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Background Implementations Student Outcomes
JMC 640 Campaigns in Digital Marketing As a result of receiving funds from a CTE course transformation grant, | The plansbooks, created by the students and presented to
Communications, Advertising, and Public was able to provide Campaighs students with access to two our client, improved in quality compared to previous
Relations is a capstone level course where professional, subscription-based Al tools, FileGPT and CrawlQ. semesters. As shown in the images throughout the poster,
students apply knowledge and skills from these visuals reflect clear student engagement, strong
revious classes to develop a cambaign with an ‘ j ; . designs, and useful marketing strategies for the client.
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In Spring 2024’ twenty-two students enrolled in FileGPT helps users bu.|I(.:I a custom CraWIQ IS an Al-powered E e e =y 41 CREATE3DIFFERENT3123:1\3[’)23:!2?!::5;3:
the course and the client for the semester was C knowledge base. Recognizing that one audience research app that | e #
You in the Major Leagues Foundation, a nonprofit of the primary issues with Al is the — can be used to complement STRATEGY - “A DAY IN THE LIFE” CONTENT
founded by former KC Royals General Manager, lack of transparency and credibility  students’ secondary  and | EEEEEEE et g
Dayton Moore. The organization supports ab(.)LIt Its sour“ce matenal’” our class primary research. This tool =T TYPICAL WEDNESDAY NIGHT.
families in crisis in addition to funding youth built our own closed-loop™ Al model was helpful in the analysis S . oD
baseball, education, and faith-based events where all input would be managed by stage Dby aiding in the A 1T 25—
throughout the greater Kansas City area and the students and based on their own development of  customer ' '\\A
beyond. resear.c.h.. At the same time, the Al personas and  customer ..

capabilities would allow the students journey mappineg. . \-

to organize, summarize and find new h

connections in the data. ,
Students also reflected each week on their use of Al tools

and the feedback indicates that the tools benefited their
work in both the Campaigns class and their other courses.

Goals for the Program
While JMC 640 has consistently been an effective MBO PIIANNIN

Collaborate with local | :

class for preparing students for roles in strategic b b G ot i pers ULl et N Ref | ections

communication, recent innovations in artificial MVP Marketing has identified four key goals for CYITML: . . . :
intelligence have created new opportunities for L Qverall, ’.ChIS was a.p05|t|ve experience. As a benefit of
incorporating dynamic technology into the GOAL1 GOAL 2 introducing the pald.tools, I fo.und thz?t.students became
Campaigns process. | recognized the potential of increas finanial ety more cquortable with exploring additional AI tools such as
specific Al tools to enhance student research, engagement from pr;‘;::;j:lgfed Perplexity. | also found that stug:lent groups in t.he class
organize data, improve collaboration, and offer Poientiaaonors: s ek were more open and collaborative than in previous

semesters as they shared what they were finding. The Al
tools helped them to know what their classmates were
finding in their research, and that promoted better in-

greater audience insights. My ideal outcome was
that students would explore and expand their

knowledge of how to use Al tools, that we would soaL 3 GOAL4 L
: : .. person conversations in the classroom.
discover which Al tools were most beneficial to P L
h r N h r Ii nt w I N fi awareness and marketing . . . . ro
:c: € pt(f)lcedss’ and that f?tu client OS'S bteh efit enhance brand approach and | am continuing to incorporate the use of specific Al tools
clarity. igital media . . . .
::Og\ te €eper INsIgnts uncoverea by the into the Campaigns course, and am informing students
stuaents. g‘ C YOU IN THE about when and where they can be used in the research
S process. | am also being more intentional about creating
The images above feature segments of the collaborated plansbook that students created with Al tools listed above. They feature a Opportunities fOr CO”abOratiOn between StUdent groups,
Marketing by Objectives (MBO) page, a visualized plan for a mural the company could make, and an image of the class. bOth in dlgltal and in'perSOn SpaceS
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