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PROPOSAL: CONSUMER DIGITAL WELLBEING (BLENDED INTENSIVE PROGRAMME)

6 ECTS = 36 hours
18 hours in presence, 18 hours in distance learning
To be carried out in the first semester (October-Novembre/early December 2027)
Language of the course: English

Principal: Aulona Ulqinaku
Team:, Greta Siracusa, Ilenia Bua

Target(s)
Students at graduate level (master of science level), Economics and Management, Marketing, Human Social Sciences and similar.

Objectives of the programme
The main goal of the programme is to teach students how to design digital experiences and communications that respect the consumer while still achieving organizational objectives. The three specific goals of the programme are designed to balance theory, consumer perspective, and managerial strategy:
· Educate students to analyze the internal (i.e., at individual-level) and external (i.e., macro-level, societal, political, and economical) psychological and behavioral drivers that can jeopardize consumer wellbeing, which have negative spillovers on their online consumption intentions and behavior. The focus is on understanding why consumers spend time on social media and digital platforms, over-purchase online, struggle with digital fatigue, doomscrolling, or tech addiction, and how their behavior further impacts mental well-being. 
· Teach students how to evaluate and redesign digital marketing strategies using ethical, wellbeing-centered frameworks. The focus is on how to move from short-term hacks (like maximizing raw screen time, over-purchasing online) to sustainable engagement metrics (like customer lifetime value and brand trust);
· Involve students in formulating a business case for digital wellbeing that aligns consumer psychological health with corporate KPIs.



Topics of the programme

a. The concept of “Attention Economy” and its costs.
i. The concept of “Attention Economy”. 
ii. The typical key performance indicators (KPI) of the Attention Economy (clicks, likes, and similar). 
iii. The dark side of the Attention Economy.
iv. The concept of user journey: how to identify pain points.
b. Ethical re-imagination. 
i. The concept of ethics in business. 
ii. Ethical UX design to promote consumer digital wellbeing. 
iii. The concept of “bright patterns” to create an architecture that empowers consumers.
c. The economics of digital wellbeing.
i. Moving from transactional metrics (clicks, views) to relational metrics (customer lifetime value, brand advocacy, reduced churn, trust equity).
ii. The regulatory landscape (data privacy acts, algorithmic transparency).
iii. Building a new KPI dashboard.
d. Development of a team project.
i. Development of a strategic proposal to pivot the digital marketing strategy of a company selected by the instructors to support consumer wellbeing while ensuring sustainable revenue growth.
ii. The economics of the proposed project.

Learning and teachings methods and expected learning/training outcomes
The course adopts a mix of teaching methods, where each method and technique is applied to maximize students’ engagement and learning. The classical lectures are useful to frame theories; they are followed by discussion of 1-2 articles on key topics and by a business case which goes from the beginning to the end of the course. Learning is further complemented by exercises that help students face real business problems.

Assessment
Students are evaluated through a group project (70%) and an individual written exam (30%). The group project consists of developing a strategic proposal to pivot the digital marketing strategy of a company selected by the instructor toward consumer wellbeing while ensuring sustainable revenue growth. The written exam assesses individual understanding of the course's theoretical frameworks and concepts.
Expected learning outcomes
By the end of the course, students will be able to:
· Identify the individual- and macro-level psychological and behavioral drivers that undermine consumer digital wellbeing, and explain their impact on online consumption behavior.
· Evaluate existing digital marketing strategies against ethical, wellbeing-centered frameworks, and redesign them to shift from short-term engagement metrics toward sustainable, relationship-based metrics (e.g., customer lifetime value, brand trust).
· Build a business case that aligns consumer psychological wellbeing with corporate KPIs, including a KPI dashboard reflecting relational rather than purely transactional metrics.

In presence component
The in presence learning is 18 hours on a total of 36 hours of class to be carried out in Italy in October as starting point of the BIP.

Virtual component
The virtual learning is 18 hours on a total of 36 hours of class.
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