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1. Course Description 

a. Pre-requisites. No special entry pre-requisites are required. 

b. Abstract. This course examines how digital tools, such as the Internet, 

smartphones, and 3D printing, are revolutionizing the world of marketing by shifting the 

balance of power from firms to consumers. This course will review the foundations of 

marketing (i.e., production, promotion, placement, and price) and discuss how these 

foundations are being shifted by the rise of new digital tools. Students will have the 

opportunity to engage in a variety of hands-on activities, such as offering new product ideas to 

Starbucks, making new entries in Wikipedia, and designing your own 3D printable products. 

2. Learning Objectives 

The main goal of this course is to show how marketing is changing with the 

development of digital technology.  

To facilitate an achievement of this goal we set a number of sub-goals as follows:  

a. obtain a rich understanding of the foundation of marketing and how this 

foundation is being shifted due to the rise of new digital tools; 

b. apply critical thinking skills regarding the role of these digital tools and their 

impact upon both firms and consumers;  

c. learn several real-world examples of how these digital tools are being applied to 

enhance and enrich marketing activities. 

It is expected that the obtained knowledge will help students to plan and build their 

careers in management and marketing successfully. 
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3. Learning Outcomes 

As a result of learning the discipline a student must:  

a. know the features of digital marketing and its capabilities for building 

relationships with consumers; 

b. know the key digital marketing concepts such as: co-creation, doppelgänger 

brands, user generated content, authenticity, new retail, 3d printing, pay what you want and 

price comparison tools; 

c. be able to use digital tools to develop new products, attract customers, distribute 

products and set prices. 

4. Course Plan 

Modul 1. Course overview and digital tools for developing innovative new products 

In this module, students will learn how new digital tools are enabling customers to take 

a more active role in developing and branding the products they consume. 

Modul 2. Digital tools for persuading customers to buy your products 

How are products promoted in our digital world? In this module, students learn how 

new digital tools are enabling customers to take a more active role in promotional activities. 

Modul 3. Digital tools for effectively distributing your products 

How are products being placed and distributed in our digital world? In this module, 

students learn how new digital tools are dramatically altering the distribution of products and 

revolutionizing the retail landscape. 

Modul 4. Digital tools for setting the right prices for your products 

How are products priced in our digital world? In this module, students learn how new 

digital tools are enabling customers to take a more active role in both evaluating and setting the 

prices they pay for the products they buy. 

5. Reading List 

a) Required: Harvard Business Review, MIT Sloan Management Review.  

b) Optional: Understanding Digital Marketing: Marketing Strategies for Engaging 

the Digital Generation by Damian Ryan, 2014. 

6. Grading System 

Course evaluation takes place on the platform. 

7. Examination Type 

https://hbr.org/
https://subscribe.sloanreview.mit.edu/ecom/SMR/app/live/subscriptions?org=SMR&publ=SM&key_code=OSABC64&type=S
https://books.google.com/books?id=veuhAwAAQBAJ&source=gbs_book_other_versions&hl=en
https://books.google.com/books?id=veuhAwAAQBAJ&source=gbs_book_other_versions&hl=en
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Students are assessed on the basis of individual assignments and quizzes. 

8. Methods of Instruction 

Students study video lectures and do individual tasks. The course takes 29 hours, 4 

weeks of study. 

The course includes 47 videos (total 335 min.), 25 self-study materials, 22 tests. 

9. Special Equipment and Software Support (if required) 

To study the course, Internet access is required. The course is available at: 

https://www.coursera.org/learn/marketing-digital 


