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Faculty Information
	Name
	Matthew Clement

	E-mail
	Clement.mj@gmail.com

	Home University
	Hanyang University (Seoul)

	Department
	Center for English Education and Communication (CEEC)

	Homepage
	careercomms.com/mmcd/landing.html


Course Information
	Class No.
	18560
	Course Code
	ISS1195
	Credits
	3

	Course Name
	Multimedia Marketing and Content Design

	Lecture Schedule
	Monday to Friday / 13:00-17:30

	Course Description
	Multimedia Marketing and Content Design is built on a single premise: content without strategy is just noise. The course teaches students to think before they create. Strategy, audience understanding, and message design come first. Production follows from those decisions, not the other way around.
Working in teams on a real client or company of their choosing, students move through the full arc of a professional marketing campaign: research and insight, strategic positioning, creative development, channel planning, and a final pitch. Students examine both Korean and international brands, analyzing how local context, cultural nuance, and global strategy intersect in effective campaigns. Every session produces something. Every deliverable builds toward the final campaign portfolio.
By the end of the course, students will have produced a campaign they can genuinely show to an employer, along with the ability to explain every decision in it. That combination, judgment and evidence, is what distinguishes a professional from someone who just knows the tools.
Full course details, past student campaigns, and instructor background are available on the course website below.

	Course Objective
	1. Understand and apply the principles of integrated marketing communication across multiple digital and multimedia platforms
2. Analyze and compare marketing strategies used by Korean and international brands, identifying how cultural context influences communication style, branding, and consumer engagement
3. Conduct market research to develop customer personas, target audience insights, and data driven positioning statements
4. Design and produce creative digital marketing materials, including social media content, email campaigns, video storytelling, and branded visuals, that demonstrate persuasive and authentic communication
5. Develop a unified brand strategy, integrating social media, digital media, and multimedia tools into a cohesive campaign for a real or simulated client
6. Collaborate effectively in team based projects, presenting professional level proposals and creative assets to diverse audiences
7. Evaluate campaign performance using relevant metrics and analytics to measure audience impact, engagement, and overall effectiveness
8. Build a portfolio that showcases strategic thinking, creativity, and practical marketing competence suitable for future career or academic pursuits

	Prerequisite
	None. Students should bring a laptop or tablet capable of running web based tools and come prepared to work in a team from the first session.

	Materials/Textbooks
	Materials will be provided by the professor.
Course workbook: Digital Marketing: Strategy, Judgment and Execution (Edition 3, 2026)
Available at: careercomms.com/mmcd-textbook/
Course website: careercomms.com/mmcd/landing.html


Evaluation
	Attendance
	15%
	Quiz
	N/A

	Proposal
	25%
	Midterm Exam
	N/A

	Presentation
	25%
	Final Exam
	N/A

	Group Projects
	25%
	Participation
	10%


Weights total 100%: 
Major Assignments
Digital Marketing Campaign Proposal (25%)
Working in groups, students will develop a strategic and creative storytelling campaign lasting approximately three months. Building on previous briefs and research, teams will plan and write a comprehensive campaign proposal that demonstrates both analytical insight and creative execution.
The proposal should include:
· Brand overview and awareness strategy
· Target audience analysis
· Goals and measurable objectives
· Marketing channels and tactics
· Budget and timeline
Each campaign should feature original, well designed digital content that communicates a clear and compelling message. Visual elements may include infographics, posters, images, memes, social posts, or digital ads. In addition, students will produce at least two social media posts that align with and enhance the overall campaign concept.
Pitch Presentation (25%)
In this final stage of the course, students will present an integrated marketing communication plan for their chosen client, brand, or non profit organization. The presentation should demonstrate strategic thinking, creative design, and practical application of digital marketing principles.
Each team's pitch should include:
· A creative concept that clearly defines the brand message and campaign platform
· A media plan and timeline outlining the rollout of campaign elements across relevant channels
· A discussion of anticipated outcomes and methods for evaluating campaign performance
Presentations run approximately 15 minutes and must include both a strategic overview and a visual demonstration of campaign assets, such as the website, social media content, and other digital materials. Each presentation concludes with a question and answer session, allowing teams to discuss their creative and strategic decisions in depth.
Group Assignments (25%)
Throughout the course, students work collaboratively in teams to develop a comprehensive digital marketing strategy for a real client. This client serves as the foundation for all major assignments, including the midterm and final projects.
Students may select their own client, such as an employer, a startup, or a local business, provided they have direct communication with the owner. Alternatively they may choose from a list of available clients provided by the instructor. The client should be one that can benefit from improving its marketing communication strategy or execution.
Through a series of group assignments, teams produce strategic and creative deliverables that connect theory with practice. These documents form the groundwork for the final campaign proposal and presentation, and should demonstrate an understanding of brand strategy, audience targeting, and integrated communication design.
Deliverables include creative briefs and internal reports such as:
· Market research and SWOT analysis
· Competitor benchmarking
· Customer persona and journey development
· Social media and SEO research
· Brand identity and content strategy
Each assignment builds toward the team's final marketing campaign, developing project management, collaboration, and communication skills while creating a portfolio ready body of work.
Digital Marketing Course Schedule
	Day
	Topic
	Key Discussions and Learning Outcomes
	Tasks and Deliverables

	1
	Orientation and Traditional Digital Marketing
	· Introduction to digital marketing principles and the modern media landscape
· The role of integrated marketing communication and the digital ecosystem
· Identifying key marketing channels and campaign types
	Choose a Company or Client
Select a real world client for your group project and prepare a short rationale for your choice.

	2
	Creating Digital Value and the Digital Marketing Environment
	· How digital value is created through research and strategy
· Integrating digital marketing into broader organizational goals
· Conducting foundational market and keyword research
	Market Research Report
Submit a two page summary analyzing your client's market, competitors, and SEO opportunities.

	3
	Online Consumer Behavior and Social Media Marketing
	· Online consumer behavior, segmentation, and the customer journey
· How social media and viral content drive engagement
· Analyzing tone, content, and strategy across social platforms
	Persona and Content Brief
Create three to five detailed customer personas and a one page content brief aligning message tone and goals.

	4
	Brand Building in the Digital Age
	· Developing and strengthening brand identity across digital platforms
· Visual storytelling, experiential marketing, and promotional strategies
· Auditing an existing brand for coherence across channels
	Branding and Rebranding Project
Design or refine your client's brand identity, covering logo, tone, and digital presence, and submit a mini brand guide.

	5
	Digital Marketing Strategy, Part One
	· Campaign planning frameworks
· Defining objectives, building teams, and allocating budgets
· Developing a cohesive digital marketing strategy for your client
	Webpage Development
Create a landing page or microsite mockup representing your campaign's core message and value proposition.

	6
	Digital Marketing Strategy, Part Two
	· Extending strategy through product development and packaging concepts
· Refining the campaign plan with stronger creative assets
· Integrated messaging across channels
	Content Development
Design sample creative content such as posts, visuals, or short videos aligned with your brand story.

	7
	Customer Relationship Management
	· Customer engagement, personalization, and data driven loyalty
· CRM systems and analytics for sustaining customer relationships
· What happens after the first conversion
	CRM Campaign Content
Develop CRM related campaign content, such as personalized emails or a customer retention plan.

	8
	Digital Marketing Tools and Trends
	· Automation, lead generation, affiliate, mobile, and email marketing
· Analyzing campaign data and performance metrics
· Current digital trends and emerging tools
	Email and Mobile Strategies
Design two integrated posts or email templates, plus a campaign planning document outlining key tools, channels, and tactics.

	9
	Multimedia Content Development
	· Combining storytelling, design, and analytics into a cohesive campaign
· Resolving inconsistencies so every element traces to a strategic decision
· Preparing professional presentation materials
	Campaign Planning
Submit a complete campaign brief including objectives, timeline, and creative samples.

	10
	Final Project Presentations
	· Presenting the integrated marketing communication plan
· Demonstrating strategic reasoning, creativity, and practical execution
· Defending creative and strategic decisions under questioning
	Final Presentation
Present your campaign to the class, including website, visuals, and performance strategy, and submit the campaign portfolio.


Course Website and Workbook
Course website: careercomms.com/mmcd/landing.html
Course workbook: Digital Marketing: Strategy, Judgment and Execution (Edition 3, 2026), careercomms.com/mmcd-textbook/
Every module, framework, and deliverable in this syllabus is supported by a purpose built course website and a custom workbook written for this course. Students receive access on Day 1. The pages below show the live course site as students see it.
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