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ABSTRACT

In modern society, online marketers play a crucial role, and the need to cultivate professional online marketers is increasingly
being emphasized. Establishing and executing marketing strategies in a digital environment requires professional knowledge
and skills, creativity, innovative thinking, as well as compliance with ethics and regulations. To respond to the rapidly chang-
ing digital environment, continuous capability enhancement and learning are vital. Against this backdrop, this study focuses
on strengthening the capabilities of digital marketing experts and developing educational programs by applying the ADDIE
theory. The core areas have been set as digital marketing theory, data-based decision making, UX optimization, digital ethics
and personal information protection. Through the stages of Analysis, Design, Development, Implementation and Evaluation of
the ADDIE model we aim for diversification in operating educational programs that can cultivate online marketers equipped
with abilities needed for effective curriculum design and execution. The ADDIE model provides a systematic and repeatable
approach which will greatly contribute to curriculum design and quality improvement in education. This methodology serves
as a major tool for universities to shift from passive objectives that simply respond to industry demands towards proactive
goals that lead the future by cultivating creative talents with professionalism and leadership who can restructure the market
itself as online marketers.Therefore this study proposes an educational program strategy that enables such objective trans-
formation; through this we aim to contribute towards creating an environment where future digital marketing experts can
continuously acquire new competencies and grow.
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Figure 1. Business Model Canvas
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