BUSMO099 Digital Marketing
2024-2025 Assessment Brief

100% Live Case Study Based Report (Group Assignment)

Submission Date: TBC

In this assessment, you are required to work in groups to develop a digital marketing
campaign based on the case study provided by the Data & Marketing Association’s (DMA)
Marketing Challenge 2024 (see attachment). Each team is required to produce a written
report (in a business report style), including the following components:

1. An executive summary of the key idea and actions of the campaign plan (max 300 words).

2. A high-level situation analysis. This should cover the relevant macro-environmental factors,
the immediate competitive market, and the brand’s internal capabilities (e.g., Costa’s brand
assets, market position against competitors, recent/current marketing activities, and digital
resources). A SWOT analysis should be done in light of the situation analysis. The evidence or
case for these high-level observations should be presented with citations to market research
reports, databases, industry magazines, and current academic publications as appropriate.

3. A clear statement of the campaign objective(s). The Challenge offers an overarching
objective. You should develop objective(s) in accordance with the overall objective. The
objectives should be SMART, specifying benchmarks and measurements, the time period of
the intended campaign and the chosen audiences.

4. |dentify the segments and target audiences. Clearly define which segments of the loyalty
card population you will target and why. You must draw on the brief and do additional
research to identify the information or variables that can be useful in the campaign to target
existing customers. Don't just think about obvious demographics — think about behaviour
(e.g., consumption, media usage), attitudes, and other relevant factors. Illustrate the chosen
audiences as personas or profiles as relevant/appropriate. Develop a customer journey map
and present it visually, for example, using a flowchart.

5. Develop creative idea(s) to achieve the objectives. You should explain how your creative
ideas will be executed and implemented with visuals, demonstrations, and other supporting
materials.

6. Develop a media plan explaining which marketing channels (non-digital channels are also
fine) you will use to communicate to each type of audience you are targeting and why. You
should integrate this media plan into the customer journey map developed earlier. Please
take into account the situation and customer analyses you have explained earlier and any
constraints placed by the client (i.e., Costa).

7. Detail your budget spend. Explain how the overall budget set by the client (i.e., Costa) will
be split between the different components of your proposed plan.

8. Develop a measurement plan to track the performance of your proposed media plan. A
forecast of the outcomes and ROl is expected. There should be a breakdown of marketing
activities and a discussion of associated metrics as relevant, which then builds up to a
discussion on how you will assess the overall objectives.



Guidance on presentation

The presentation of the business report should be aimed at executive readers (e.g. marketing
managers).

The word limit is 5,000 words, excluding references. The submission does not allow
for a 10% margin, i.e., the entire report should be a maximum of 5,000 words. A
penalty may be applied for exceeding the word limit and excessive materials.

The report should have clear headings and sub-headings. It is suggested that you use
a 12-point font size, Arial, Calibri or Times New Roman style, and 1.5 line spacing.
However, you may choose to present the report in a more creative format as
appropriate.

Discussions should be divided into logical paragraphs or sections and be to the point
and specific as much as possible (as opposed to vague, general statements).

You should provide theoretical and practical clarity, providing functional links to
academic literature, and are also expected to make use of secondary sources of
information (a good balance between academic and non-academic sources).
Information sources should be clearly and consistently cited. Use APA or Harvard
referencing style. Be consistent and accurate in referencing (both in-text citations and
reference lists).

Graphs, charts, tables, and other visual aids should be incorporated to help illustrate
points as appropriate.

An appendix is optional (included in the word count). The appendix could be used to
present any additional analyses/evidence in relation to the campaign planning, which
couldn't easily fit in the main body sections. For example, you may use the appendix
to present a slightly more expanded version of the situation analysis with
supplementary information. Do not repeat information that has been presented in the
report.

Guidance on submission

All work must be typed and submitted in MS Word or Adobe PDF format.
Coursework submitted late (and there are no extenuating circumstances) will incur a
late penalty. The administrative team will apply the penalty. Please refer to the
student handbook for details.

Always spell-check and proofread your work before handing it in. Once you have
submitted your work, you will not be permitted to retrieve it.

Include a cover page for the report, containing all group members’ student ID numbers,
the module code to which your work applies, and the date.



Important: Peer Assessment

The assignment will incorporate peer assessment, which will be used to assess individual
contributions within the team. Depending on the level of engagement and contributions
within the team, group members may receive higher/lower marks than the overall mark
allocated to the submission.

Each group should keep a record of meeting minutes and present it to your tutor in the last
two seminars. The meeting minutes should clearly state the date, participants, agenda, work
completed, and planned actions (including task allocation and individual performance).

The group work requires you to be proactive, i.e., if you notice issues in your group work, you
should first discuss them internally and try to work them out as a group. If you cannot resolve
them after having made all possible efforts, please notify your seminar tutor. This should
happen at least 3 weeks in advance of your group assessment deadline. You will need to
provide tangible evidence to demonstrate your group work issues (e.g., emails, scheduled
meetings, attendance logs, task allocations, individual contributions, working documents etc.
— note: snapchat logs or similar are not professional evidence). In such cases, the tutor will
have a meeting with the group to resolve any issues.

If you cannot reach one of your group members, i.e., they are not responding to your emails
or other communications, please copy your tutor in your emails to the respective group
member as well as notify the module organiser immediately. This also means that you must
form your group at the earliest possible time in order to ensure that every group member is
on board, and issues around non-engagement are spotted early.

Each group is required to complete and submit a Peer Assessment Form with all group
members’ signature. Please append the form to your group work submission (i.e., submit one
document consisting of the submission plus the completed peer assessment form in the
appendix section). As a default, all team members receive the same grade. However, in cases
in which a member’s contributions are significantly less than agreement, he/she may receive
an adjusted mark. Your group assignment will not be marked until a peer assessment form
has been received.



Marking Rubric

Assessment |70+ 60-69 50-59 <50
Criteria
Executive A very good precis of the report is A clear executive summary A basic executive summary has been |Very poor or limited executive
summary evident in the summary. The writing |[summarising the key points of the provided, but lack relevance and/or  |[summary without informative content
[5 marks] articulates the points made in an plan. details of the actions. of the campaign plan.
exceedingly clear manner that takes
into account the reader's context.
Situation Exceedingly good level of research A reasonably good level of research  |Basic level of research into different  |Poor level of research into different
analysis into different layers and aspects of thelinto different layers and aspects of the|layers and aspects of the business layers and aspects of the business
[20 marks] business environment. Aptly and business environment.Provides some |environment. Not much synthesis of |environment. No synthesis of the
succinctly synthesises the different synthesis of the different situational [the different situational observations [different situational observations
situational observations together observations together together into strategic issues and/or [together into strategic issues and/or
into strategic issues and assesses the |into strategic issues and shows lacks awareness of the connections  |lacks awareness of the connections
connections between different awareness of the connections between different observations. Also |[between different observations
observations. Also considers impact |between different observations. Also |reveals only basic awareness of the  [completely. Little or no consideration
on the client's business/brand. reveals awareness of the impact on  |impact on the client's business/brand. |of the impact on the client's
the client's business/brand. business/brand.
Campaign Appropriate and SMART objectives Objectives stated need can be Objectives stated need refinement Objectives stated are not appropriate
objectives are identified and proposed. improved in terms of focus and detail, [and should adhere to SMART and/or are not clear/SMART.
[10 marks] but are relevant/appropriate overall |principles.

and SMART.

Segment and
target
[15 marks]

Excellent use of relevant secondary
research to develop a good idea about
potential segments, and choose the
targets with strong reasoning.
Segments are described in as much
(useful) depth as possible. Summarise
information through visual
personas/profiles. The target market
is clearly defined based on the context
of the case and from a brand/client
perspective. There is excellent
recognition of the value of data in

Appropriate use of relevant secondary
research to develop a good idea about
potential segments, and choose the
targets with clear reasoning.
Segments are clearly described with
visual personas/profiles. The target
market is clearly defined based on the
context of the case and from a
brand/client perspective. There is
sound understanding of the value of
data in ensuring continuous customer

engagement and customer

Basic use of relevant secondary
research to develop ideas about
potential segments. Segments are
reasonably described but there lacks
visual personas/profiles. The target
market is defined but should be more
based on the context of the case and
from a brand/client perspective.
There is basic understanding of the
value of data in ensuring continuous
customer engagement and customer
retention/loyalty. The use of data in

Very limited use of relevant secondary
research to develop ideas about
potential segments. Segments are not
clearly described and/or there lacks
visual personas/profiles. The target
market is not clearly defined. There is
poor understanding of the value of
data in ensuring continuous customer
engagement and customer
retention/loyalty. Very limited
consideration of the use of data in the
proposed campaign.




ensuring continuous customer
engagement and customer
retention/loyalty. The use of data in
the proposed campaign has been very
thoroughly considered.

retention/loyalty. The use of data in
the proposed campaign is well
considered.

the proposed campaign is considered
but with limited attention.

Creative idea

Excellent creative plan(s), which is

Good creative plan(s), which is

A basic creative plan(s), which is not

No clear creative plan and/or poor

[15 marks] illustrated using mock-ups and illustrated to some extent in visual very well illustrated. Can improve in  |explanation of this. Poor fit with the
examples, and discussed in great form using mock-ups, but can improve |detail and fit with the case context.  |case context.
detail. in detail and fit with the case context.
Media plan  [Extremely well articulation on the Reasonable choices for the media Media channels relevant at each stage [The media plan does not
[15 marks] media channel choices relevant at channels relevant at each stage of the |of the target audience's "customer (appropriately) identify media
each stage of the target audience's  |[target audience's "customer journey" [journey" are identified. Can improve |[channels relevant at each stage of the
"customer journey" and the rationale |and the rationale for these choices are|in explaining the rationale for these [target audience's "customer journey"
for these choices. Detailed plan for clearly explained. The plan for the choices. The plan for the campaign and/or the rationale for any choices
the campaign scheduled into phases, |campaign scheduled into phases, scheduled into phases, timings, and  |made is unclear. The campaign is not
timings, and across various relevant  [timings, and across various relevant |across various relevant touchpoints is |properly scheduled and lacks details in
touchpoints. Excellent use of relevant [touchpoints is clear with appropriate |basic and requires further the phases, timings, use of channels
visual aids such as journey maps and |use of relevant visual aids such as clarifications. Limited use of relevant |across various relevant touchpoints.
Gantt charts to illustrate the plan and |journey maps and Gantt charts. visual aids such as journey maps and |No use of relevant visual aids such as
schedule. Gantt charts. journey maps and Gantt charts.
Budget plan |Excellent discussion on budgetary Good discussion on budgetary Some basic discussion on budgetary |Very poor or no clear discussion on
[5 marks] allocations provided, including very  |allocations provided, including allocations provided. budgetary allocations provided.
good rationale and consideration for |rationale and consideration for ROI.
ROI.
Performance |The measurement plan is highly Good measurement plan, which is A basic measurement plan(s), which is [No clear measurement plan.
measurement |developed in line with the media supported to a reasonable extentin  |[not very well supported and do not fit
[5 marks] choices and objectives. line with developed objectives. with the objectives.
Writing and  [The presentation follows the guidance|The presentation follows the guidance [The presentation generally follows the[The presentation does not follow the
presentation |and exceeds expectations. Logical and meets expectations. Well guidance and meets expectations. guidance and/or meet expectations.
[10 marks] structure and a coherent, concise and |organised arguments, mostly logical, [Well organised arguments, generally |Argument partially organised and not

fluent argument in discipline specific
academic language.

concise and in discipline specific
academic language.

logical, concise and coherent and
mostly in discipline specific academic
language.

coherent. Limited use of discipline
specific academic language.




