
will show educators how to use Wix for Internet solutions, including the creation of online 
stores, blogs, bookings, and video promotion using online templates and artificial intelligence. 
References and further details please contact the author with “*.”  

 
Get Your Students Certified: Using Third-Party Digital Marketing Certifications in Your 
Author(s): ​Marketing Courses Todd Bacile*, Loyola University New Orleans; Caroline Muñoz 
University of North Georgia; Natalie Wood, Saint Joseph's University (Email: 
tjbacile@loyno.edu​)  
This panel session will feature a discussion by three professors who have successfully 
incorporated third-party digital marketing industry certifications (e.g., official certifications 
offered by Google Analytics, HubSpot, Hootsuite, and other platforms) into their marketing 
courses. The discussion will include notable challenges, lessons learned, success stories, and best 
practice recommendations for any faculty who are considering the inclusion of a third-party 
digital certification in the classroom. A question-and-answer session will also be made available 
to panel attendees who have specific questions concerning this innovative, yet often intimidating 
pedagogical implementation.  
References and further details please contact the author with “*.”  
 
Title: Immersive and Experiential Learning in Capstone Courses 
Author(s): Angela Hendershot*, Professor of the Practice, University of Kansas; Matt Tidwell, 
University of Kansas IMC program director; Michelle Keller, University of Kansas IMC 
Advisory Board Chair (Email: ​angie.hendershot@ku.edu​)  
  
Experiential learning is a critical development area for higher education, but particularly 
essential in the fast-paced field of marketing education. Client-based projects allow students to 
apply theory and skills directly and require them to encounter and overcome a dynamic set of 
real-world business challenges.  Grounded in emerging information about student learning in 
time-shortened or condensed courses, the faculty, staff and advisory board leadership at the 
University of Kansas master’s program in Integrated Marketing Communication sought to 
transform the capstone course to an accelerated format that also better prepares students for the 
intensity and pressure of real-world marketing campaign development timelines. The pilot 
project highlighted the importance of professional industry feedback, scaffolding curriculum, 
parallel alternative course paths, case study integration and small scale experimentation. Early 
results indicate that condensed offerings created favorable student and client satisfaction while 
generating strong learning outcomes.  
References and further details please contact the author with “*.”  

 
Title: How are We Developing the Soft Skills of our Marketing Students? 
Author(s): Clay Daughtrey*, Metropolitan State University of Denver; Bob Farmer, 
Metropolitan State University of Denver; Frank Veltri, Oregon State University (Email: 
daughtre@msudenver.edu​)  
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