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SYLLABUS 
 

 

I. IDENTIFICATION 
Degree Course: Business Administration 

Department: Departamento de Administração Empresarial - DAE 

Course: Data-Driven Marketing Código: 

Working Hours: 72 hours / class Academic Year: 2024/1 Phase: Elective class 

Professor: Eduardo Trauer, Dr. 

E-mail contact: eduardo.trauer@udesc.br 

 

II. SUMMARY 

 
 

III. GOALS AND OBJECTIVES 

 
 

IV. DIDACTIC PROGRAM 

 

1. Holistic Marketing Vision and Marketing Philosophy 

1.1 What is Holistic Vision. 

1.2 Marketing Philosophy and the Vision of the World. 

1.3 The controllable marketing variables. 

2. Digital Trends 

2.1 Internet of Things 

2.2 Artificial Intelligence 

2.3 Virtual Reality 

2.4 Augmented Reality 

2.5 Big Data and Marketing 

3. Marketing Strategy for Digital Environment 

3.1 Purpose and Function of Marketing Strategy. 

3.2 Relationship to Competitive Advantage. 

3.3 Proto-Personas, Buyer Persona, and Brand Persona 

3.4 Inbound Marketing and Content Marketing 

4. Data Driven Marketing 

4.1 What is data, information, and knowledge. 

4.2 Digital Marketing Environment 

4.3 Knowledge Management in Organizations. 

4.4 Competitiveness in the Digital Environment. 

4.5 AI-powered marketing 

5. Mutant Brands 

5.1 What is Mutant Brands 

5.2 Mutant Brand Examples 

5.3 Mutant Brand Case 

6. Orange Data Mining (Extra activity - will depend on the semester calendar) 

6.1 Visual Programming 

6.2 Getting Started 

6.3 Loading Your Data 

6.4 Social Media Analytics Automation with Orange Data Mining 

Enable the students to understand and reflect Marketing Philosophy as well how the marketing works in all 

fields of business (especially in the digital environment). Present the concepts about the bases and use of 

Marketing in the Digital Environment, allowing a differentiated and more accurate view of its impacts on the 

behavior of businesses and consumers. 

Marketing Philosophy, Marketing and Creativity, Digital Marketing Environment, Data-Driven Marketing, 

Artificial Intelligence and Marketing. 
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V. ASSESSMENT 

 Students will be assessed by assigning four grades. The evaluation weights are shown in the table below. Surprised 
evaluations may happen during the school semester. 

 

 ITEM DATES % DESCRIPTION 

 Assessments  70% Two presentations of the Semester Case Study that will be 

conducted in groups. Each presentation with its deliverables has 

35% of the final average. 

 Work Papers  30% Work Paper of up to 2 pages on texts presented by the Professor 

and delivered on dates set in the Moodle System. Expired files 

will not be received or validated. Objective: encourage further 
reading. There is no individual feedback on this activity. 
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Structure and organization of the "Work Paper" (adapted from Cristiano Cunha, 

2016) 
 

The "Work Paper" must be written in four sections: 
I) Introduction 

II) Development 

III) Conclusion 

IV) Documentation 

 

I) Introduction: The purpose of this section is to introduce the reader into the question or theme dealt 

with in the "paper". The author should explain to the reader what he is writing. However, there is no 

unique way to do this. Each work paper is a little different. It is necessary for the author to select the 

best way to enter your article to the reader. For example: 

• You can provide some basic information on the topic. 

• You can tell why you're writing about that issue. 

• You can show the importance of the theme. 

II) Development: This is your current position. In other words, this is the section in which you tell the 

reader something. You should be sure to organize development so that the reader can easily follow 

your thinking. The purpose of the workpaper is to present and substantiate your point of view and not 

seek to impress the reader with their vast knowledge or with a far-fetched and difficult literary style to 

understand. Development should be detailed without being confused and should include appropriate 

examples and should, above all, be well articulated from a logical point of view and based on the 

literature. In this discipline, the WP aims to stimulate reading to promote content in classroom 

discussions and in the elaboration of academic Activities and Work Papers. No individual feedback on 

the delivered texts will be provided. 

 

III) Conclusion: In the introduction you told the reader what you wouldpresent. In development, you 

have presented a particular theme. In conclusion you should summarize the main points that served as 

the basis for your argumentation and synthesize your entire paper into a final statement. 

 

IV) Documentation (including citations and cited works): You must include the texts or interviews 

that gave rise to the quotations used to build the paper and the texts consulted, quoting the pages. 

 

Format: Page format: paper format A-4 (29.7 x 21 cm) 

Margins: top 3cm; bottom: 2cm; left: 3cm; right: 2cm 

Word text editor for Windows 
Spacing: space 1.5 

Number of pages: 2 pages written 

Source: Times New Roman, size 12 
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