‘ GRADUATE SCHOOL or MANAGEMENT

Course: Artificial Intelligence (Al) in Marketing, MGB-490B-1
Quarter and Year: Autumn Quater, 2024

Instructor: Dr. Vasu Unnava, Ph. D.

Email: vunnava@ucdavis.edu

Course Units: 2

Recommended Pre-requisite: Marketing Management
Class Location: San Ramon

Class Hours (Three Saturdays):

Oct. 19 at 9:00 am - 12:30 pm, and 1:30 pm - 5:00 pm

Nov. 2 at 9:00 am - 12:30 pm, and 1:30 pm - 5:00 pm

Nov. 16 at 9:00 am - 12:30 pm
Office Hours: Thursdays prior to scheduled classes from 7:30 pm to 8:30 pm on Zoom
(https://ucdavis.zoom.us/j/96989061723?pwd=y13wVdj2ayEurEQVCCOV1ovYQwxzI4.1) and

by setting a personal appointment via email.

Course Description:

Artificial Intelligence (Al) can contribute the greatest value to marketing among all business
functions. The course is designed to provide a comprehensive understanding of Al in the domain
of marketing. Al empowers marketers by providing tools to enhance customer insights,
segmentation, personalization, targeting, automating tasks such as email marketing, social media
posting, ad content creation, programmatic buying, customer service and sales forecasting, thus
creating competitive advantages. The course uses a variety of pedagogical approaches including
interactive theoretical discussions, case studies, practical assignments, hands-on projects, and
guest lectures.

Course Objectives:
The learning objectives of “Al in Marketing” are that students will be able to:

1) Gain an understanding in Al techniques and their value-creation in marketing.

2) Evaluate business cases using Al in their marketing activities across variety of industries.

3) Design marketing strategies incorporating Al tools to yield the greatest returns to
businesses.
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The focus of this course is to explore concepts and theories of Al algorithms in marketing,
enabling students to understand their principles and applications. While Al involves a variety of
tools and data analysis, the course curriculum does NOT relay on computer language skills or
programming expertise. The classroom activities will be designed to be accessible to students
with various educational backgrounds, to provide valuable insights into the world of Al
algorithms in marketing.

Textbook: No textbook is required

Textpack (Required): The textpack comprises 10 articles relevant to the course content,
sourced from Harvard Business Services or popular press. These articles are accessible through
UC Dauvis library or online and does NOT involve any monetary expenses.

Course format:

We will use a variety of materials and approaches in this course to comprehend how Al became
a game-changer in the marketing field, equipping businesses with powerful marketing tools. The
presentation of material will encompass lectures, classroom activities, discussions, business
cases, articles, and guest presentations. The application of pertinent theories to real-world Al
tools will constitute an integral part of the course.

Course Requirements and Grading: Your course performance will be determined by four
components:

1. Individual Class Participation 20%

2. Assignment 1 and 2, 25% each 50%

3. Assignment 3 30%
Total 100%

All assignments must be submitted on or before the due date. Failure to do so without prior
authorization from the professor will result in a score of zero for that component of the course.

Grading Scheme:
The following is the grading scheme for assigning letter grades:

Range Letter Grade Range Letter Grade
100- 97% A+ <80-77% C+
<97- 94% A <77-73% C
<94-90% A- <73-70% C-
<90-87% B+ <70-67% D+
<87-83% B <67-63% D
<83-80% B- <63-60% D-

<60% F
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Individual Participation (20%o of total grade):

Class participation is an important component of your grade. Regular and punctual attendance
are required. You will come prepared to discuss concepts, topics, and issues related to readings
in each class and actively participate in class activities.

In-class contribution will be assessed based on the quality and consistency of your input. You are
neither expected to have all the right answers in every class, nor to dominate every in-class
discussion. However, you are required to be prepared and contribute regularly. The quality of our
class discussions depends on your level of preparation with the class and your willingness to
share the results of your preparation with the class. This implies that the quality of your
contributions is more significance than the quantity. It is entirely possible for you that you to
make more remarks than others in class and still receive a lower grade for in-class contributions.
When evaluating your contribution to the class discussions, the following factors will be
considered:

e Does the participant attend class regularly and arrive on time? Is the participant prepared?

e Do comments contribute meaningful insights to our comprehension of the concepts,
problems, or situations or do they leave others with a sense of indifference?

e Do comments stimulate discussions by introducing new perspectives?

e |s the participant an attentive listener? Are the comments timely and do they build upon
the preceding remarks made by others? Are they connected to the comments of fellow
classmates? Is there a willingness to engage with other class members and collaborate as
a team during in-class activities?

e Class attendance is important for grasping the subject material; therefore, please ensure
that you do not miss no more than two hours of class.

Three Individual Assignments (80% of total grade): You are encouraged to incorporate Al
tools such as ChatGPT in your assignment tasks. You will ensure that your assignments reflect
your inputs and voice, and appropriately credit contributions of these tools.

1) Assignment 1 (25% of total grade): “Al in Programmatic Advertising”

The main objective of a brand’s advertising is to reach the right audience at the right time,
ultimately leading to an improvement in key metrics such as sales. Traditionally, brand
advertising dealt with publishers and media outlets such as newspapers, television, and trade
magazines. With the advent of digital marketing, advertising has transformed into two
distinct components: demand-side (DSS) and supply-side platforms (SSP) providing large
amounts of consumer data and real-time campaign optimization. By leveraging Al
technologies, DSP and SSP processes have transformed the programmatic advertising. The
brand’s programmatic ad process involves identifying brand’s campaign objectives, audience
targeting, ad content, real-time bidding, ad placement and contextual targeting, channel
selection, and finally decision making based on data provided by demand-side platforms.
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The first assignment is a study of programmatic ad practices by a “popular and publicly
traded” brand of your choice. You would describe brand’s programmatic practices, explain
the role of Al, and identify values created by Al. Additionally, you would suggest an ad
campaign, outline programmatic ad process, and estimate its impact on the marketing and
financial objectives of the brand using a pre-formatted Excel Sheet.

The submission repost will be a 5-page document and EXCEL solution. The references,
graphics, etc., can be included in the appendices of the submission report. The format of the
reports will be double spaced with 12-font Times New Roman. The Excel sheet will detail
expected impact of your ad campaign on the brand’s key performance metrics. The pre-
formatted EXCEL sheet can be found on the course CANVAS page.

The first assignment is due on (Oct.27, 2024) by 11 pm.
2) Assignment 2 (25% of total grade): “Al in Customer Segmentation”

Customer segmentation is critical to success in highly competitive markets. Integrating Al in
segmenting customers provides benefits over traditional methods because it can process vast
amounts of data by analyzing behaviors, purchase history, and interactions with firms across
channels in real-time. The key to successful customer segmentation using Al lies in
accurately analyzing data and generating actionable insights to drive business growth.

The second assignment entails the application of one of Al tools that have been discussed
and practiced in the classroom. The objective is to extract significant customer segments by
identifying the optimal number of segments, outlining their commonalities and differences,
and emphasizing their distinct characteristics. Additionally, you will evaluate the
performance of Al tool using a test dataset. Finally, you will develop a campaign designed to
target one of the most desirable segments.

The submission repost will be a 5-page document. The references, tables, graphical images
etc., can be included in the appendices of the submission report. The format of the report will
be double spaced with 12-font Times New Roman.

The second assignment is due on (Nov.10, 2024) by 11 pm.

3) Assignment 3 (30% of total grade): “Generative AI and Branding: Enhancing
Established Products and Introducing New Market Entrants.”

Generative Al creates models and systems capable of generating novel data that resembles
existing data by examining underlying patterns in the data. Al tools for natural language
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processing such as ChatGPT 3/4, BERT, Claude etc., enable businesses to build sophisticated
applications for content generation, chatbots and creative writing.

The third assignment is leveraging generative Al to develop a new branding campaign for an
established brand as well as for a product or service new to the market. The assignment
comprises of two parts:

1.

(20% of total grade) The first part is about creating a branding campaign for a well-
known brand of your choice. The assignment’s objective is to study the brand’s current
identity, including its purpose, positioning, characteristics of its audience, personality,
and points of differentiation from its competitors. Next, you will use the generative Al
tools to design a new branding campaign including logos, slogans, and images. Finally,
you will conduct a comparative analysis between the newly developed brand identity and
its current identity and evaluate the effectiveness of the generative Al tools employed.

(10% of total grade) Part two involves utilizing generative Al for a new product/service.
You will identify a product or service that you believe should be introduced to the
market. Importantly, this product or service does not have a presence in the current
market. You will define the target audience, their needs, and preferences. Using
generative Al tools, you will develop branding, positioning, and advertising campaigns
aimed at raising awareness and consideration among the target audience. This will
involve creating a “go to market strategy” incorporating principles of programmatic
practices, customer segmentation, personalization.

The submission repost will be a 7-page document. The references, graphical images, slogans
logos etc., can be included in the appendices of the report. The format of the reports will be
double spaced with 12-font Times New Roman.

The third assignment is due on (Nov.24, 2024) by 11 pm.

Additional Readings (recommended based on your interests):

There are several popular press book titles by academics and practitioners that cover topics
related to our class discussions. | suggest the following books which touch on topics we will
explore during the term (please note that you are not required to purchase these books, but you
may find them useful for further independent readings).

1.

“Transformative Marketing: Combining New Age Technologies and Human Insights,” V.
Kumar and P. Kotler.

“Competing in the age of Al- Strategy and Leadership When Algorithms and Networks
Run the World,” Macro lansiti and Karim R. Lakhani.

“The AI Marketing Canvas,” Raj Venkatesan and Jim Lecinski.
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Suggested Podcasts:
“The artificial Intelligence Show,’ ‘Unbounce,” and ‘Unprompted.’

Pre-Class Readings:

A set of two or three articles pertinent to each class topic is assigned as pre-class readings, which
can be accessed through CANVAS or from our library. It is critical that you read and think about
each class topic prior to the class session. Discussion questions will be provided for each
reading. Each class begins with the assumption that you have at least a rudimentary
understanding of the assigned reading material. At times, we will delve into detailed discussions
about the assigned readings, while at other times we may not discuss them at all — they will serve
as a supplement to the class discussions. The readings are intended to provide you with a
foundational understanding of the topic and/or illustrate interesting examples of how this topic
has been examined within academia or the media. Assuming you come prepared and energized,
we should all have an interesting learning experience in each session.

Writing.

All written work for the course should be carefully proofread and free of grammatical and
typographical errors. | reserve the right to penalize for any instances of subpar writing, even if
writing quality is not explicitly listed as a grading criterion. You are encouraged to use Al tools
for proofreading, ensuring that your written work reflects your thoughts and voice accurately. It
is important to provide references including Al tools in the appendices of the reports.

Use of Electronics in Class:
You can use laptops or tablets for activities related to the course material.

Academic Integrity:

All students who take this course are governed by the Univ. of California's standards of ethical
conduct for students. These sections set forth the responsibilities of students and faculty to
maintain a spirit of academic honesty and integrity. You were given this code of conduct with
explicit explanations of violations (e.g. plagiarism, cheating, unauthorized collaboration, etc.)
and your responsibilities in regard to them during orientation. It is essential that you are aware of
this code of conduct and the disciplinary actions that may be taken in the event of a violation. A
copy of the Code of Academic Conduct can be found at http://sja.ucdavis.edu/files/cac.pdf . If
you are uncertain about what constitutes an academic conduct violation, please refer to the code
linked above, contact your instructor, or refer to the Office of Student Judicial Affairs.
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Principles of Community:

All participants in the course, instructor, and students, are expected to follow the UC Davis
Principles of Community, which includes affirmation of the right of freedom of expression, and
rejection of discrimination. The right to express points-of-view without fear of retaliation or
censorship is a cornerstone of academic freedom. A diversity of opinions with respectful
disagreement and informed debate enriches learning. However, in this course, any expression or
disagreement should adhere to the obligations we have toward each other to build and maintain a
climate of mutual respect and caring.

Statement on Accommodation:

UC Davis is committed to educational equity in the academic setting, and in serving a diverse
student body. All students who are interested in learning about how disabilities are
accommodated can visit the Student Disability Center (SDC). If you are a student who requires
academic accommodations, please contact the SDC directly at sdc@ucdavis.edu or 530-752-
3184. If you receive an SDC Letter of Accommodation, submit it to your instructor for each
course as soon as possible, at least within the first two weeks of a course.

Artificial Intelligence (Al) in Marketing, MGB-490B-1, Autumn Quarter 2024
Page 7 of 8



MGB-490B-001 COURSE CALENDAR* Autumn Quarter, 2024

*Calendar is subject to change. All changes will be discussed in advance of the day affected.

Date Topic Pre-Class Readings/Assignment Due Dates
(Dropbox closing time is 11 pm)
Course Introduction, 1. “From data to action: How Marketers can leverage
. AL BH1037-PDF-ENG
Class 1 QILT_Ie_(r)n;;:ology and 2. Artificial Intelligence And Marketing —The Perfect
Match, Forbes, May 14, 2024.
Al in Programmatic | 1. “What is Programmatic Advertising? Everything You
Advertisement Need to Know.”
2. “Al’s Influence on Programmatic Advertising in 2024 and
Class 2 Beyond,” Modern Marketing Today, July 10, 2024
Assignment 1 Due on (Oct. 27, 2024) by 11 pm: “Al in
Programmatic Advertising,”
1. “How Al Helped One Retailer Reach New
Customer Customers,” HO4CSI-PDF-ENG
Class 3 Segmentation 2. “Using Al to Adjust Your Marketing and Sales in a
Volatile World”, Das Narayandas and Arijit Sengupta,
HO7LCO-PDF-ENG
1. “Understanding the Role of Artificial Intelligence in
Personalized Engagement Marketing,” CMR709-
PDF-ENG
Class 4 Personalization 2. “What Smart Companies Know About Integrating
AlL” R2304J-PDF-ENG
Assignment 2 Due on (Nov. 10, 2024) 11 pm: “Al in
Customer Segmentation,”
1. “How to Design an Al Marketing Strategy.” S21041-
PDF-ENG
Generative Al, 2. Gen Al is passe’: Ener the age of Agentic Al
Class 5 Agentic Al, and

Marketing Strategy

Assignment 3 Due on (Nov.16, 2024) by 11 pm:
“Generative Al and Branding: Enhancing Established
Products and Introducing New Market Entrants”

A note about accessing readings: Linked items are available through the UC Dauvis library or

online. The links will need to be accessed from on campus or by using the library VVPN.
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https://www.sciencedirect.com/science/article/pii/S0007681319301624
https://www.sciencedirect.com/science/article/pii/S0007681319301624
https://www.forbes.com/sites/forbescommunicationscouncil/2024/05/14/artificial-intelligence-and-marketing-the-perfect-match/
https://www.forbes.com/sites/forbescommunicationscouncil/2024/05/14/artificial-intelligence-and-marketing-the-perfect-match/
https://www.match2one.com/blog/what-is-programmatic-advertising/
https://www.match2one.com/blog/what-is-programmatic-advertising/
https://modernmarketingtoday.com/ais-influence-on-programmatic-advertising-in-2024-and-beyond/
https://modernmarketingtoday.com/ais-influence-on-programmatic-advertising-in-2024-and-beyond/
https://search.ebscohost.com/login.aspx?direct=true&db=bth&AN=130112011&site=ehost-live&scope=site
https://search.ebscohost.com/login.aspx?direct=true&db=bth&AN=130112011&site=ehost-live&scope=site
https://search.ebscohost.com/login.aspx?direct=true&db=bth&AN=163418215&site=ehost-live&scope=site
https://search.ebscohost.com/login.aspx?direct=true&db=bth&AN=163418215&site=ehost-live&scope=site
https://search.ebscohost.com/login.aspx?direct=true&db=bth&AN=163418215&site=ehost-live&scope=site
https://journals.sagepub.com/doi/full/10.1177/0008125619859317
https://journals.sagepub.com/doi/full/10.1177/0008125619859317
https://journals.sagepub.com/doi/full/10.1177/0008125619859317
https://search.ebscohost.com/login.aspx?direct=true&db=bth&AN=164238199&site=ehost-live&scope=site
https://search.ebscohost.com/login.aspx?direct=true&db=bth&AN=164238199&site=ehost-live&scope=site
https://search.ebscohost.com/login.aspx?direct=true&db=bth&AN=150884745&site=ehost-live&scope=site
https://search.ebscohost.com/login.aspx?direct=true&db=bth&AN=150884745&site=ehost-live&scope=site
https://siliconangle.com/2024/06/29/gen-ai-passe-enter-age-agentic-ai/
https://www.library.ucdavis.edu/service/connect-from-off-campus

