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Introduction
This programme module may be delivered as a standalone module leading to certification in a QQI minor award. It may also be delivered as part of an overall validated programme leading to a Level 5 QQI Certificate. 

The teacher/tutor should familiarise themselves with the information contained in Laois and Offaly ETB programme descriptor for the relevant validated programme prior to delivering this programme module.
The programme module is structured as follows:
	1. Title of Programme Module

	2. QQI Component Title and Code

	3. Duration in hours

	4. Credit Value of QQI Component

	5. Status

	6. Special Requirements

	7. Aim of the Programme Module

	8. Objectives of the Programme Module

	9. Learning Outcomes

	10. Indicative Content

	11. Assessment
a. Assessment Technique(s)
b. Mapping of Learning Outcomes to Assessment Technique(s)
c. Guidelines for Assessment Activities

	12. Grading

	13. Learner Marking Sheet(s), including Assessment Criteria


Integrated Delivery and Assessment
The teacher/tutor is encouraged to integrate the delivery of content where an overlap between content of this programme module and one or more other programme modules is identified. This programme module will facilitate the learner to develop the academic and vocational language, literacy and numeracy skills relevant to the themes and content of the module. 

Likewise, the teacher/tutor is encouraged to integrate assessment where there is an opportunity to facilitate a learner to produce one piece of assessment evidence which demonstrates the learning outcomes from more than one programme module. The integration of the delivery and assessment of level 5 Communications and level 5 Mathematics modules with that of other level 5 modules is specifically encouraged, as appropriate. 
Indicative Content
The indicative content in Section 10 does not cover all teaching possibilities. The teacher/tutor is encouraged to be creative in devising and implementing other approaches, as appropriate. The use of examples is there to provide suggestions. The teacher/tutor is free to use other examples, as appropriate. The indicative content ensures all learning outcomes are addressed but it may not follow the same sequence as that in which the learning outcomes are listed in Section 9. It is the teacher’s/tutor’s responsibility to ensure that all learning outcomes are included in the delivery of this programme module.
Title of Programme Module
Digital Marketing

Component Name and Code 
Digital Marketing 5N1364

Duration in Hours
150 Hours (typical learner effort, to include both directed and self-directed learning)

Credit Value
15 Credits 

Status
This programme module may be compulsory or optional within the context of the validated programmes within the multiple domains of Business, Marketing, Design, Retail and Journalism.

Special Requirements
Access to a computer suite with online capacity

Aim of the Programme Module
This programme module aims to equip the learner with the knowledge, skill and competence to develop and execute digital marketing strategies and activities, under supervision, using a range of e-tools within a range of digital marketing contexts.

Objectives of the Programme Module
· To lead the learner to an understanding of the historical, current and evolving role of digital marketing.
· To support the learner in identifying and evaluating examples of digital marketing strategies across several industries.
· To guide the learner in selecting and using appropriate monitoring tools for evaluation.
· To lead the learner in developing digital marketing campaigns for suitable business clients or industry.
· To assist the learner to develop and demonstrate client management relationship skills.
· To assist the learner to develop the academic and vocational language, literacy and numeracy skills related to Business Studies (5M2102), eBusiness(5M0828) and Marketing(5M2069).
· To enable the learner to take responsibility for his or her own learning.

Learning Outcomes of Level 5 Digital Marketing 5N1364

Learners will be able to:

1. Outline the unique characteristics of the web as a marketing medium
2. Differentiate digital marketing from traditional marketing practice
3. Identify digital marketing strategies and explain their integration with traditional marketing
4. Outline the stages of analysis, development, implementation and control of digital marketing campaigns
5. Identify e-tools to include social media marketing, blogs, rich media, email marketing, search engine optimization, online advertising and their application to digital marketing campaigns
6. Outline strengths and weaknesses across a range of e-tools
7. Develop customised digital marketing campaigns to include the use of e-tools 
8. Evaluate the effectiveness of campaigns using analytical e-tools
9. Plan a digital marketing campaign from inception to completion
10. Choose appropriate e-tools to implement a digital marketing strategy
11. Monitor digital marketing campaigns and use e-tools to include web analytics, social media monitoring and social bookmarking, to measure their effectiveness
12. Demonstrate a range of client management relationship skills to establish and maintain the business-to-business process.




Indicative Content 
This section provides suggestions for programme content but is not intended to be prescriptive. The programme module can be delivered through classroom-based learning activities, group discussions, one-to-one tutorials, field trips, case studies, role play and other suitable activities, as appropriate.

1. Outline the unique characteristics of the web as a marketing medium
Lead the student to an understanding of the unique characteristics of the web as a marketing medium through exploring the following, as examples:
· Range of media utilized, including voice, text and multimedia, as found, for example, in twitter, YouTube and Facebook, among others.
· Demand by web media channels for fresh content, with the challenges of keeping content current and relevant
· Low marginal cost of client contact, for example where viral propagation of a piece of content is disproportionate to the cost of its creation
· Low cost access by firms to media and content creation due to technological advances and increasing bandwidth
· Segmentation by generation, where adoption differs by age and by culture
· Impact of consolidation of web channels as in the acquisition of one web-media organisation by another, or through the emergence of new technologies and continuously improving bandwidth access.
· Risks of consumer rejection due to perceived intrusion and/or privacy issues
2. Differentiate digital marketing from traditional marketing practice
Enable the learner to understand how digital marketing is different from traditional marketing practice across the full marketing mix, both for products and services, including as follows:

· Product: e.g. the product itself is a creation on the web (apps, online games, etc.) 
· Price: e.g. price comparison websites, on-line auctions, etc.
· Place: e.g. virtual retail outlets, on-line ordering, 
· Promotion: e.g. impact of Facebook “friending”, “Liking”, viral propagation of content etc. 
· People: e.g. online self-service such as in banking and travel industries
· Process: e.g. integration of online and retail presences in a single organisation, quality assurance and security of online processes etc.
· Physical evidence: e.g. low-risk, low-price purchases as opposed to high-risk, high-price purchases, etc.
3. Identify digital marketing strategies and explain their integration with traditional marketing
Explore with the learner a variety of digital marketing strategies and their integration with traditional marketing practice across the full marketing mix, both for products and services, including as follows:

· Product: e.g. product as download (mp3, eBook) as opposed to object (CD, Book) etc.
· Price: e.g. ensuring competitive pricing across price-comparison websites; in-store pricing as opposed to online pricing etc. 
· Place: e.g. deciding which products to make available online as opposed to in-store 
· Promotion: e.g. matching digital promotions to online communities, while also promoting to offline communities.
· People: e.g. ensuring adequate support for the resolution of online difficulties experienced by the customer
· Process: e.g. integration of online and retail presences in a single organisation; quality assurance and security of online processes etc.
· Physical evidence: e.g. the provision of adequate on-line evidence about the product/service to allow the customer complete the purchase, or to attract him/her to a retail outlet to experience the product/service directly.
4. Outline the stages of analysis, development, implementation and control of digital marketing campaigns
Guide the learner to an understanding of the stages of digital marketing campaigns, including, as follows:
· Analysis e.g.
· Identifying target market segments which can be effectively accessed by the campaign.
· Identifying and selecting suitable digital vehicles for the campaign, such as blogs, video, twitter, social media, static and interactive websites, among others.
· Develop the best fit of the digital campaign to integrate with any traditional marketing strategy in the organisation.
· Establish and justify targets for the campaign, such as pages visited, SEO ranking, volume of online sales, etc. 
· Development e.g.
· Effectively consult and work with others in the organisation so as to ensure that the digital marketing campaign reflects the organisation’s business requirements
· Author, or cause to be authored, the web presence which will deliver the online content, with particular attention to search engine optimisation
· Design the text, graphics, multimedia, aesthetic livery and marketing collateral to be used on the web presence
· Organise third party testing of the web presence to ensure that it is generating its intended effect,and incorporate any agreed amendments.
· Implementation e.g.
· Produce the text, graphics, multimedia, aesthetic livery and marketing collateral to be used on the web presence
· Commission the web presence in line with any launch schedule
· Control e.g.
· Monitor the technical behaviour and user experience of the web presence, using webhost control panel tools.
· Monitor the web presence traffic and user interactions with different elements to determine which elements are performing to expectations
· Monitor the competitive ranking of the web presence across a range of search engines and search terms
· Implement any changes in the strategy and the web presence which are indicated by an analysis of the data gathered.

5. Identify e-tools to include social media marketing, blogs, rich media, email marketing, search engine optimization, online advertising and their application to digital marketing campaigns
Assist the learner in identifying e-tools and in understanding their application to digital marketing, including, as follows:
· Social media marketing e.g.
· Facebook
· LinkedIn
· MySpace
· Twitter
· Other emerging social media
· Rich Media e.g.
· YouTube
· Video Newscasts
· Ticker tapes
· Other emerging rich media
· eMail Marketing e.g.
· Automated email tools
· Permission-based email
· Other emerging email marketing tools
· Search Engine Optimisation e.g.
· Understanding the principles of SEO, including the relative importance of keywords, metatags, page titles, descriptions, headings, links etc.
· Using website diagnostic tools and interpreting their data
· Other emerging SEO practices
· Online Advertising e.g.
· Google adsence and Google adwords
· Banner ads
· Targeted advertising on social media, based on interests and pages visited
· Measuring user responses to ads, including views, impressions, click through rates, etc.
· Other emerging online advertising strategies

6. Outline strengths and weaknesses across a range of e-tools	
Assist the learner in understanding the strengths and weaknesses across a range of etools, including, as follows:
· Social media marketing e.g.
· Privacy issues and concerns
· Requirement to keep content fresh and engaging
· Ability to match marketing messages with the expressed interests of users
· Suitability of the product/service for social media marketing
· Challenge of converting impressions into engagement with the marketing message
· Rich Media e.g.
· Reliance on adequate, widely available broadband in order to ensure an acceptable user experience
· Range of screen sizes and devices creates a need to have several versions of the content in order to display satisfactorily across all devices and operating systems.
· Challenge of converting impressions into engagement with the marketing message
· eMail Marketing e.g.
· User concerns about privacy
· Possibility of being perceived as spam
· Low cost, large reach
· Challenge of converting impressions into engagement with the marketing message
· Search Engine Optimisation e.g.
· Well managed Search Engine Optimisation has the potential to increase traffic to the web presence
· Over-engineered and artificial SEO practices have the potential to cause the web presence to be delisted from popular search engines
· SEO requires continuous careful management and investment of effort
· Online Advertising e.g.
· Growing user blindness to online advertising
· Negative user reaction to distracting online advertising
· Difficulties in measuring success of online advertising
· Need to create different versions of the advertising for different devices.
· Challenge of converting impressions into engagement with the marketing message

7. Develop customised digital marketing campaigns to include the use of e-tools
Lead the learner in developing a digital marketing campaign for a suitable business client or industry:
For example:
· To select a suitable client business and define the opportunity to be pursued via a digital marketing campaign
· To select and justify suitable e-tools for the execution of the strategy
· To specify the methods and parameters by which the success of the strategy’s execution will be measured.
· 
8. Evaluate the effectiveness of campaigns using analytical e-tools
Guide the learner in selecting and using appropriate analytical e-tools for the evaluation of the success of digital marketing campaigns across industries. 
For example:
· Relate the parameters by which the campaign’s success will be measured to the analytical e-tools to be used
· Deploy a range of e-tools to measure and compare results for each parameter to be measured.
· Recommend any changes in the digital campaign indicated by the analytical results.



9. Plan a digital marketing campaign from inception to completion
Assist the learner in planning a digital marketing campaign from inception to completion, covering each of the stages:
· Analysis e.g.
· Identify target market segments which can be effectively accessed by the campaign.
· Identify and select suitable digital vehicles for the campaign, such as blogs, video, twitter, social media, static and interactive websites, among others.
· Develop the best fit of the digital campaign to integrate with any traditional marketing strategy in the organisation.
· Establish and justify targets for the campaign, such as pages visited, SEO ranking, Click Through Rates, Length of Engagement, volume of online sales, etc. 
· Development e.g.
· Effectively consult and work with others in the organisation so as to ensure that the digital marketing campaign reflects the organisation’s business requirements
· Author, or cause to be authored, the web presence which will deliver the online content, with particular attention to search engine optimisation
· Design the text, graphics, multimedia, aesthetic livery and marketing collateral to be used on the web presence
· Organise third party testing of the web presence to ensure that it is generating its intended effect and incorporate any agreed amendments.
· Implementation e.g.
· Produce the text, graphics, multimedia, aesthetic livery and marketing collateral to be used on the web presence
· Commission the web presence in line with any launch schedule
· Control e.g.
· Monitor the technical behaviour and user experience of the web presence, using webhost control panel tools.
· Monitor the web presence traffic and user interactions with different elements to determine which elements are performing to expectations
· Monitor the competitive ranking of the web presence across a range of search engines and search terms
· Implement any changes in the strategy and the web presence which are indicated by an analysis of the data gathered.

10. Choose appropriate e-tools to implement a digital marketing strategy
Assist the learner to choose appropriate e-tools to implement a selected digital marketing strategy, including social media marketing, blogs, rich media, email marketing, search engine optimization, online advertising among those to be considered. In each case the reasons for inclusion or rejection should be listed and explained

11. Monitor digital marketing campaigns and use e-tools to include web analytics, social media monitoring and social bookmarking, to measure their effectiveness
Assist the learner to select and use appropriate monitoring tools for the evaluation of the learner’s own digital marketing strategy.

For example:
· Monitor the technical behaviour and user experience of the web presence, using webhost control panel tools, and web analytics
· Monitor the web presence traffic and user interactions with different elements to determine which elements are performing to expectations
· Monitor the competitive ranking of the web presence across a range of search engines and search terms
· Monitor social media and social bookmarking for references to the campaign.
· Implement any changes in the strategy and the web presence which are indicated by an analysis of the data gathered.

12. Demonstrate a range of client management relationship skills to establish and maintain the business-to-business process.
Assist the learner to acquire and demonstrate a range of client management relationship skills to establish and maintain the business-to-business process. 
For example,
· Effectively consult and work with others in the organisation so as to ensure that the digital marketing campaign reflects the organisation’s business requirements
· Map the integration of digital marketing business processes with traditional marketing processes within the organisation
· 
Assessment
11a.	Assessment Techniques
Project					50%
Portfolio/Collection of Work		50%

11b.	Mapping of Learning Outcomes to Assessment Techniques
In order to ensure that the learner is facilitated to demonstrate the achievement of all learning outcomes from the component specification; each learning outcome is mapped to an assessment technique(s). This mapping should not restrict an assessor from taking an integrated approach to assessment.

	Learning Outcome
	Assessment Technique

	1.  Outline the unique characteristics of the web as a marketing medium
	Portfolio/Collection of Work

	2.  Differentiate digital marketing from traditional marketing practice
	Portfolio/Collection of Work

	3.  Identify digital marketing strategies and explain their integration with traditional marketing

	Portfolio/Collection of Work

	4.  Outline the stages of analysis, development, implementation and control of digital marketing campaigns

	Portfolio/Collection of Work

	5.  Identify e-tools to include social media marketing, blogs, rich media, email marketing, search engine optimization, online advertising and their application to digital marketing campaigns

	Portfolio/Collection of Work

	6.  Outline strengths and weaknesses across a range of e-tools
	Portfolio/Collection of Work

	7.  Develop customised digital marketing campaigns to include the use of e-tools

	Project

	8.  Evaluate the effectiveness of campaigns using analytical e-tools

	Project

	9.  Plan a digital marketing campaign from inception to completion

	Project

	10. Choose appropriate e-tools to implement a digital marketing strategy

	Project

	11. Monitor digital marketing campaigns and use e-tools to include web analytics, social media monitoring and social bookmarking, to measure their effectiveness

	Project

	12. Demonstrate a range of client management relationship skills to establish and maintain the business-to-business process.

	Project



11c.  	Guidelines for Assessment Activities

The assessor is required to devise assessment briefs and marking schemes for the Project and Portfolio/Collection of Work.  In devising the assessment briefs, care should be taken to ensure that the learner is given the opportunity to show evidence of achievement of ALL the learning outcomes. 
Assessment briefs may be designed to allow the learner to make use of a wide range of media in presenting assessment evidence, as appropriate. Quality assured procedures must be in place to ensure the reliability of learner evidence.
	Project
	50%


	The project can be carried out over a period of not less than 6 to 8 weeks.


	This assessment will provide evidence of Learning Outcomes 7, 8, 9, 10, 11, 12.

The assessor will devise a Project brief which will require the learner to produce evidence that demonstrates an understanding and application of learning outcomes relating to Digital Marketing in an organisation.
The project will include evidence that the learner has developed a digital marketing campaign for a suitable business client or industry, has selected and justified suitable e-tools for the execution of the campaign and has specified and justified the methods and parameters by which the success of the campaign’s execution should be measured.

The project will also include evidence that the learner has selected and used appropriate monitoring tools for the evaluation of the learner’s own digital marketing campaign.

The project will also include evidence that the learner has developed and demonstrated the client management relationship skills needed to establish and maintain the business-to-business processes impacted by the digital marketing strategy, in the form of emails, meeting minutes, process-flow maps, etc.

Evidence for this assessment technique may take the form of written, oral, graphic, audio, visual or digital evidence, or any combination of these (select as appropriate). Any audio, video or digital evidence must be provided in a suitable format.

All instructions for the learner must be clearly outlined in a  project brief




	Portfolio/Collection of Work 

	50%

	The collection of work may be produced throughout the duration of this programme module


	This assessment will provide evidence of Learning Outcomes 1, 2, 3, 4, 5, 6.

The learner will compile a portfolio/collection of work to include evidence of:
· The unique characteristics of the web as a marketing medium.
· The difference between digital marketing and traditional marketing practice
· Exploration of a range of digital marketing strategies with explanations of how they integrate with traditional marketing
· A description of the stages of analysis, development, implementation and control of digital marketing campaigns
· Survey of a range of e-tools to include social media marketing, blogs, rich media, email marketing, search engine optimization, online advertising and their application to digital marketing campaigns
· An analysis of the strengths and weaknesses of a range of e-tools

Evidence for this assessment technique may take the form of written, oral, graphic, audio, visual or digital evidence, or any combination of these. Any audio, video or digital evidence must be provided in a suitable format.

All instructions for the learner must be clearly outlined in an portfolio/collection of work brief


Grading
Distinction: 	80% - 100% 
Merit:		65% - 79%
Pass: 		50% - 64%
Unsuccessful:	0% - 49%

At levels 4, 5 and 6 major and minor awards will be graded. The grade achieved for the major award will be determined by the grades achieved in the minor awards.
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	Learner Marking Sheet
Project
50%



Learner’s Name: ________________________________		
	Assessment Criteria

	MaximumMark
	LearnerMark

	
Good development of a customised digital marketing campaign with effective planning of all stages

Appropriate selection and use of e-tools

Clear specification of how to evaluate the campaign

Full evaluation of campaign carried out

Clear demonstration of good client management relationship skills

	
10


10

10

10

10

	

	
Total Mark

		
	50
	




NO ROUNDING OF MARKS

The Assessor has signed the Summary Results Sheet to verify that the evidence presented in the attached portfolio is the work of the named learner and that the marks awarded here have been transcribed to the Summary Results Sheet


External Authenticator's Signature: ............................................................   Date: ...............................
	Digital Marketing
5N1364
	Learner Marking Sheet
Portfolio/Collection of Work
50%



Learner’s Name: ________________________________		
	Assessment Criteria

	MaximumMark
	Learner
Mark

	Comprehensive description of the characteristics of digital marketing 
	10

	

	Clear identification of digital marketing strategies, with
full discussion of the differences from traditional marketing practice and
good explanation of their integration
	10
	

	Comprehensive description of the stages in digital marketing campaigns
	10
	

	Wide range of e-tools identified with full description
	10
	

	Thorough analysis of the strengths and weaknesses of e-tools
	10
	

	
Total Mark

	
50
	





NO ROUNDING OF MARKS

The Assessor has signed the Summary Results Sheet to verify that the evidence presented in the attached portfolio is the work of the named learner and that the marks awarded here have been transcribed to the Summary Results Sheet


External Authenticator's Signature: ............................................................   Date: ...............................
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