment Project, Data Analysis Report, and Leadership Journal (Gulikers, Bastiaens, & Kirschner, 2004). For example, in Weeks 11-13, students use Google Analytics to assess real marketing data, honing their data-driven decision-making abilities (Chaffey and Ellis-Chadwick, 2019). Concerns regarding ethics in digital marketing are rigorously investigated in Weeks 14-15, using case studies and books such as Algorithms of Oppression (Noble, 2018), which promote digital accountability. During Weeks 22-26, students use strategic case analysis to incorporate finance, content development, and audience targeting. Reflection tasks in the Leadership Journal promote consciousness and leadership growth (Nicol and Macfarlane-Dick, 2006; Bolton and Delderfield, 2018).



3 Rationale for the curriculum
This digital marketing leadership curriculum is designed for the core purpose of equipping students with the specific skills needed in the workplace, focusing on digital literacy related to marketing. 
For a generation navigating a more digital and decentralised economy, there is a need to foster multidisciplinary abilities, ethical awareness, and future professional preparation, which justifies the digital marketing leadership curriculum. In contrast to traditional vocational courses, this curriculum combines technical and strategic learning with the development of social skills required in the workplace. In a time where decentralised networks (like Web3), augmented reality, and most significantly artificial intelligence are changing how people connect with brands, students need to be able to adapt quickly. Post-16 students will benefit from a curriculum that offers leadership techniques for adjusting to undeveloped future platforms, in addition to current platform-specific tools like Meta Ads Manager or TikTok Creator Marketplace. It is vital to develop adaptability skills in students because, as seen with the technological usage during COVID-19, digital surroundings are developing quicker than teaching can catch up.
Furthermore, digital marketing is becoming more than simply a business function; it is essential to campaigning, community development, and social influence. A curriculum that incorporates modules on social entrepreneurship, public interest campaigns, or popular digital mobilisation can produce responsible leaders who know how use digital campaigns for both non-profit and profit-making objectives (Jenkins et al., 2016).
Another justification for establishing such a curriculum is the chance to educate students about platform governance and algorithms. Opinions and decisions of young people are influenced by the hidden algorithms they encounter on a regular basis. They can understand how these influences are organised by learning about ad auction structures, recommendation engines, and search rankings. These subjects, typically confined to media studies or computer science, might be framed within a marketing framework to illustrate practical uses (Noble, 2018).
This curriculum will prepare students for distributed leadership in organisations which would also benefit in fields such as freelance and creator economies. Modern marketing teams are leaner and project-based, where decision making is spread out, rather than in traditional hierarchical corporate organisations. This curriculum aims to provide students with collective decision-making abilities. Real-world team dynamics are simulated by teaching students how to use collaborative planning software and organise digital projects asynchronously using platforms like Slack or Notion (Tapscott and Williams, 2010).
Lastly, this curriculum's justification addresses the UK's widening digital skills gap, which aligns with national policies and worker demands. The Department for Science, Innovation, and Technology (2023) reports that digital competency is required for 90% of job openings within 20 years. Early incorporation of analytical skills, content production, and moral awareness into education is emphasised by the British Digital Skills Partnership. By incorporating resources like Canva and Google Analytics into real-world tests, this curriculum satisfies those goals and endorses the DCMS Digital Strategy (2022).


4 Delivery Plan of Curriculum and Logistics
This curriculum for Digital Marketing Leadership is intended to be taught via a blended learning approach that combines online classes, in-person instruction, and self-directed study. Although this curriculum is intended for first year university students, future prospects may see the curriculum to be integrated into an existing award for post 16 students, such as the Welsh Baccalaureate, BTEC Business, or Media. It can also be modified into a 12-week intense program perfect for sixth-form extension or adult study.
Sessions for this curriculum will last 90 minutes twice a week and include an extra online session or independent, industry focused project-based research assignment. 
This curriculum will require fundamental resources such as internet-connected laptops or PCs, digital design programs like Canva, Google Analytics and Meta Business Suite, and teaching aids like Microsoft Teams or Google Classroom. When feasible, students will also benefit from marketing simulation programs like Simbound or Stukent, offering practical planning and execution experiences in a risk-free setting. This course will be taught by a certified instructor with industry experience, supported by digital mentors or guest lecturers from Welsh marketing and technology sectors.
4.1 Target Audience
This course is designed for UWTSD first year (level 4) students studying BA in Leadership and Management, although as discussed above, post-16 students in Wales, including A-level, vocational, or Welsh Baccalaureate participants can also benefit.
4.2 Class Experience
Instruction will occur through digital classrooms with reliable internet and resources, upon which delivery is dependent. Fully online delivery is an option for remote or flexible learners. In-person classes focus on creativity and teamwork through peer critiques, and teacher guided practice with digital tools. Typical classes will involve exploring industry case studies and group projects like creating Instagram campaigns or influencer marketing evaluations. Students will collaborate to build digital content including analytics reports, blogs, videos, and brand mock-ups.
4.3 Learner Engagement
The curriculum will use techniques such as guest speakers, project-based simulations, gamified learning and real-life examples to increase engagement and participation, as students will be drawn towards the realistic and practical elements of digital marketing. Students explore personal branding via YouTube channels, blogs, or digital resumes, creating ads mindful of accessibility, language diversity (including Welsh), and representation, aligning with Gregson (2020). Optional field trips to digital agencies or industries will offer additional real-world context. Creativity, analytics, and ethical leadership will be integrated throughout.
4.4 Practical Skills
The curriculum scaffolds hands-on experiences reflecting industry practices. Early weeks of the course cover fundamentals like SMART goals and platform audits, and later tasks include full marketing initiatives, data analysis, and strategic presentations (Biggs and Tang, 2011). Tools like Google Analytics and Simbound provide real-time data and simulation of competitive advertising, enhancing engagement and decision-making skills (Clark and Brennan, 2018). Canva supports creative content production. Assessment aligns with learning objectives, evaluating the practical skills of strategy, creativity, ethics, and data insights. Peer review will develop communication, evaluation and analysis skills. Mastery is shown when students analyse data, illustrate insights in Canva, and suggest campaign improvements, exemplified in the Analytics Report (30%) and Campaign Project (40%).
5 Professional Standards/Benchmarking statements
5.1 Alignment with Professional Bodies and Industry Competencies
The Digital Marketing Leadership curriculum is tightly connected with established industry norms and professional competencies. It meets the key criteria established by the Chartered Institute of Marketing (CIM, 2021), the Data & Marketing Association (DMA, 2024), and the UK Quality Code for Higher Education (QAA, 2023). The above structures ensure that the programme provides learners with the applicable expertise, awareness of ethics, and effective digital marketing abilities required in today's professional situations.
The CIM's Professional Marketing Competencies emphasise leadership, consumer understanding, and the use of digital tools—competencies that are woven throughout the program. Students will gain skills in content generation, Key Performance Indicators (KPI) analysis, and cross-platform campaign design by utilising real-world tools such as Canva and Google Analytics. This applied, industry-driven orientation is reflected in learning goals such as "analyse and improve campaign performance using data" and "create inclusive, accessible digital content" (Clark et al., 2022).
The curriculum also follows the DMA's Code and Ethical Standards, that emphasise responsible marketing, customer reverence, and data protection. Compliance with GDPR, ethical utilisation of data, and inclusive communication modules help students comprehend both the technical and moral aspects of their prospective roles (DMA, 2024). This emphasis on openness and moral accountability in campaign planning teaches students how to operate with dignity in a constantly regulated digital context.
5.2 National Frameworks and Academic Benchmarks
This curriculum is created in compliance alongside the UK Quality Code for Higher Education (QAA, 2023), that encourages constructive alignment of learning outcomes, teaching methodologies, and assessment. The curriculum follows Biggs and Tang's (2011) methodology to guarantee that every learning goal is explicitly reinforced through suitable and inclusive assessment techniques. The Campaign Project, Analytics Report, and Leadership Journal are examples of authentic, project-based assessments that meet standard requirements for academic rigour and real-world applicability (Gulikers, Bastiaens, and Kirschner, 2004).
Furthermore, the curriculum incorporates Universal Design for Learning (UDL) principles by utilising inclusive platforms, customisable tasks, and scaffolding to meet the requirements of diverse learners (Hall, Strangman, and Meyer, 2003). This ensures that national curriculum priorities are aligned with the Welsh Government's digital skills and inclusion strategies (Department for Science, Innovation, and Technology, 2023).
5.3 Supporting Lifelong Learning and Employability.
The curriculum prepares students for changing career needs in digital marketing and leadership by emphasising both technical and transferable abilities. Learners develop logical and moral reasoning, innovative thinking, and digital proficiency through organised, industry-simulated tasks. The curriculum also promotes personal and professional development through reflective tasks like the Leadership Journal, which are guided by self-regulated learning and formative assessment concepts (Nicol and Macfarlane-Dick, 2006; Bolton and Delderfield, 2018).



6 Curriculum Aims, Learning Objectives and Intended Learning Outcomes
6.1 Aims
· Gain expertise in digital marketing tactics and tools.
· Promote ethical consciousness, inventiveness, and leadership.
· Develop the abilities for campaign evaluation and data analysis.
· Encourage responsible and inclusive online communication.
· Get students ready for the workforce, further study, or starting their own business.
6.2 Learning Objectives
Students will achieve these aims by:
· Describing the main ideas and tools of digital marketing.
· Utilizing online resources to oversee a digital campaign initiative.
· Using data analysis to inform marketing choices.
· Using accessible and inclusive design in their campaigns.
· Considering the moral responsibilities of internet marketers.
· Making a portfolio to display their digital work.
6.3 Intended Learning Outcomes (ILOs)
Students will be able to:
Knowledge
· Explain the ways in which digital marketing functions in both business and society.
Mental Abilities
· Analyse and enhance campaign performance with data.
· Consider marketing tactics and ethics critically.
Useful Skills
· Create digital material for a variety of platforms.
· Use common marketing software to oversee campaigns.
Individual Capabilities
· Demonstrate self-control and time management.
· Work well together in a variety of teams.


7 Curriculum: Digital Marketing Leadership Course
Subtitle: Balancing Creativity, Analytics, and Inclusive Practice
Duration: 36 Weeks (1.5 hours/week)
Mode: Blended learning (in-person/online sessions + independent project work)
7.1 Road map for the course (36 Weeks)
7.1.1 Getting Started (Week: 1–10)
Week 1: Introduction and Curriculum Overview Activities: course summary, icebreaker activities, goal setting for individual learning Assignment: Send in your personal learning objectives. 
Week 2: What Are Leadership and Digital Marketing? Activities: guest speaker, group discussion of actual situations. 
Assignment: Complete a self-assessment test on leadership.
Week 3: Comprehending Different Leadership Styles
Activities: quiz and role-playing several leadership philosophies. Task: Compose a journal entry discussing your approach to leadership. 
Week 4: Collaborating with Others
 Activities: Group conversations and team games
Task: Provide and accept peer evaluations on collaboration
Week 5: Developing Creativity-Encouraging Assessments Activities: Study Bloom's Taxonomy and organise imaginative exercises Assignment: Send in a preliminary assessment concept.
Week 6: Campaign Writing in Brief 
Activities: Work in groups to plan a marketing project. Assignment: Send in your proposed campaign.

Week 7: Establishing SMART Objectives Activities: Writing workshop to create attainable goals Task: Complete your campaign objectives.

Week 8: Examining Online Resources (Part 1) Activities: Using Canva, Instagram, and Meta tools firsthand 
Task: Turn in a platform audit.

Week 9: Examining Online resources (Part 2) 
Activities: Use the tools to create content. 
Assignment: Get input on your design from peers. 

Week 10: Making Assessments with Greater Inclusivity 
Activities: Study UDL and various learner needs
 Assignment: Provide a plan of inclusive activities.
7.1.2 Ethics, Assessment, and Data Analysis (Weeks 11–20)
[bookmark: _Hlk198043105]Week 11: Making Decisions Based on Data Activities: Get comfortable making decisions with fictitious facts. Assignment: Complete analytics and data quiz
Week 12: Understanding KPIs along with Metrics
Activities: Examine Google Analytics
Assignment: Examine a sample of campaign data
Week 13: Evaluating Activities for Data Interpretation 				
Activity: Create a grading system for students' data explanations. Assignment: Turn in a preliminary rubric
Week 14: Digital Marketing Ethics Activities: Talk about online integrity and influencer behaviour. Task: Write a brief essay for reflection.
Week 15: Privacy and Data Use
Activity: Study GDPR and data security               
Assignment: Complete an ethical data usage quiz.
Week 16: Formulating Ethical Evaluations
Activities: Talk about using fair grading and rubrics. 
Task: Provide a peer with your ethics-based rubric. 
Week 17: Project Budgeting
Activities: Get experience allocating funds in group projects. 
Assignment: Turn in your mock budget. 
Week 18: Taking Charge of Roles and Resources in a fair manner Activities: Discuss equitable task distribution in a team. 
Assignment: Outline your resource plan. 
Week 19: Mid-Year Check In
Activity: Discuss progress with your tutor 
Assignment: Turn in your learning portfolio thus far 
Week 20: Handling the Group Conflict
Activities: Role-playing conflict resolution
Task: Complete a team observation checklist
7.1.3 Growth in Leadership and Creative Assessment (Weeks 21–30)
Week 21: Modifying Your Approach to Leadership 
Activities: Reflect on your teamwork and leadership style.                                                  Task: Describe your leadership style in your journal.
Week 22: Campaign Storytelling
 Activities: Make a marketing campaign storyboard.                              Task: Turn in your storyboard.
Week 23: Investigate various media formats 
Activities: research use of blogs, audio, and video 
Assignment: Turn in a practice audio or video assignment.
Week 24: Making Digital Content Inclusive 
Activities: Learning Study design and accessibility tools 
Task: Produce a checklist for accessibility
Week 25: Promoting Diverse Linguistic and Cultural Practices Activities: Modify an assignment to help learners of other Languages. Task: Draft a plan for cultural inclusion
Week 26: Digital Work Grading
Activities: Create innovative work grading rubrics. 
Task: Provide feedback and exchange rubrics

Week 27: Peer Review practice.
Activities: Get comfortable making constructive and encouraging remarks. Task: Compose a critique for a fellow student.

Week 28: Assessing the Learning 
Activities: Workshop on Journal Writing 
Task: Turn in a preliminary reflection rubric. 

Week 29: Innovative Concepts for Assessment Activities: Experiment with novel methods of assessing learning 
Assignment: evaluate the novel methods. 

Week 30: Work on the Campaign Project (Part 1)
Activities: Concentration time for self-directed work Assignment: Send in your work for tutor evaluation.
7.1.4 Final Projects and Reflection (Weeks 31–36)
Week 31: Work on the Campaign Project (Part 2) 
Activities: Group assistance and peer review                       Task: Showcase your campaign prototype.

Week 32: Producing an Analytics Summary 
Activities: Use tools to display data in an easy-to-understand manner. Assignment: Turn in a preliminary version of your report.

Week 33: Concluding Your Journal on Leadership
 Tasks: Examine and enhance your journal 
Assignment: Send in a single, comprehensive entry.

Week 34: Concluding Presentations for the Campaign Activities: Tell the class about your campaign.
Assignment: Final presentation (either live or recorded).

Week 35: Outlining Your Data Results Activities: Describe the significance of your campaign's outcomes. Task: Turn in the completed analytics report.

Week 36: Concluding Thoughts and Course Assessment Activities: Feedback and group discussion                       
 Task: submission of completed portfolio.


8 Assessment Overview
8.1 Formative Assessment
· Weekly diary entries
· discussion topics and peer evaluations
· brief tests and worksheets
· frequent check-ins with tutors
[bookmark: _Hlk198566898]8.2 Summative Assessment
· Campaign Project (40%) – Generate and track a digital marketing campaign
· Analytics Report (30%) – Describe the data and outcomes of your campaign
· Leadership Journal (30%) – Reflect on your leadership journey
[bookmark: _Hlk198574169]8.3 Assessment Strategy Description
The Digital Marketing Leadership curriculum's assessment approach combines formative and summative techniques to guarantee industry alignment, skill growth, and reflection. Although formative evaluations are not assessed, they serve as crucial benchmarks for students to evaluate their progress, spot gaps, and get immediate tutor feedback. Examples of these are weekly leadership journal entries, peer comments on design work, and brief quizzes. By giving students the chance to test concepts, assess criticism, and edit their work considering new information learnt throughout the semester, these reflections help them prepare for summative assignments like the Campaign Project (40%) and Analytics Report (30%) (Nicol and Macfarlane-Dick, 2006).
The assessment tasks and the desired learning goals are constructively matched. For example, the Analytics Report satisfies the goal "Analyse and enhance campaign performance with data" by having students assess KPIs and recommend changes to their plan using Google Analytics and visualisation tools such as Canva. To encourage students to gain knowledge through active, contextualised work, the constructivist foundation is visible in the use of client-based projects and simulated campaigns utilising Simbound (Gulikers, Bastiaens, and Kirschner, 2004).
Detailed rubrics that specify expectations for innovation, approach, understanding of data, inclusion, and ethical awareness are used to explain grading standards in advance. During feedback weeks, these rubrics will be partially created in collaboration with students, giving them the ability to comprehend what quality is and how to evaluate themselves. For instance, a campaign at the "distinction" level needs to demonstrate audience knowledge, consistency across platforms, and evidence-based decision-making.
to promote student-teacher interaction, feedback will be given both orally (during class) and digitally (via Google Classroom comments and track modifications). A developmental paradigm of evaluation is reinforced by the Leadership Journal (30%), which is evaluated holistically and values development in peer collaboration, leadership reflection, and personal insight.
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10 Appendices
Detailed lesson plans for weeks 8 and 14
10.1 Week 8 Lesson Plan
[image: ]
Lesson Plan
	Topic: Examining Online Resources (Part 1)
	Class: Digital Marketing Leadership Curriculum – Week 8


	Date: TBC

	Length of lesson: 1.5 hours (in-person) + 1 hour (online task)
	Number of students: 12–15

	Resources required:
·  Laptops with internet
· Canva, Instagram, Meta Business Suite accounts
· Projector/smartboard
· Google Classroom

	Aim of Lesson
To introduce students to the practical functions and usability of major digital marketing platforms including Canva, Instagram, and Meta Business Suite.


	Learning Outcomes – The Learners Should Be Able To:
· Identify and navigate features of Canva, Instagram, and Meta Business Suite.
· Conduct a platform audit evaluating functionality and usability.
· Apply basic design elements in creating social media content.




	Previous student knowledge required for the session:	
 Basic understanding of digital tools and resources used for digital marketing 

	Anticipated difficulties (if applicable):
Students may have varying familiarity with digital tools. Some may lack confidence in critiquing platforms critically. Support will be provided through step-by-step demonstration and peer help.


	Professional Standards (where are these being met within the session)
Students will demonstrate digital competency and collaborative feedback in line with industry expectations.



Lesson Detail:
	
Stage
	
Focus
	
Strategy
	
Time


	Introduction



Development


Development



Development




Plenary

		Greetings-Icebreaker activity and quick quiz on platform use



	




Canva introduction (Basics of Canva)

Meta Business Suite



Independent task



Peer feedback and Q&A
	
	


Quick poll: “Which platform do you use most?” followed by discussion


Live screen share showing how to create a basic branded post. This will be followed by any questions the students may have
Students explore post scheduling and ad overview features. Also, students will explore the various options for digital ad revenue and policy

Create an Instagram post for a fictional brand


Audit form (Activity Sheet). This form will test their learning from the class as well as comparing the various tools according to need in marketing.
	0–15 min


15–35 min

35–55 min

55–70 min


70–90 min


	Assessment Strategies: when and how are they included within the lesson?
Formative assessment through audit submission and peer review ensures engagement and reflective learning. Tutor feedback will guide further development.



	Informal reflection (to be completed after the session)






10.2 Week 14 Lesson Plan
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Lesson Plan
	Topic: Digital Marketing Ethics
	Class: Digital Marketing Leadership Curriculum – Week 14

	Date: 

	Length of lesson: 2.5 hours total (1.5-hour live session + 1-hour independent work)
	Number of students: 12-15

	Resources required: 
· Zoom or MS Teams
· Padlet for live debate notes
· Excerpts from Noble (2018), “Algorithms of Oppression”
· Google Docs for reflective writing

	Aim of Lesson
To develop ethical awareness in digital marketing, focusing on issues such as data use, influencer transparency, and algorithmic bias.

	Learning Outcomes – The Learners Should Be Able To:
Explain ethical challenges in digital marketing.
Reflect critically on ethical dilemmas using real-world examples.
Apply ethical thinking to digital content creation.                                                                                                           

	Previous student knowledge required for the session:	
 General knowledge of digital platforms and content marketing.

	Anticipated difficulties (if applicable):
Some students may struggle with abstract ethical concepts. Case studies and relatable examples will help scaffold learning.

	Professional Standards (where are these being met within the session)
Ethical and responsible use of technology and content in line with industry codes of conduct.



Lesson Detail:
	
Stage 
	
Focus
	
Strategy 
	
Time 


	Introduction





Development 





Development







Plenary




		Greetings- Quick quiz on “Ethical awareness”



	





	Case study analysis



	







Activity Sheet







	


Ethics clarification and wrap

	
	


Discussing “The need of ethical awareness in digital marketing”. Read and present a news article on digital ethics using internet


Group discussion on influencer controversies (e.g. Fyre Festival) and the role of influencers in retaining ethics in the digital world. Question to be focused is: Why is it important and how can we make it better?	

Reflection Essay/Self-Assessment. This Reflection will be used as a tool for students to write out their idea regarding the “ethical responsibilities of digital marketers and influencers in the online space. Why is ethical behaviour important in digital marketing? How can you ensure your own integrity and respect for users while marketing online?”

Padlet discussion, clarify key ethical terms. A short Q/A can be conducted for any questions the students may have regarding the moral responsibilities in digital marketing world.
	0–20 min





20–35 min





35–70 min







70–90 min




	Assessment Strategies: when and how are they included within the lesson?
Formative essay assesses application of theory to personal reflection. Prepares students for the leadership journal (summative).


	Informal reflection (to be completed after the session)




[bookmark: _Hlk198574759]


[bookmark: _Hlk199067871]10.3 Week 8 Digital Marketing Audit
Digital Marketing Platform Audit Form
Business Name: ________________________
Audited By: ____________________________
Date: ___________________________________

Section 1: Canva Audit
	Criteria
	Yes/No
	Notes/Comments

	Brand kit (logo, colours, fonts) is set up
	
	

	Templates are consistent with brand style
	
	

	Content calendar is followed in design
	
	

	Team access & roles are clearly defined
	
	

	Files and folders are well organized
	
	

	Designs are optimized for each platform
	
	



Section 2: Instagram Audit
	Criteria
	Yes/No
	Notes/Comments

	Profile picture, bio, and link are optimized
	
	

	Username and handle are consistent with branding
	
	

	Highlights are organized and branded
	
	

	Regular posting schedule is maintained
	
	

	Posts follow a consistent visual style/theme
	
	

	Engagement rate is tracked (likes/comments/shares)
	
	

	Use of stories, reels, and lives is balanced
	
	

	Hashtag strategy is in place
	
	

	Audience insights are reviewed weekly/monthly
	
	



Section 3: Meta (Facebook / Ads Manager) Audit
	Criteria
	Yes/No
	Notes/Comments

	Facebook page is linked and verified
	
	

	Business Manager access is set up correctly
	
	

	Pixel is installed and tracking events properly
	
	

	Audiences are segmented (retargeting, lookalike, etc.)
	
	

	Ad creatives follow brand consistency
	
	

	Budget is allocated based on clear campaign goals
	
	

	A/B testing is used regularly
	
	

	Analytics (CTR, CPC, ROI) are monitored weekly
	
	

	Conversion tracking is set up
	
	





10.4 Week 14 Reflection Essay/Online integrity
Digital Marketing Ethics & Online Integrity
Reflection & Assessment Worksheet
Name: ____________________
Date: ____________________
Class/Group: ______________
Part 1: Fundamental Assessment – Check Your Understanding
1. Which of the following is an unethical practice in digital marketing?
   a) Transparency in advertising
   b) Collecting user data without consent
   c) Disclosing sponsored content
   d) Providing unsubscribe options in emails
   Answer: ______
2. Why is it important to disclose affiliate links or sponsorships?
   a) To hide business interests
   b) To improve SEO
   c) To maintain trust and transparency
   d) It’s optional and depends on brand choice
   Answer: ______
3. Which of the following represents ethical influencer behavior?
   a) Faking product reviews
   b) Using bots for engagement
   c) Providing honest product opinions
   d) Hiding paid partnerships
   Answer: ______
4. GDPR is mainly concerned with:
   a) Web design
   b) Data protection and privacy
   c) Product branding
   d) SEO marketing
   Answer: ______
5. Clickbait headlines are considered unethical because:
   a) They improve traffic
   b) They often mislead audiences
   c) They promote engagement
   d) They increase ad revenue
   Answer: ______
Part 2: Online Integrity & Influence Behaviour Self-Assessment
Rate your agreement with the following statements. (1 = Strongly Disagree, 5 = Strongly Agree)
	Statement
	1
	2
	3
	4
	5

	I always disclose paid partnerships or sponsorships when posting online.
	
	
	
	
	

	I avoid using misleading or exaggerated claims in my content.
	
	
	
	
	

	I value user privacy and understand basic data protection principles.
	
	
	
	
	

	I consider how my content influences others before publishing it.
	
	
	
	
	

	I believe digital marketing should be truthful and respectful.
	
	
	
	
	


Part 3: Reflection Essay
Reflect on the ethical responsibilities of digital marketers and influencers in the online space. Why is ethical behaviour important in digital marketing? How can you ensure your own integrity and respect for users while marketing online?
Reflection Essay:
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