E-MARKETING

Subject Code : 14AMBA MM409 IA Marks : 50
No. of Lecture Hours / Week 104 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Mark4.00
Practical Component : 01 Hour / Week

Objectives:

1. To understand the important concepts related t@e@ting
2. To learn the use of different electronic mediadonstructing marketing activities.
3. To introduce to the students the current toolsmaeketing space

Module 1: (8 Hours)
Introduction to E-Marketing: Landscape — Past — Today — Future — Internet Matke
Paradigm — Internet Infrastructure Stack

Business Models & Strategies: Strategic Planningtrategy to Electronic Planning —
Strategic Drivers of the Internet Economy — Busindfodels to E-Business Models — E-
Business Models — Performance Metrics — The Bath&o®recard

Module 2: (8 Hours)
E-Marketing Plan: Overview of the E-Marketing Planning Process —afing an E-
Marketing Plan — A Seven-Step E-Marketing Plan

Module 3: (8 Hours)
The E-Marketing Environment: Overview of Global E-Marketing Issues — Countrydan
Market Opportunity Analysis — Technological Readmédnfluences Marketing — Wireless
Internet Access — The Digital Divide

Ethical and Legal Issues — Privacy — Digital ProperOnline Expression — Cyber Security —
Cyber Crime

Module 4: (8 Hours)
E-Marketing Research: Data Drive Strategy — Marketing Knowledge Manageime
Monitoring Social Media — Technology-Enabled Apmioes — Real-Space Approaches —
Marketing Databases and Data Warehouses — Datay?dalnd Distribution — Knowledge
Management Metrics - Consumer Behaviour Online -gn@mtation — Targeting —
Differentiation — Positioning Strategies

Module 5: (8 Hours)
E-Marketing Management: Product — Products on Internet — Creating Custowaue
Online — Product Benefits — E-Marketing EnhancealdBct Development — Price — Change
in Pricing Strategies — Buyer and Seller Perspestiv Payment Options — Pricing Strategies
— Distribution — Online Channel Intermediaries -stibution Channel Length and Functions
— Channel Management and Power — Distribution Chlalietrics — Promotion — Integrated
Marketing Communication (IMC) — Internet Advertigin- Marketing Public Relations —
Sales Promotion Offers — Direct Marketing — Pers&adling — IMC Metrics

Module 6: (8 Hours)
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Customer Acquisition and Retention: Profile of Consumers — Browsing Behaviour Model
— Elements of Social Media — Social Media Strategi&ocial Media Performance Metrics —
Building Customer Relationships — Relationship Mdirkg — Stakeholders — Three Pillars of
Relationship Marketing — Customer Relationship Mmment (CRM) — CRM Building
Blocks — Ten rules for CRM Success

Module 7: (8 Hours)
Evaluating Performance and Opportunities: Measuring and evaluating web marketing
programs — Social and Regulatory Issues — Priva&eeurity — Intellectual Property —
Mobile Marketing — Media Coverage

Emerging Issues: Online Governance and ICANN -sdigiion — Fraud — Consumer Loyalty
of Website-Services — The Quadratic Effect of FlewRole of Technology Readiness in
Developing Trust and Loyalty for E-Services in Diey@gng Countries

Practical Component:

1. Students can form a team and identify Internet €nmggs & its Marketing
Implications

2. Students can choose a Website for analysis baseats @ontent, design, usability,
attractiveness and other website properties

3. Students can conduct a survey on Consumer whontesenét marketing to identify
the pros and cons of e-marketing.

4. Students can do a project on branding strategiag irgernet marketing.

5. Students can write a report on Google advertisirejegies

6. Students can discuss about traditional offline mess in the online world.
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