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DD601 Research in Data-Driven Marketing Practices for Communication Solutions
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Designing and conducting research that applies data-driven marketing to develop effective
communication solutions, Covering personalized marketing, customer journey analysis, campaign
evaluation, and the ethical and legal use of data and artificial inteligence, Completing a research
project that applies these methods to real-world communication solutions.
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DDé602 Consumer Insights and Persuasion for Data-Driven Customer Journeys
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Intfroducing core principles from consumer behavior, behavioral economics, and social
psychology to explain how and why people make decisions. Interpreting theories such as motivation,
perception, heuristics and biases, social influence, and decision-making. then apply these insights to
identify behavioral patterns and design data-informed customer journeys and persuasive
interventions in an ethical, evidence-based way.
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DDé603 Data-Driven Analytics and Audits
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Designing and operate robust measurement, control, and audit processes for digital
solutions and campaigns, Setting KPIs, ROl and ROAS frameworks, and building data pipelines and
dashboards using Al-powered and advanced analytics tools, Defining controls and audit trails,
measuring and evaluating performance with precision, detecting risks and anomalies, and conducting
in-depth effectiveness analyses, Communicating insights clearly to stakeholders so that strategies
can be optimized in an efficient, tfransparent, and fully auditable manner.




da.eos inaluladinmsaarauaznisdanisnisanalaldvaagns
DDeé04 Strategic Marketing and Marketing Technology
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Exploring how modern technologies can be leveraged to build brands, create competitive
advantage, and drive commercial outcomes, infegrating marketing strategy. branding, and go-to
market planning with marketing technology stacks, automation, and analytics, Designing and
managing data-driven campaigns, optimizing customer journeys, and using marketing technology
tools to support positioning, differentiation, and commercialization of products and services, Aligning
technology investments with brand strategy. business objectives, and measurable results.
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DDé605 Data-Driven Customer Journey Design and Segmentation
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Mapping. analyzing, and optimizing customer journeys using data and analytics, Covering
journey mapping. fouchpoint analysis, and customer segmentation fechniques (including clustering
and persona development o identify high-value segments and pain points, Combining behavioural,
demographic, and transactional data to design tailored journeys, orchestrate personalized
experiences across channels, and define KPIs to measure impact, Emphasing practical application for
improving conversion, retention, and lifetime value in a tfransparent, test-and-learn, data-driven way.
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DDé06 Creative Content Design
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Exploring how to furn consumer and journey insights into original, creative marketing
content. Building on students’ understanding of consumer behaviour and data-driven customer
journey design and segmentation, the course focuses on designing ideas, narratives, and formats that
fit each audience segment and fouchpoint, Understanding ways to prototype, test, and refine
content based on data, brand-aligned creativity, relevance across channels, and improving
engagement and conversion through insight-led design.
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DDéo7 Atfificial Intelligence Governance, Risk. and Compliance
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Examining how organizations can design, use, and oversee Al and automation responsibly
in both marketing and enterprise systems such as ERP, relevant laws, regulations, and ethical
principles, with a focus on data privacy, responsible data use, and the design of guardrails and
safeguards to prevent errors and misuse, Applying governance frameworks 1o Al and
automationenabled processes, defining roles and accountability, and assessing and mitigating
technologyrelated risks, Emphasizing transparency, auditability, and building trustworthy Al practices
that align with organizational objectives and stakeholder expectations.
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DDé608 Data-Driven Marketing and Communication Solutions Seminar
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Designing a practice-oriented capstone course where students tackle current, real-world
marketing and communication challenges using data-driven approaches, Emphasizing structured
thinking and “chain-of-thought” problem solving, guiding students from insight discovery through
solution design to impact evaluation, Working in teams to analyze up-to-date cases and frends,
developing integrated marketing technology and communication solutions, and refining soft skills;
storytelling, pitching, negotiation, and stakeholder management, Culminating in professionalstandard
presentations where students pitch their data-backed solutions and receive feedback from
instfructors and, where possible, industry guests.
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DD609 Trade Marketing

VUKULAEITUADASSUNYAISOA10SIVAURAIUEN FH0F1KUNE LazgavmMuMIsuIgdIv o tWans:du
g90U18 fu QU1E (Point of Purchase) nagnsyavn1vaadkuie (Channel Strategy) ASUSKISKUIAKYAUM
(Category Management) ms>wuwusimuazlusiugu Msyadvaum (Merchandising) LlazAnAssuavLasy
Msuekiidiu Sins1zkioyardaliazdoyayovniv sanLUULABIULYINSQ USKISOUUSEUUMSAT (Trade
Budgeh uazmvusiuaufivunguazanmsigdiAey (Key Accounts) WO LWUASASNEFUAT AMSUDVLRUFUAN
wazus=ansniwnisvigoon (Sell-out Performance)

Planning and executing marketing activities with retailers, distributors, and channels to drive
sales at the point of purchase, Covering channel strategy, category management, pricing and
promotion planning, merchandising, and in-store activation, Analyzing shopper and channel data,
designing trade campaigns, managing trade budgets, and collaborating with sales and key accounts
to increase distribution, visibility, and sell-out performance.
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DDé10 Strategic Inbound Marketing in B2B and B2G Contexts
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Attracting, engaging, and converting organizational buyers through value-driven content and
experiences, Covering buyer journey mapping for B2B and B2G, account-based and inbound
strategies, lead generation and nurturing, using marketing automation and CRM to build long-term
relationships, Developing thought leadership content, designing mulfi-channel inbound campaigns,
qualifying and scoring leads, and aligning marketing with sales and public-sector procurement
processes, Placing on measurable pipeline impact, trust-building. and adapting inbound methods to
complex, high-consideration decisions.
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DDé611 Marketing Automation, Customer Lifecycle Management and Customer Data Personalization
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Designing and operating automarted, data-driven marketing programs across the entire
customer lifecycle, Covering marketing automation platforms, customer data platforms (CDPs), and
CRM integration to collect, unify, and activate customer data. Designing personalized messaging and
offers, implementing tfriggers and workflows, and measuring performance using KPIs; engagement,
retention, and CLV, Segmentation, real-time personalization, and aligning automation strategies with
business goals and customer experience.
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DDé612 Performance Media and AdTech Plaiforms
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Network dalusaunituu Programmatic szuu DSP, SSP, Ad Exchange 1§ Tracking Pixel aaaaauuwaawasu
Kanchw ¢ Search, Social, Display, Video) waswugiunisii SEO dvldkunadiu Performance msaaniuu
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(Data-Driven Optimization) n1snaaov (A/B Testing) A>1uUaoanguavLlusud (Brand Safety) llaznisyseun
Ms Performance Media uwa: SEO

Planning, executing, and optimizing paid and organic performance campaigns using modern
advertising and SEO technologies, Covering key AdTech components; Ad Networks, programmatic
buying, DSPs, SSPs, ad exchanges, tfracking pixels, as well as major platforms (search, social, display,
video) and search engine optimization (SEO) fundamentals, Setting performance goals, structuring
campaigns, managing audiences and bidding, implementing conversion and event tracking, and
analyzing results using metrics like CPC, CPA, CTR ROAS, and incremental liff, Data-driven
optimization, experimentation (A/B testing), brand safety, and integrating performance media and
SEO with broader marketing and customer journey strategies.




da.s13 misvanisua:msaanuuvuls:aumsaigusinanuiunuuvdilugudgnaiv
DDé613 Human-Centric Consumer Experience Management and Design

kanmsuazuudUfUalumsasvus:aumsaiguslnaninnukeruyuuavAiuuyugidugugnaiv
d157990005:K310ASANLELPDALUU WHAASSUKUSIAA Lla:damsIEonagns 31As1:KAIUGDVAISILE@:AIULEDU
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Delving into the principles and practices of creating meaningful consumer experiences
through a human-centric lens. Exploring the intersection of design thinking, consumer behavior, and
strategic management, analyzing consumer needs and preferences to craft tailored experiences. User
research methodologies, journey mapping. service design, and the integration of fechnology in
enhancing consumer interactions. Through case studies and hands-on projects, developing skills o
innovate and improve consumer touchpoints across various industries, ultimately aiming to drive
engagement and foster loyalty. Understanding the tools to lead consumer experience initiatives that
prioritize human values and empathy in design.
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DDé614 Data-Driven Digital Commerce Optimization
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Leveraging data analytics to enhance digital commerce strategies and optimize overall
performance. Collecting, analyzing, and interpreting data from various digital channels to make
informed decisions that drive sales and customer engagement, Understanding consumer behavior
through data insights, A/B testing, conversion rate optimization, and the application of advanced
analytics tools, Through real-world case studies and practical exercises, developing skills o
implement data-driven techniques that improve user experience, boost online sales, and enhance
marketing effectiveness, Understanding the strategies and tools necessary to identify growth
opportunities and maximize the potential of digital commerce initiatives.
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DDé615 Thesis
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(Customer Data Platform: CDP) tla:szuuna1s»ansAUauwWusauyusinatazanm (Customer Relationship
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Infegrating marketing technology. innovation, automation, and data analyfics to balance
academic rigor with real-world impact. [dentifying a complex marketing or communication problem,
reviewing relevant theory, and designing a research-driven solution using tools; Al, marketing
automation, CDPs/CRMs, and analytics platforms, Demonstrating strong conceptual grounding, robust
methodology. and practical outcomes; prototypes, campaigns, frameworks supported by data-driven
evaluation and ethical considerations.
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