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Board of Trustees:
March 2026 

Academic Term:
Spring 2026 

Subject Code
MARK - Marketing 

Course Number:
2090 

Title:
Digital Marketing Design 

Catalog Description:
This course is designed to build students social media marketing skills by utilizing local businesses to create a hands-on experience 
working on a social media marketing plan. Activities include, social media listening and auditing, search engine optimization (SEO) 
evaluation, content creation, analytics and planning. 

Credit Hour(s):
3 

Lecture Hour(s):
3 

Requisites
Prerequisite and Corequisite
MARK-1080 Social Media Marketing. 

Outcomes
Course Outcome(s):
Analyze the current digital platform and social media usage for a business through audits, analytics, and social listening. 

Essential Learning Outcome Mapping:
Critical/Creative Thinking: Analyze, evaluate, and synthesize information in order to consider problems/ideas and transform them in 
innovative or imaginative ways. 
Information Literacy: Demonstrate contextual awareness of the research process through the reflective discovery of the production 
and value of information, the use of information in the creation of new knowledge, and ethical participation in the use of information 
in communities of learning. 

Objective(s):
1. Evaluate which social networks are being utilized, which create the most value, and if each network is optimized. 
2. Assess how the profile of the business compares to competitor profiles. 
3. Analyze current web presence for business including websites, blogs, and other content generated online. 
4. Examine both primary and secondary data needed for analysis. 
5. Collect consumer profiles while participating in social listening. 
6. Consider SEO Evaluation and how SEO should be optimized. 
7. Appraise current analytics and potential for a Social Media Management Tool. 
8. Create Social Media Marketing mission statement, objectives and goals. 
9. Analyze how customers and industry leaders interact and engage on social media. 
10. Create ideal consumer profiles that aligns with target market. 
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Course Outcome(s):
Create engaging digital marketing content while constructing a digital strategy that aligns with a business's goals and marketing 
plans. 

Essential Learning Outcome Mapping:
Critical/Creative Thinking: Analyze, evaluate, and synthesize information in order to consider problems/ideas and transform them in 
innovative or imaginative ways. 

Objective(s):
1. Choose which social media networks best align with goals and objectives. 
2. Formulate steps needed to optimize each social media account. 
3. Assemble types of content to post and promote on each digital platform while identifying target markets for each type of content. 
4. Plan how often to post, who will post and how content is going to be distributed through the creation of a content calendar. 
5. Compose a digital marketing plan that includes all research and planning. 

Course Outcome(s):
Assess which analytics the business will use to track, analyze, and optimize the social media marketing plan. 

Essential Learning Outcome Mapping:
Critical/Creative Thinking: Analyze, evaluate, and synthesize information in order to consider problems/ideas and transform them in 
innovative or imaginative ways. 

Objective(s):
1. Assemble ways to keep track of success and failures and then adjust the digital marketing plan in response. 
2. Optimize ways to support digital communities being formed or identified. 
3. Formulate ROI measurement for social media. 
4. Identify success metrics and analytical tools needed to measure. 
5. Create process for continued digital social listening. 
6. Organize metrics for ease of reporting and analysis. 

Methods of Evaluation:
1. Work experience creating Digital Marketing Analysis and Strategies for exisiting business.
2. Complete Digital Marketing analysis for existing business
3. Develop Strategies in social media for existing business
4. Marketing Reports
5. Social Media Analytics Reports

Course Content Outline:
1. Social media business analysis

a. Social media platform evaluation
b. Consumer profiling and buyer personas
c. Primary and secondary data
d. Social media listening
e. Search Engine Optimization (SEO)
f. Analytics
g. Social media management tools
h. Social media engagement techniques

2. Social media content creation for business
a. Strategy
b. Content creation
c. Content Calendar
d. Social media marketing plan

3. Analytics review and selection
a. Return on Investment (ROI) Measurements
b. Analytical tools
c. Reporting
d. Building and supporting digital communities
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e. Optimizing social media marketing plans
f. Creating measurement tools

Religious Accommodation

Before reviewing the course schedule, students should carefully review the following religious accommodation policy and other 
required instructional policies:

Religious Accommodation:

Students seeking an accommodation for absences permitted under Ohio's Testing Your Faith Act must provide the instructor 
with written notice of the specific dates for which the student requires an accommodation and must do so not later than fourteen 
(14) days after the first day of instruction. Please submit requests for accommodations at this link: https://portal2.tri-c.edu/
ReligiousAccommodation/ Religious Accommodation Form. Students with questions about their religious accommodations under 
Ohio's Testing Your Faith Act may contact the College's Office of General Counsel and Legal Services by phone at 216.987.4856 or via 
email at legal@tri-c.edu.

Other Required Instructional Policies:

https://www.tri-c.edu/student-resources/curriculum/documents/syllabus-part-b.pdf

Weekly Schedule

  Topics
Week 1 Working in teams and with businesses
Week 2 Rsearch and Social Media Strategies
Week 3 Situational Studies and Developing Goals
Week 4 Branding
Week 5 Segmenting and Target Marketings
Week 6 Social Media Audit
Week 7 Social Media Audit Analysis
Week 8 Selecting Platforms and Developing Best Practices
Week 9 Creating Buyer Personas
Week 10 Midterm check and strategy presentation practice
Week 11 Content Strategies
Week 12 Content Calendars and Content Cadence
Week 13 Research and Resources for Social Media Strategies
Week 14 Writing Content and Sample Posts
Week 15 Strategy drafting and editing
Week 16 Final Strategy Presentation

The Course Schedule is subject to change due to pedagogical needs, instructor discretion, parts of term, and unexpected events.

Required/Recommended Readings
Readings may be selected from the following supplemental materials:
https://digitalmarketinginstitute.com/blog
https://blog.hubspot.com/
https://contentwriters.com/blog/social-media-writing-guide/

Resources for the Instructor
Jason McDonald . Social Media Marketing Workbook: How to Use Social Media for Business (2025 Marketing - Social Media, SEO, & Online 
Ads Books). 2024.

"Morgan Hayes" Social Media Marketing Decoded: Step-by-Step Strategies to Boost Your Online Presence, Increase Brand Awareness, and 
Drive Engagement. 2025. 

https://portal2.tri-c.edu/ReligiousAccommodation/
https://portal2.tri-c.edu/ReligiousAccommodation/
https://www.tri-c.edu/student-resources/curriculum/documents/syllabus-part-b.pdf
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Stukent. Digital Marketing Essentials . Stukent, 2026.
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