
MARK3610: Digital Marketing 
Spring 2025 

 
Instructor: Sang Kyu Park 
E-mail: sangkyu.park@ust.hk   
Time & Venue: 
Section Date & Time Venue 
L1 Wed & Fri 01:30PM - 02:50PM Rm 1005, LSK Bldg 
L2 Wed & Fri 03:00PM - 04:20PM Rm 1005, LSK Bldg 
L3 Wed & Fri 04:30PM - 05:50PM Rm 1005, LSK Bldg 
Tutorial Tues 06:00PM - 06:50PM Lecture Theater D 

 
Office Hours: LSK4053, by appointment 
TA: Kitty Hung, kittyhung@ust.hk  
 
Course Overview 
 

Digital marketing has begun to fundamentally reshape the consumer landscape. 
Online platforms have not only made it possible for consumers to easily complete every step 
of consumer decision process from need recognition to post-purchase evaluation online, but 
has also allowed businesses to connect and engage with consumers at a personal level. 
Because consumers are most often, if not always, online thanks to the advancement of 
technology and the wide-spread adoption of smartphone, more and more companies are 
allocating greater portion of budget to digital over traditional marketing. How should a 
marketer overcome the challenges and seize the opportunities created in the digital world? 

This course is designed for understanding how consumers behave in the digital world 
and how marketers can analyze their behavior to derive data-driven digital marketing 
strategies. Throughout this course, you will learn important concepts related to digital 
marketing, factors that facilitate effective digital marketing initiative, and a consumer-centric 
approach to develop marketing plans. You will also have hands-on experiences with web 
analytics tools such as Google Analytics, text analysis, and other real-life examples. You will 
also have an opportunity to read how digital marketing is being researched in the academia. 

  
Topic Outline 

1. Understanding digital marketing and digital environment 
2. Web design 
3. Search engine optimization  
4. Web analytics 
5. Google analytics and google ads 
6. Social media marketing 
7. Display and e-mail advertising 
8. Text analysis 
9. Digital marketing strategy 
10. New and future trends in digital marketing 

 
Learning Objectives 

- Develop theoretical basis for understanding digital consumer behavior 
- Understand the key characteristics digital environment to develop insights for yourself 

as a marketer, but also as a consumer  
- Learn how to make marketing strategies work in the digital environment 



- Acquire hands-on experience using web analytics tools for data-driven marketing 
- Learn how to develop a digital marketing strategy based on data 
- Familiarize yourself to opportunities and challenges offered by new marketing 

channels 
 

Learning Activities 
- Lectures & discussions 
- Exercises: Text mining, Case studies  
- Personal Assignment: Google Ads 
- Group Projects 
- Exams 

 
Student Expectations 

- Students are expected to be prepared prior to coming to class 
- Students are expected to be on time to class, for submitting assignments, and for 

taking exams 
- Full participation is expected in class, providing feedback, answering questions, 

sharing ideas, participating in group discussions etc. 
- Students are expected to act responsibly and to respect the instructor and other 

students 
 
Reading Materials 

- Lecture Notes: Lecture notes will be provided online (Canvas) before class. These 
notes will help you study and keep track of the lectures, but may not include all 
materials covered in-class to facilitate involvement. 

- No textbook required 
 
Evaluation Criteria 
 Class participation (12 points) 
 Personal assignments (8 points) 

- Certifications: 6 points 
- Research credit: 2 points 

 Group project (24 points) 
- Mini project presentation: 8 points 
- Final project presentation: 16 points 

Exams (56 points) 
- Mid-term exam: 28 points 
- Final exam: 28 points 

 
Evaluation Guideline 
 
Class participation 
 Class participation grade will depend on in-class exercises and discussions. You will 
be graded on the quality of your contributions to the class, which is determined by the extent 
to which your comments are relevant to the topic at hand, constructive, and insightful. You 
must make at least 6 participations throughout the semester. 
 
Certification 
 You are required to earn the Google Ads Display certification from Google. To 
provide you with maximum flexibility, you may complete the module any time during the 



semester, as long as you are able to provide the certificate at the end of the semester (the last 
class, excluding the final exam). Nonetheless, it is recommended that you complete it after 
week 9. The exams required to receive the certification may not be easy, so it is 
recommended not to leave these until the last minute (e.g., trying to pass the certification 
exam on the same day as the deadline). 
 To receive credit, you must upload the certificate. You will receive a downloadable 
certification from Google. The certificate is not required to pass the course.  
 
Research Credit 
 You are expected to earn 2 research credits by participating in 2 marketing research 
experiments (1 hour each) or by completing 2 research assignments. Marketing experiments 
will be held in the lab offline this semester and the instructions for participation will be 
posted on canvas. If you sign up for research credit and do not show up, you may be blocked 
from further participation. 
 If you choose to do research assignments instead of participating in research 
experiments, you should contact the below e-mail address before the mid-term exam. Further 
detail will be provided to you. You should contact markexpt@ust.hk for research-related 
questions.  
  
Mini-Group Project 

Both practitioners and scholars strive to understand consumers in the digital era. The 
objective of the mini project is to provide you with an opportunity to peruse academic 
research papers, and to gain a sense of what scholarly research articles look like. You will be 
exposed to a number of research articles in renowned academic journals, and your group will 
be responsible for discussing one article. Peer evaluation will also be a part of the evaluation. 
  
Final Group project 
 One of the learning objectives of this course is to familiarize yourself to opportunities 
and challenges offered by new marketing channels. You and your group members will zoom 
in on one company/organization and offer a digital marketing solution. You and your team 
members will need to take the role of consultants and/or marketers. This project will only 
involve presenting it to the classmates and the instructor in a professional manner (i.e., no 
separate written report). Each group is responsible for communicating with the group 
members and submitting the materials on time. Detailed guidelines and examples of the 
group project will be provided during class. Peer evaluation will also be a part of the 
evaluation. 
 
Mid-term and Final exams 
 The two closed-book exams will be administered in the same format. Each exam will 
consist of multiple-choice questions and short answer questions. The final exam may be 
cumulative. Students are expected to take the exams during the scheduled class time unless 
other arrangements have been made with the instructor in advance. Make-up exams will be 
provided for those who have received approval from the instructor before the exam with a 
valid excuse. Invalid excuses (e.g., schedule conflicts, excessive workload, or inadequate 
preparation) will earn a grade of zero for the missed exam.  
 
Use of Generative AI 
 This course has no restrictions on the use of generative AI. However, you must 
disclose and give proper credit for any use of generative AI where relevant to demonstrate 
your contribution.  



Class policy 
 
Attendance 
 You will not be graded on the attendance. However, you will be expected to come to 
class on time and be prepared to participate in class discussions and activities. Note that 
attendance is required to participate in in-class activities and discussions.  
  
Classroom courtesy 
 Use of laptops and mobile devices are allowed during class provided that their use do 
not disturbance. The instructor may prohibit the use of electronic devices to create a 
favorable learning environment. Do not carry on irrelevant conversations nor disturb your 
classmates with private conversations. In case the class is scheduled online, you must turn on 
your cameras.  
 
Assignment deadlines   
 All written work is due at the beginning of session on the due date. Late assignments 
will be down-graded, penalized by a letter grade (e.g., A à B).  E-mail submissions will not 
be accepted.   
 
E-mail 
 All course-related communications should be made via TA’s e-mail address provided 
above. E-mail is the best way to receive a prompt response. Use the following format as the 
subject when sending an e-mail: “MARK3610 (Session Number): First and last name – 
Question”. Be concise and respectful.  
 
Re-grading 
 You have the right to request a re-grading if you believe that there is a mistake in 
evaluation of your assignment or exam. You must write a half-page explanation of why you 
believe that there may have been an error through e-mail (with reference to the lecture 
material), and what you think the appropriate outcome should be. Regarding inquires will 
only be taken by e-mail, and within 48 hours after the grades have been posted to 
ensure ample time for re-grading. Any disrespectful, illogical disputes will not be tolerated. 
Upon approval of the re-grading request, any assignments and/or exams may be entirely re-
graded for fair evaluation following the altered evaluation criterion. The end grade may go up 
or down due to the relative shifts in points.   
 
Academic integrity  
 Honesty and integrity are central to the academic work of HKUST. Students of the 
University must observe and uphold the highest standards of academic integrity and honesty 
in all the work they do throughout their program of study. Violations of integrity include, but 
not limited to, cheating and plagiarizing. Free-riding in a group project may also be subject to 
academic misconduct that violates integrity. A zero-tolerance policy will be applied to 
violations of integrity. Visit https://pg.ust.hk/current-students/regulations/academic-honor-
code for more information.  
  
Syllabus/Course change  
 The instructor reserves the right to make changes to the content and scheduling of 
topics, contents, and assignments as needed.   



Course Overview 

Week Date Class Topic Note 
1 Feb 5 1 Introduction to Digital Marketing  

 Feb 7 2 Fundamentals of Digital Marketing  
2 Feb 12 3 Fundamentals of Digital Marketing  
 Feb 14 4 Web Design Group 

formation 
3 Feb 19 5 Search Engine Optimization & Search 

Marketing 
 

 Feb 21 6 Search Engine Optimization & Search 
Marketing 

 

4 Feb 26 7 Search Engine Optimization & Search 
Marketing 

 

 Feb 28 8 Web Analytics  

5 Mar 5 9 Web Analytics  
 Mar 7 10 Web Analytics  
6 Mar 12 11 Midterm Exam Review  
 Mar 14 - No Class (Midterm on Mar 18 6PM)  
 Mar 19 - Group Project Time (no class)  
 Mar 21 12 Mini-project presentation  Assignment 1 

due 
 Mar 26 13 Display advertising  
 Mar 28 14 E-mail Marketing  
 April 2 - Mid-term Break (no class)  
 April 4 - Mid-term Break (no class)  
 April 9 15 TBD  
 April 11 16 Social Media Marketing  
 April 16 17 Social Media Marketing  
 April 18 - No Class (Holiday)  
 April 23 18 Social Media Marketing  
 April 25 19 Digital Marketing Strategy  
 April 30 10 Text Analysis  
 May 2 21 Final Group Project Presentation Assignment 2 

due 
 May 7 22 Final Group Project Presentation  
 May 9 23 New Trends in Marketing Certifications 

Due 
 TBA  Final Exam Exam 

 


