
About the Instructor
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[bookmark: _heading=h.3znysh7]Contact information:
Name:  Dr. Perry D. Drake 
Phone number:  914-299-4879 (mobile) 	
Email address:  drakep@umsl.edu
Campus office:  ABH 217

On campus office hours:  Tuesdays 11-1 pm, Thursdays 12-3 pm (but please contact me ahead of time to reserve my calendar)
Virtual office houses:  Arranged any time with 24 hours notice.  Zoom link to be provided.
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Welcome
Welcome to Digital Media Marketing Strategies! I’m absolutely thrilled to have you in this unique and dynamic course, offered exclusively through the University of Missouri–St. Louis. Did you know that very few universities nationwide provide the breadth and depth of digital and social media marketing courses that we do? You’re taking a bold and important step by enrolling in a program that is designed to give you a clear competitive edge in today’s job market.

Regardless of whether your major is marketing, education, finance, accounting, communications, or another field, the impact of digital and social media disruption is undeniable. Emerging technologies are reshaping how businesses and individuals connect, communicate, and succeed. This course will help you prepare for those changes and equip you with the tools, strategies, and insights needed to navigate the ever-evolving digital landscape.

Be ready—it’s going to be a fast-paced, hands-on, and exciting journey into the world of digital marketing. Along the way, you’ll explore cutting-edge tools and strategies that will not only broaden your knowledge but also help you stand out in your career.

Let’s dive in together and make this an incredible semester!


Instructor Background
Perry Drake is currently the Co-Chair and Associate Teaching Professor of Marketing at the University of Missouri in St. Louis. He is also the faculty advisor to the UMSL Marketing Advisory Board and the Executive Director of the Marketing and Sales Leadership Institute at the University of Missouri in St. Louis. Prior to this role he was an Assistant Professor of Integrated Marketing at New York University for 14 years.




[image: ]He has been responsible for creating some of the very first courses dealing in web analytics, social media analytics and SAS data mining certifications at the university level. In addition, he was among the first faculty to use Adobe Sitecatalyst in the classroom (then known as Omniture).
At UMSL Perry has implemented a certification program in Digital and Social Media Marketing at the graduate level and within Continuing Education. He offers courses in advanced Facebook advertising, CRM strategies, Google Analytics and Tagging, video production and editing, LinkedIn Strategy, and more. 
Dr. Drake is also the founder of the Midwest Digital Marketing Conference (MDMC) featuring speakers from Google, Facebook, Twitter, Linkedin, Microsoft and more. It is held annually at Union Station in St. Louis with attendance well over 1,700. Session tracks cover digital, social, tech, data, analytics and more. Visit www.bestmarketingconference.com for more information. It is now in its 10th year.
Perry is a regular on the speaking circuit. He is passionate about everything digital and social. He embraces all disruptions that are occurring in the world of marketing and communications.
Last but not least, Perry, in his spare time, is also a competitive runner. Typically finishing in the top 8%. He has run the New York City Marathon many times. He also cycles when needing a change of pace and does triathlons. 
For more information here is Dr. Drake’s linkedin profile:  https://www.linkedin.com/in/perrydrake/


Teaching Philosophy
My teaching philosophy is grounded in the belief that education should prioritize understanding and application over rote memorization, particularly in a dynamic field like marketing. In today's world, where information is readily accessible, the value lies not in memorizing facts but in developing the skills to apply knowledge meaningfully. I focus on helping students become fluent in core marketing principles, equipping them to analyze real-world situations, think critically, and communicate their ideas effectively.
[bookmark: _heading=h.21fhobksv669]With a blend of 15 years as a marketing practitioner and 25 years in academia, I bring both practical experience and academic rigor to the classroom. I strive to make learning relevant and engaging by incorporating current articles, case studies, and videos to enrich the foundational material provided by textbooks. This approach not only keeps content timely but also illustrates the real-life applications of marketing strategies.
[bookmark: _heading=h.h7kaj71vmx50]Ultimately, my goal is to foster a learning environment where students can grow as knowledgeable and articulate professionals who can confidently navigate the challenges of today's ever-changing marketing landscape. I am committed to nurturing their curiosity, honing their analytical skills, and guiding them in becoming effective, adaptable marketers.

About this course:

Required texts:
There is no required text for this course.  All material is provided via files or internet links and documents.  All PowerPoints have been converted to video with me talking to each slide.    

Time Requirements:
This is a hybrid course.  We will meet on Tuesdays only.  Thursdays you are on your own to watch videos and read articles.   In classroom time requirement each week is 1.5 hours.  Additional reading and homework will amount to 3.5 hours per week for a total of 5 hours per week.   

Official Course Catalog Description: 
Prerequisites: MKTG 5700. This course provides students with the theoretical understanding of the internet marketplace necessary to adapt to its many changes, while also introducing them to the real-world internet marketing problems. The following topics will be covered: (1) an overview of the digital landscape and status quo; (2) digital advertising and promotion including search advertising and display advertising; and (3) transitioning to digital: product, price, and place.


Course Goals
Upon completing this course, MBA students will:
1. Strategically Navigate the Evolving Digital Landscape
Develop a deep understanding of the ever-changing digital marketing ecosystem, identifying strategic opportunities and challenges in a global business context.
2. Master Advanced Marketing Strategies
Explore and apply sophisticated concepts beyond the modern 4 P’s, leveraging cutting-edge frameworks to build resilient and innovative digital marketing plans.
3. Redefine the Conversion Funnel
Analyze and reshape the conversion funnel for complex, multi-channel environments to enhance customer acquisition, engagement, and lifetime value.
4. Lead in Website Strategy and Design
Understand how to create and critique user-centric website strategies that drive business outcomes, focusing on optimization, scalability, and exceptional user experience.
5. Excel in SEO and Paid Search Management
Integrate advanced SEO techniques and Google Ads strategies into broader marketing initiatives to drive measurable results.  Become certified in SEO.
6. Achieve Mastery in Google Analytics
Gain Google Analytics certification and develop expertise in leveraging advanced analytics to make data-driven marketing decisions and optimize performance.
7. Craft Data-Informed Email and Automation Campaigns
Learn the tools to design strategic email marketing initiatives and automated workflows tailored to the needs of diverse audiences across the customer lifecycle.
8. Enhance Executive-Level Personal Branding
Elevate LinkedIn profiles and personal branding strategies to position oneself as a leader in the field of digital marketing.
9. Integrate Digital Strategies into Broader Business Goals
Demonstrate the ability to align digital strategies with organizational objectives, ensuring cross-functional collaboration and sustained competitive advantage.
Students will engage with high-level case studies, industry reports, guest speakers, collaborative projects, and advanced simulations, culminating in a capstone project that integrates and applies their knowledge in a real-world business context.

How to Succeed in This Course

In order to succeed in this course, my students are expected to adhere to the following conditions:
· Be in attendance for all classes with the instructor.
· Be attentive and ask questions and give opinions during lectures.
· Do well on all quizzes, tests, homework, and discussion boards.
· Pass the two digital certifications.
· Develop a strong LinkedIn profile.
· Be a responsible and productive team member for the final team project.
· Be respectful of your instructor and inform him in advance should you not be able to attend a live lecture due to a conflict.
· Be polite to your fellow classmates in all forms of dialogue.
· Arrive to the classroom at least 5 minutes early to avoid disruptions.


Assessment/Grading
Grade Composition:

· Discussion threads, 6 at 5 points each = 30 points
· Homework assignments, 7 at 10 points each = 70 points
· Quizzes, 7 at 10 points each = 70 points 
· SEO team project* = 100 points 
· SEO Certification via HubSpot Academy = 60
· Google Analytics Certification (MBA Students only) = 46 points
· Special SEO Research Paper (MBA Students only) = 40 points
· Attend two professional development events worth 10 points each = 20
· Midterm = 100 points (60 points exam, 40 points LinkedIn profile)
· Attendance, 15 classes at 3 points each = 45 points
· TOTAL POINTS POSSIBLE = 581

At the start of each class, an attendance sheet will be distributed.  You are responsible for initialing at the start of each class.  If you arrive late to class, it is your responsibility to seek out the sheet to ensure you sign in before Dr. Drake leaves the room.  

* Details of how this project will be scored can be found in Module 4.

Extra Credit: 
Extra credit is not an option for this class under any circumstances. 

Grading Scale:  
The grade value for each letter grade is as follows: 

· 92.00% of eligible points or above   A	
· 90.00 to 91.99		A-
· 88.00 to 89.99		B+		
· 82.00 to 87.99		B
· 80.00 to 81.99		B-		
· 78.00 to 79.99		C+
· 72.00 to 77.99		C		
· 70.00 to 71.99		C-
· 68.00 to 69.99		D+		
· 62.00 to 67.99		D
· 60.00 to 61.99		D-		
· Below 60.00		F

For example, to get an A in this class, an undergraduate will need .92 x 581 = 534 points or above.  








Class Schedule

1/21	Introduction and digital disruption presentation
1/28	Cover Section 1
2/4	Cover Section 2
2/11 	Cover Section 2 & 3 (Section 1 assignments due 2/10)
2/18	Cover Section 4 (Section 2 assignments due 2/17)
2/25	Cover Section 4
3/4	Cover Section 4 and discuss SEO certification requirements (LinkedIn assignment due 3/3)
3/11	Cover Section 5 and midterm exam review (Section 4 assignments due 3/10)
3/18	Cover Section 6 and kickoff SEO team project (Section 5 assignments + midterm due 3/17)
3/25	Spring Break
4/1	Cover Section 6 and kick off MBA SEO research paper
4/8	Cover Section 6 (SEO Certification due 4/7)
4/15	Cover Section 7 (Section 6 assignments due 4/14)
4/22	Cover Section 8 and kick off MBA Google Analytics certification (Section 7 assignments dues 4/21)
4/29	SEO Presentations (All presentations due on 4/28)
5/6	SEO Presentations continue
5/13	No Class, Final Exam Week.  (MBA Google Certification and MBA research paper due 5/12)							
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