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General Information

Complete the following general information:

Name of the course:

Intelligent Marketing: Creativity and Innovation in the Age of Al

Teacher's name:

Ricardo Limongi

Introduction

This course provides a comprehensive exploration of how artificial intelligence is transforming marketing practices and creative
processes. Students will be introduced to essential Al concepts, tools, and their practical applications in modern marketing
contexts. The course examines how generative Al, predictive analytics, and personalization systems are reshaping consumer
engagement strategies. Throughout the program, participants will develop a hybrid mindset that leverages emerging technologies
to enhance human creativity while addressing the ethical, social, and strategic challenges facing marketing professionals in the
Al era. This course will provide students with practical skills and a solid foundation for leading innovative marketing initiatives
that combine the best of human insight with algorithmic capabilities.

Final Learning Achievement of the Course

At the end of the course, the student will design and pitch an innovative marketing solution that integrates Al tools
with creative strategies through the relevant application of generative Al, predictive analytics, and ethical
considerations learned during the course.

Learning Units

Learning Unit 1: Intelligent Marketing - Creativity and Innovation in the Age of AI

Unit Learning Achievement:

analytics, and ethical considerations learned during the course.
Contents:

Module 1: Foundations (4h)
Evolution of marketing in the digital era
Introduction to Al applied to marketing
Digital transformation cases

Module 2: Tools and Applications (4h)
Generative Al for content creation

Predictive analytics and intelligent segmentation
Personalization and recommendation systems
Workshop with accessible tools

Module 3: Augmented Creativity (4h)

Upon completion of this learning unit, the student will design and pitch an innovative marketing solution that
integrates Al tools with creative strategies through the relevant application of generative Al, predictive
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Design thinking with Al

Campaign prototyping

Digital nudging and choice architecture
Creative lab: human + machine

Module 4: Innovation and the Future (4h)
Emerging business models

Ethics and algorithmic bias in marketing
Success metrics in hybrid marketing

Final project: innovative solution pitch

Activities and Evaluations:

Case study analysis and discussion

Hands-on workshop with Al tools

Creative lab: campaign prototyping exercise

Group debate on Al ethics in marketing

Final project: innovative solution pitch presentation

V.  Teaching Strategies

Teaching strategy
Interactive presentation X
Exercise and problem solving
Case studies X
Group dynamics X
Structured debates/discussions X
Role playing
Reflective dialogue X
Collaborative learning X
Peer learning
Active learning X
Inverted classroom
Experiential learning X
Service learning
Spaces for creation X
Design thinking X
Problem-based learning X
Research-based learning
Project-based learning X
Challenge-based learning X
Ganmification of learning

VI. Evaluation System

Considerations for evaluations:

Active participation in all sessions is essential for evaluation activities. Group activities will be evaluated
both on the collaborative process and the final output quality. All evaluations should demonstrate integration
of Al tools with creative marketing thinking.
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Evaluation o, Comments
Name
cl * Individual grade
ass 15 * Active engagement in discussions and activities will be
Participation
evaluated
Case Study . Group—.based activity, 1nd1v%dua1 gra@e ‘
. 20 * Analytical depth and practical application of concepts
Analysis :
will be evaluated
» Individual grade
Wo¥ksh0p 25 » Proficiency with Al tools and quality of creative outputs
Deliverables .
will be evaluated
= Group presentation, individual grade
Final Project 40 * Innovation, feasibility, Al integration, ethical
Pitch considerations, and presentation quality will be
evaluated
TOTAL 100
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