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Designing an Assessment Strategy for a Digital Marketing Leadership Course: Balancing Creativity, Analytics, and Inclusive Practice
[bookmark: _Toc204375680]1 Overview and Background of the Proposed Curriculum
This Digital Marketing Leadership curriculum is designed as a compulsory module to be taught to second year BA Business and Management students. As part of the 3-year course, it will replace the current Marketing in Practice Module of the UWTSD BA Business Management course, weighing 20 credits. 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. 4-hour sessions will be provided once a week, in-person or online. Further support will occur via tutorials or remotely using platforms such as Microsoft Teams. I and other qualified teachers will deliver the content, which will be a variety of innovative, analytical and ethical problems set in real-life scenarios, theories and frameworks surrounding digital marketing leadership and relevant information within the module. 
[bookmark: _Toc204375681]Class Experience
Instruction will occur through digital classrooms, so requires fundamental resources such as internet-connected laptops or PCs, digital design programs like Canva, and teaching aids like Google Classroom. Students will also benefit from marketing simulation programs like Simbound, offering practical planning and execution experiences in a risk-free setting. 
In-person classes focus on creativity and teamwork through peer critiques, and teacher guided practice with digital tools.  Fully online delivery is an option for remote or flexible learners. 
[bookmark: _Toc204375682]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 leadership. 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 et al. (2020). Creativity, analytics, and ethical leadership will be integrated throughout.
[bookmark: _Toc204375683]Practical Skills
The curriculum aims to reflect industry practices. The module covers fundamentals like SMART goals and platform audits, alongside challenging tasks such as full marketing initiatives, data analysis, and strategic presentations. Tools like Google Analytics provide real-time data and simulation of competitive marketing, 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%).


[bookmark: _Toc204375684]2 Importance of the Proposed Curriculum
2.1 Relevance to Employment and Industry Trends
Digital marketing roles such as Search Engine Optimisation (SEO) expert and digital campaign researcher are in increasing demand. Incorporation of this topic into the post-16 curriculum promotes early career preparedness, which is a growing priority for students. A demo in email marketing automation using tools like HubSpot or Mailchimp equips students for quick entry into marketing positions. The World Economic Forum states that 90% of jobs in 2030 will require competency in digital technology (Marr, 2023). 
2.2 Development of Entrepreneurial Skills
According to Nguyen and Simkin (2021), 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 marketing 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, when driven by leadership, allows students to independently navigate marketing effectively.
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. Students can use digital marketing leadership to ensure the use of ethical campaigns and strategies, as well as optimisation of campaigns.
2.4 Encouragement of Inclusive Discussion
Inclusivity is a core value that is upheld through practical tasks such as creating multilingual social networking posts and accessible online content and analysing campaign representation. These exercises teach students the value of ethical 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 marketing increases learners' empathy and cultural awareness. In terms of leadership, the students will understand how to implement inclusivity and diversity in marketing to meet business goals, through innovation and strategy.
2.5 Improving Teamwork and Project-Based Education
The Digital Marketing Leadership program incorporates project-based learning through campaign planning, analytics reporting and technologies such as Trello, Google Analytics, and Canva. Consistent with findings from the Education Endowment Foundation (2020) and Race (2015), this increases student engagement through real-world work. The QAA (2023) subject benchmark teaching and learning methods have been incorporated, with readily available digital tools and versatile evaluations such as ‘real world’ project assessments.
2.6 Promoting Ethical Considerations
Ethical considerations are vital in digital marketing leadership. The curriculum can educate students about considerations when creating a marketing campaign, ethics within leadership and decision making based on ethical issues. Students can use case studies to identify digital marketing ethics and reflect on their practice. Concerns regarding ethics in digital marketing are rigorously investigated, using case studies and books such as Algorithms of Oppression (Noble, 2018), which promote digital accountability. 
2.7 Complementing National Priorities in Education
The Welsh Government's Digital Skills and Innovation Strategy, and the UK's Digital Strategy for Education and Skills, highlight the importance of embedding digital skills across all levels of education (Welsh Government, 2021; Department for Education, 2022). Universities in Wales can support these initiatives by incorporating aspects of digital marketing leadership into their curricula, such as through modules in the T Level in Electronic Production that focus on marketing analytics. These measures aim to equip students with essential digital competencies.
2.8 Cognitive and Intellectual Skills Development
The Digital Marketing Leadership program promotes analytical thinking, problem-solving, and evaluative judgment through industry-relevant evaluations including the Campaign Assessment Project and Data Analysis Report (Gulikers, Bastiaens, & Kirschner, 2004). For example, students assess real marketing data, honing their data-driven decision-making abilities (Chaffey and Ellis-Chadwick, 2019). Reflection tasks in the Leadership Journal promote consciousness and growth (Nicol and Macfarlane-Dick, 2006; Bolton and Delderfield, 2018).


[bookmark: _Toc204375685]3 Rationale for the curriculum
This digital marketing leadership curriculum is designed for the core purpose of equipping students with advanced digital literacy related to marketing, for business growth and management.
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 must have the ability to adapt quickly. Also, as seen with the technological usage during COVID-19, digital surroundings are developing quicker than teaching can catch up. The Digital Marketing Institute claims formal education at both undergraduate and postgraduate levels are ‘lagging’ behind the quick growth of digital marketing, creating a skills gap (DMI, 2019). As a response, educational institutions in Wales should adopt 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.
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 regularly encountered hidden algorithms. 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 can be used to inform marketing leadership, ensuring business goals are met through synced targeted marketing.
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).
Current modules in undergraduate degrees in Business and Management focus on digital marketing, which progresses in depth across the span of the degree. For example, the UWTSD Business Management degree encompasses Marketing Fundamentals in Year 1 and Marketing in Practice in Year 2. However, while degrees in Wales are teaching digital marketing, there still seems to be a gap in skills when it comes to employability. According to the Microsoft (2020), only 28% of business leaders believe that the education system is providing adequate digital training for students. Careers Wales (2022) state that digital marketing skills are one of the top reported skills issues by the Regional Skills Partnerships during the last two years as of May 2022. This shows the need for an amplified digital marketing module that will equip future employees with the skill of leadership in digital marketing, which is an umbrella for creativity, innovation and optimisation of marketing. If the digital marketing content of the module can be tied to leadership, not only will students understand what digital marketing is and how it can be used, but the ways in which a team functions to set targets, create programmes, track growth, and assess improvements. This engraves leadership into every aspect of marketing, teaching students to use their knowledge of marketing to manage businesses and respond to circumstances. Additionally, it prepares students for the third year, which focuses on leadership, maximising leadership development.



[bookmark: _Toc204375686]5 Professional Standards/Benchmarking statements
[bookmark: _Toc204375687]5.1 Alignment with Professional Bodies and Industry Competencies
This curriculum is created in compliance with the Welsh Government (2023) Professional Standards for FE teachers, WBL practitioners and AL practitioners in Wales, the The Quality Assurance Agency for Higher Education (QAA, 2023) Subject Benchmark Statement for Business and Management, and the Credit and Qualifications Framework Wales (CQFW, 2018) level descriptors.
Professional standards are frameworks used for professionals to align their practice to an established and recognised standard. The Welsh Government (2023) professional standards are essential to promote professionalism of practitioners in Further Education. This digital marketing leadership module aims to be delivered in line with these standards. The Professional Standards for Wales are expressed as personal commitments (Welsh Government, 2023), which promotes professionals to take these standards as their own responsibilities. 
This curriculum meets the following standards:
In my practice and with others, I…
Demonstrate commitment to learners, their learning, safety and well-being, by supporting and stretching learners, considering their individual learning needs and progression. I will ensure a safe learning environment by practicing in line with health and safety measures. For example, there may be instances of photosensitive content, so teachers must look out for students who may be affected and implement measures to avoid distress. Additionally, digital safety and wellbeing must be prioritised. Students will be reminded of acceptable usage policies and online dangers. They will be reminded that their teachers are available to discuss any concerns.
Value and promote diversity, equality of opportunity and inclusion, by ensuring students know the importance of such values, and embrace diversity as part of their work. The curriculum also includes lectures on inclusivity and diversity, not only as a value, but as an asset to business growth. All students will be encouraged to participate. I and other teachers will reiterate challenging prejudice and discrimination in the classroom and within the scheme of work. 
Understand the importance of the Welsh culture and language as a bilingual nation. I will appreciate Wales as a multicultural society and maximise the usage of the Welsh language in classes. Aspects of Welsh identity and language will be incorporated into the curriculum, such as drawing upon Welsh examples for case studies and creating marketing campaigns in both English and Welsh
Maintain and update knowledge of my subject(s) and how best to teach and assess them. As digital marketing leadership is in constant improvement, it is essential to remain aware of new technologies and their relevance to the course. Additionally, I will remain in relevant trainings for both professional development and teaching Business and Management, to ensure effective practice. This curriculum aims to use both formative and summative assessment techniques, to support learners and balance assessment.
Plan and deliver effective learning, teaching and assessment, by using digital teaching and learning platforms such as Google Classroom to support learning. The curriculum will use methods such as gamified learning and guest speakers to increase learner engagement. I will use the summative and formative assessments to track individual learner progress and target areas of weakness in learning. 
[bookmark: _Hlk204178532]Build positive and collaborative relationships, by engaging with students to ensure a comfortable environment in which all can participate. The curriculum rooted in peer discussions and collaborative work, so students can build relationships with their peers as well as teachers, for deeper understanding of content and development of confidence and leadership.
Enable learners to share responsibility for their own learning and assessment, by motivating students to set goals using the SMART method and review their own progress. The curriculum uses summative assessment such as the Leadership Journal, which is based on self-reflection. This contributes to leadership in the curriculum, by identifying improvements and strategies learning, which can be transferred to the digital marketing leadership module.
The Business and Management subject benchmark statement is used to ensure that the curriculum is in line with expectations of a widely accepted standard, and outlines what students studying in this field are expected to know by the end of their study (QAA, 2023). This curriculum uses the statement to inform one function of the entire Business and Management course – digital marketing. In the content element of the statement, Section 3.4 includes the digital factor of organisations, Section 3.6 outlines leadership, and Section 3.7 states marketing. Together, this justifies the teaching of a digital marketing leadership module. In terms of what students are expected to know, the statement contains level descriptors – threshold, typical and excellent – which students could meet. Most are expected to meet the typical level. The CQFW (2018) level descriptors also outline the skills and qualities expected of learners studying at different levels in Wales. As such, the aims and learning outcomes of the module curriculum have been tailored to the typical level of the subject benchmark statement and Level 5 of the CQFW.




[bookmark: _Toc204375688]6 Curriculum Aims, Learning Objectives and Intended Learning Outcomes
[bookmark: _Toc204375689]6.1 Aims
The curriculum intends for students to:
· Gain expertise in digital marketing tactics and tools.
· Promote ethical consciousness, inventiveness, and leadership.
· Develop the abilities for campaign evaluation and data analysis.
[bookmark: _Toc204375690]6.3 Intended Learning Outcomes (ILOs) 
Students will have:
Knowledge and understanding:
· A solid and substantial knowledge and understanding of digital marketing leadership and the relationship between digital marketing and leadership and its application to practice (QAA, 2023).
· The ability to use practical, theoretical or technological understanding to find ways forward in broadly defined, complex contexts. 
· The ability to analyse, interpret and evaluate relevant information, concepts and ideas. (CQFW, 2018). 
Application:
· The skills and abilities to apply knowledge in complex and contemporary organisational environments, and some capacity to develop and apply their own perspectives to their studies, to deal with uncertainty and complexity, to explore alternative solutions, to demonstrate critical evaluation and to integrate theory (QAA, 2023).
· The ability to use relevant research or development to inform actions. 
· The ability to evaluate actions, methods and results (CQFW, 2018). 
Useful Skills:
· A command of subject-specific skills, including leadership, digital innovation and content marketing as well as proficiency in generic skills and attributes, such as teamwork, data analysis and communication (QAA, 2023).

Critical Perspective
· A view of digital marketing leadership which is influenced by a wide range of appropriate learning sources, including evidence of an independent approach to learning and critical evaluation (QAA, 2023).
Values: 
· The ability to integrate the values of global social responsibility in digital marketing.
(QAA, 2023)
Autonomy and accountability
· The ability to take responsibility for planning and developing courses of action, including where relevant, responsibility for the work of others (CQFW, 2018). 

[bookmark: _Toc204375691]7 Curriculum: Digital Marketing Leadership Course
Subtitle: Balancing Creativity, Analytics, and Inclusive Practice
Duration: 15 Weeks (4 hours/week)
Mode: Blended learning (in-person/online sessions + independent project work)
[bookmark: _Toc204375692]7.1 Road map for the course (15 Weeks)
Week 1: Introduction to Digital Marketing Leadership
Objectives: 
· Understand course structure, expectations, and learning outcomes.
· Explore the role and importance of leadership in digital marketing.
· Establish personal learning goals.
Activities: 
· Course overview and icebreaker
· Introduction to digital marketing and leadership concepts
· Group discussion: The evolving landscape of digital marketing.
· Activity: Personal learning objectives submission
Assessment: 
· Participation and goal-setting reflection (Leadership report)
ILO:
· The ability to take responsibility for planning and developing courses of action, including where relevant, responsibility for the work of others. 
Week 2: Foundations of Digital Marketing Strategies
Objectives: 
· Identify core digital marketing channels and tools.
· Understand strategic planning processes.
Activities: 
· Lecture: Digital marketing channels 
· Case study analysis of successful digital strategies
· Group activity: Map a basic digital marketing plan.
Assessment: 
· Short quiz on channels and tools
· Initial findings (Campaign Project) 
· Short reflection on skills (Leadership Journal)
ILO:
· The ability to use relevant research or development to inform actions. 
Week 3: Leadership Styles and Digital Leadership Skills
Objectives: 
· Explore different leadership styles relevant to digital marketing.
· Develop self-awareness of leadership approach.
Activities: 
· Interactive lecture: Leadership theories and digital leadership traits
· Leadership style assessments (e.g., Myers-Briggs, Goleman)
· Guest speaker: Digital marketing leadership
· Role-play: Applying leadership styles in digital marketing scenarios
Assessment: 
· Leadership style reflection journal (Leadership Journal)
ILO:
· A view of digital marketing leadership which is influenced by a wide range of appropriate learning sources, including evidence of an independent approach to learning and critical evaluation.
Week 4: Digital Campaign Planning and Management
Objectives: 
· Learn campaign development from conception to execution.
· Understand project management and leadership tools and methodologies.
Activities: 
· Workshop: Campaign planning using SMART goals
· Introduction to project management tools (Trello, Asana)
· Group activity: Draft a campaign brief.
Assessment: 
· Submission of campaign outline (Campaign Project)
· Short reflection of skills (Leadership Journal)
ILO:
· A solid and substantial knowledge and understanding of digital marketing leadership and the relationship between digital marketing and leadership and its application to practice.
Week 5: Data Analytics and Performance Metrics
Objectives: 
· Understand KPIs and analytics tools (Google Analytics, Meta Business Suite)
· Learn to interpret data for decision-making.
Activities: 
· Demonstration: Navigating Google Analytics dashboards
· Exercise: Analyse sample campaign data
· Group discussion: Data-driven decision-making and leadership.
Assessment: 
· Data analysis report (Analytics Report)
· Short reflection of skills (Leadership Journal)
ILO:
· The ability to use relevant research or development to inform actions. 
Week 6: Content Creation and Creative Strategies
Objectives: 
· Develop skills in digital content creation.
· Understand branding and visual storytelling.
Activities: 
· Hands-on: Create media content using Canva
· Discussion: Brand consistency and storytelling
· Peer review of created content
Assessment: 
· Content portfolio submission (Campaign Project)
· Short reflection of skills (Leadership Journal)
ILO:
· A command of subject-specific skills, including leadership, digital innovation and content marketing as well as proficiency in generic skills and attributes, such as teamwork, data analysis and communication.  
Week 7: Social Media Engagement and Community Management
Objectives: 
· Foster community and engagement with authentic communication
· Handle online feedback and crisis management.
Activities: 
· Role-play: Responding to comments, negative feedback
· Strategy session: Building engagement plans for social platforms.
· Activity: Develop a community management policy
Assessment: 
· Role-play essay (Campaign Project)
· Engagement strategy plan (Campaign Project)
· Short reflection of skills (Leadership Journal)
ILO:
· The ability to integrate the values of global social responsibility in digital marketing.
Week 8: Inclusivity and Accessibility in Digital Campaigns
Objectives: 
· Incorporate inclusive design principles.
· Create accessible content for diverse audiences.
Activities: 
· Workshop: Designing accessible social media posts and websites
· Activity: Checklist for inclusive campaign elements
· Peer review of accessibility plans
Assessment: 
· Inclusive campaign plan submission (Campaign Project)
· Research on benefits of inclusive marketing (Analytics Report)
· Short reflection of skills (Leadership Journal)
ILO:
· The ability to integrate the values of global social responsibility in digital marketing.
Week 9: Managing Digital Marketing Campaigns
Objectives: 
· Set up and optimise paid campaigns (Facebook Ads, Google Ads)
· Understand bidding, targeting, and A/B testing.
Activities: 
· Demo: Creating ad campaigns in Meta Ads Manager and Google Ads
· Practical: Build a mock ad campaign targeting a specified audience
· Group critique and feedback.
Assessment: 
· Ad campaign setup document (Analytics Report)
· Short reflection of skills (Leadership Journal)
ILO:
· A command of subject-specific skills, including leadership, digital innovation and content marketing as well as proficiency in generic skills and attributes, such as teamwork, data analysis and communication.  
Week 10: Influencer Marketing and Partnership Ethics
Objectives: 
· Understand influencer selection and ethical considerations.
· Develop influencer collaboration strategies.
Activities: 
· Case analysis: Successful and problematic influencer campaigns
· Activity: Draft influencer outreach and disclosure plans
· Discussion: Building authentic partnerships
Assessment: 
· Influencer collaboration proposal (Campaign Project)
· Short reflection of skills (Leadership Journal)
ILO:
· The skills and abilities to apply knowledge in complex and contemporary organisational environments, and some capacity to develop and apply their own perspectives to their studies, to deal with uncertainty and complexity, to explore alternative solutions, to demonstrate critical evaluation and to integrate theory.
Week 11: Ethical Practice in Digital Marketing
Objectives: 
· Recognise ethical issues such as privacy.
· Apply ethical principles to digital marketing practices.
Activities: 
· Case study discussion and influencer controversies
· Group activity: Ethical dilemma role-play.
· Reflection: Personal code of digital ethics
Assessment: 
· Reflection essay draft (Campaign Project)
ILO:
· The ability to integrate the values of global social responsibility in digital marketing.
Week 12: Budget Management
Objectives: 
· Allocate funds for efficient marketing.
· Forecast budgeting by analysing trends and expenses.
Activities: 
· Lecture: Marketing leadership role of budgeting
· Activity: Case study analysis
· Campaign project budgeting.
Assessment: 
· Campaign budgeting plan (Analytics Report)
· Short reflection of skills (Leadership Journal)
ILO:
· A solid and substantial knowledge and understanding of digital marketing leadership and the relationship between digital marketing and leadership and its application to practice.
Week 13: Leadership in Crisis and Change Management
Objectives: 
· Prepare for managing crises in digital environments.
· Understand change management principles.
· Recognise responsible online behaviour.
Activities: 
· Scenario-based role-play: Managing online crises.
· Group discussion: Leading digital transformations.
· Activity: Develop a crisis communication plan
Assessment: 
· Crisis management strategy document (Campaign Project)
· Short reflection of skills (Leadership Journal)
ILO:
· The ability to take responsibility for planning and developing courses of action, including where relevant, responsibility for the work of others. 
Week 14: Final Project Work and Peer Review
Objectives: 
· Prepare and refine final campaign projects.
· Provide constructive feedback to peers.
Activities: 
· Workshop: Final project presentations and peer critique
· One-on-one mentoring sessions with tutors
· Reflection on learning journey 
Assessment: 
· Draft of final project (All projects)
ILO:
· The ability to evaluate actions, methods and results.
Week 15: Presentations, Reflection, and Course Wrap-up
Objectives: 
· Showcase final campaigns and analytics reports.
· Reflect on leadership development and learning outcomes.
Activities: 
· Student presentations of campaigns
· Group reflection: Lessons learned and future applications.
· Course feedback and celebration
Assessment: 
· Final campaign submission and reflective portfolio (All projects)
ILO:
· The ability to evaluate actions, methods and results.

[bookmark: _Toc204375693]8 Assessment Overview
[bookmark: _Toc204375694]8.1 Formative Assessment
· [bookmark: _Toc204375695]Weekly diary entries
· [bookmark: _Toc204375696]Discussion topics and peer evaluations
· [bookmark: _Toc204375697]Brief tests and worksheets
· [bookmark: _Toc204375698]Question and answer
· [bookmark: _Toc204375699]Frequent check-ins with tutors
[bookmark: _Toc204375700][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: _Toc204375701][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%), Analytics Report (30%), and final Leadership Journal (30%) (Nicol and Macfarlane-Dick, 2006).
The assessment tasks and learning outcomes are constructively matched, in consideration of the subject benchmark standards. For example, the Analytics Report satisfies the goal “The ability to use relevant research or development to inform actions” by assessing their digital marketing campaign and identifying improvements to be made 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. This will be based on the level descriptors of the QAA (2023) and CQFW (2018), outlining the threshold, typical and excellent standard of work at level 5. 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 "excellent" 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.
Word Count: 4331
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Detailed lesson plans for weeks 6 and 11
[bookmark: _Toc204375705]10.1 Week 6 Lesson Plan
[image: ]
Lesson Plan
	Topic: Content Creation and Creative Strategies
	Class: Digital Marketing Leadership

	Date: TBC

	Length of lesson: 4 hours (in-person) 
	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 Objectives – The Learners Should:
· Develop skills in digital content creation.
· Understand branding and visual storytelling.
· Use Canva to create media content. 
Specifically:
· 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.
· Discuss brand consistency and storytelling.



	Previous student knowledge required for the session:	
 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)
Plan and deliver effective learning, teaching and assessment – Use of relevant and effective techniques e.g. Canva, Meta Business Suite and Instagram, active tasks within module.

	Intended Learning Outcomes:
· A command of subject-specific skills, including leadership, digital innovation and content marketing as well as proficiency in generic skills and attributes, such as teamwork, data analysis and communication (QAA, 2023).



Lesson Detail:
	
Stage
	
Focus
	
Strategy
	
Time


	Introduction



Development



Development




Break
Development


Conclusion

		Greetings, recap
 activity and quick quiz on platform use



	


Canva introduction (Basics of Canva)



Meta Business Suite



Break

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 an advanced branded post. This will be followed by any questions the students may have. Creation of Canva branded post alongside demo.

Lecture on Meta Business Suite
Students explore post scheduling and ad overview features. Also, students will explore the various options for digital ad revenue and policy.
Break
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.
	15 min



60 min






60 min

15 min

60 min


15min

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



	Informal reflection (to be completed after the session)
Informal check in with themselves or teachers to ensure they are on track with work and have answers to any questions.
Short reflection in Leadership Journal.




10.2 Week 11 Lesson Plan
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Lesson Plan
	Topic: Ethical Practice in Digital Marketing
	Class: Digital Marketing Leadership

	Date: TBC

	Length of lesson: 4 hours
	Number of students: 12-15

	Resources required: 
· Zoom or MS Teams
· Padlet for live debate notes
· Kahoot
· 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 Objectives – The Learners Should Be Able To:
· Recognise ethical issues such as privacy.
· Apply ethical principles to digital marketing practices.
Specifically:
· 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:	
 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. Differences of opinion may also occur

	Professional Standards (where are these being met within the session)
Value and promote diversity, equality of opportunity and inclusion – Group discussions, place of diversity and inclusion in ethics, personal code of ethics.
Build positive and collaborative relationships – Group discussions, role play.

	Intended Learning Outcomes met:
· The ability to integrate the values of global social responsibility in digital marketing.
(QAA, 2023)



Lesson Detail:
	
Stage 
	
Focus
	
Strategy 
	
Time 


	Introduction



Development 







Break


Development

















Plenary




		Greetings- Quick quiz to recap on module content.



Case study analysis









Break









Peer Activity










Ethics clarification and wrap

	



	


Discussing “The need of ethical awareness in digital marketing”.
Read and briefly 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?	

Break

Ethical dilemma role play.
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?”
Creation of a personal code of ethics

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.
	10 min



60 min








30 min

60 min


60 min














20 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: _Toc204375706][bookmark: _Hlk199067871]10.3 Week 6 Digital Marketing Audit
[bookmark: _Toc204375707]Digital Marketing Platform Audit Form
Business Name: ________________________
Audited By: ____________________________
Date: ___________________________________

[bookmark: _Toc204375708]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 organised
	
	

	Designs are optimised for each platform
	
	


[bookmark: _Toc204375709]
Section 2: Instagram Audit
	Criteria
	Yes/No
	Notes/Comments

	Profile picture, bio, and link are optimised
	
	

	Username and handle are consistent with branding
	
	

	Highlights are organised 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
	
	


[bookmark: _Toc204375710]
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
	
	





[bookmark: _Toc204375711]10.4 Week 11 Reflection Essay/Online integrity
[bookmark: _Toc204375712]Digital Marketing Ethics & Online Integrity
Reflection & Assessment Worksheet
Name: ____________________
Date: ____________________
Class/Group: ______________
[bookmark: _Toc204375713]Part 1: Fundamental Assessment – Check Your Understanding
1. Which of the following is an unethical practice in digital marketing?
   a) Transparency in Marketing 
   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 behaviour?
   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: ______
[bookmark: _Toc204375714]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.
	
	
	
	
	


[bookmark: _Toc204375715]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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