
Case studies in Indian context only (4 Hours) 

Practical Components: 
Study the IMC programs adopted by various colleges to students applying for anMBA 
course? Is the tactic adopted by your college right? If no, what are yoursuggestions? 
Study the role of newspapcrs, radio, television, billboards, internet and other media in the 

marketing of mobiles. cold drinks, jeans, mobiles etc. 
Observe a marriage in your family and write about how you would 'event manage' it? 

Take an advertisement introducing a new product like soap, biscuit etc and find the media 

in which it was advertised. Ask your friends if they can recall this advertisement and the 
message. Analyse if they would or would not buy the product on the basis of this 

advertisement? And why? 

Students can do a survey on effective media communications.

RECOMMENDED BOOKS: 

Advertising and Promotions IMC Perspectives: Bclch and Belch, 9/e, Tata McGraw 

Hill,2012 
Advertising & Integrated Brand Promotion -O'Guinn, Allen, Semenik, Cenage Learning 
Integrated Advertising, Promotion, and Marketing Communications, Clow, Baack, 
3/e.Pearson Education, 2007. 

Integrated Marketing Communications - Niraj Kumar, HPH. 

REFERENCE BOOKS: 
Foundations of Advertising, Chynawalla&Sethia, HPH, 2007 
Advertising management - Rajeev Batra, John G Myers & Aaker, 5/e, PHI, 2007. 

Event marketing and management- Sanjaya Singh, Vikas Publication, 2003. 

Advertising Basics, Vilanilam, Varghese, Response BOOKS, 2007 

Advertising, Sangeeta Sharma &Raghuvir Singh, PHI, 2006. 
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AIJAR- 574 225 E-MARKETING 

IA Marks : 20 
Exam Hours: 03 

: 16MBA MM403 Subject Code 
Number of Lecture Hours/Week : 03 
Number of Lecture Hours 56 Exam Marks: 80 

Practical Component :02 Hours/ Weck 

Objectives: 
To understand the important concepts related to e-marketing 

To leam the use of diffcrent electronic media for designing marketing activities. 
To acquaint the students with the latesttechniques of e-marketing. 

Objectives: 
The student should be able to: 

Recognize appropriate e-marketing objectives. 
Appreciate the e-commerce framework and technology. 

Illustrate the use of search engine marketing, online advertising and marketing strategies. 
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Unit 1: (10 Hours) 
Introduction to E-Marketing: Landscape Past - Today - Future- Intenet 

MarketingParadigm - Internet Infrastructure Stack 

Business Models & Strategies: Strategic Planning - Strategy to Electronic Planning 

StrategicDrivers of the Internet Economy - Business Models to E-Business Models - E-Business 

Models-Performance Metrics - The Balanced Scorecard 

Unit 2: (12 Hours) 
E-Marketing Plan: Overview of the E-Marketing Planning Process Creating an E- 
MarketingPlan - A Seven-Step E-Marketing Plan 

The E-Marketing Environment: Overview of Global E-Marketing Issues - Country andMarket 

Opportunity Analysis- Technological Readiness Influences Marketing- 
Internet Access The Digital DividcEthical and Legal lssues - Privacy Digital Property 

Online Expression Cyber Security -Cyber Crime 

Wireless 

Unit 3: (8 Hours) 

E-Marketing Research: Data Drive Strategy - Marketing Knowledge Management 

Monitoring Social Media - Technology-Enabled Approaches Real-Space Approaches 

Marketing Databases and Data 
KnowledgeManagement Metrics Consumer Behaviour Online-- Segmentation - Targeting- 

Differentiation - Positioning Strategies 

Warehouses - Data Analysis and Distribution 

(10 Hours) Unit 4: 
E-Marketing Management: Product - Products on Internet Creating Customer Value Online- 
Product Benefits E-Marketing Enhanced Product Development 
PricingStrategies Buyer and Seller Perspectives Payment Options - Pricing Strategies 

Distribution-Online Channel Intermediaries Distribution Channel Length and Functions 
ChannelManagement and Power Distribution Channe! Metrics Promotion Integrated 
MarketingCommunication (IMC) - Internet Advertising 
PromotionOffers - Direct Marketing- Personal Selling- IMC Metrics 

Price Change in 

Marketing Public Relations Sales 

Unit 5: (8 Hours) 
Customer Acquisition and Retention: Profile of Consumers - Browsing Behaviour Model -

Elements of Social Media - Social Media Strategies - Social Media Performance Metrics -

Building Customer Relationships Relationship Marketing - Stakeholders Three Pillars 

ofRelationship Marketing 
Blocks Ten rules for CRM Success 

Customer Relationship Management (CRM) - CRM Building 

Unit 6: (8 Hours) 
Evaluating Performance and Opportunities: Measuring and evaluating web marketing 

programs 
Marketing- Media Coverage 

Social and Regulatory Issues Privacy Security Intellectual Property - Mobile 
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Emerging Issues: Online Governance and ICANN - Jurisdiction- Fraud - Consumer Loyalty of 
Website-Services - The Quadratic Effect of Flow - Role of Technology Readiness in 

Developing Trust and Loyalty for E-Services in Developing Countries 

Practical Component: 
Students can form a team and identify Internet Properties & its Marketing Implication 

Students can choose a Website for analysis based on its content, design, usability, 
attractiveness and other website properties 

Students can conduct a survey on Consumer who use internet marketing to identify the 
pros and cons of e-marketing. 

.Students can do a project on branding strategies using internet marketing. 
Students can write a report on Google advertising strategies 

Students can discuss about traditional offline business in the online world. 

RECOMMENDED BOOKS: 
E-Marketing, Judy Strauss and Raymond Frost, Prentice Hall, 6th Edition, 2013 

Intenet Marketing: Integrating Online and Offline Strategies. M. L. Roberts and Debra 
Zahay, 3rd edition, Cengage Publishing, 2013 

Digital Marketing: Strategy, Implementation and Practice, Chaffey D., Ellis-Chadwick, 
5th Edition, F., Pearson, 2012. 
E Marketing 

worldknowledge 
E-marketing in Developed and Developing Countries: Emerging Practices, Hatem El- 
Gohary and Riyadh Eid, IGI Global, 2013 

The essential guide to online marketing, Rob Stokes, Flat 
2010. 

REFERENCE BOOKS: 
The Essential Guide to Online Marketing, Rob Strokes, Quirk, ISBN: 9781936126323 
The New Rules of Marketing and PR: How to Use Social Media, Blogs, News 

Releases,Online Video, and Viral Marketing to Reach Buyers Directly, David Meerman 
Scott, 2nd Edition, Jan 2010 
E-Commerce: An Indian Perspective, P. T. Joseph, Prentice Hall, 4th Edition, 2013 
Electronic Commerce: A Simplified Approach, Munesh Chandra Trivedi, 
JaicoPublishing House, 2011. 
Online Display Advertising: Targeting and Obtrusiveness, Marketing Science, 
Goldfarband Tucker, May-June 2011. 
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STRATEGIC BRAND MANAGEMENT Dept. of Busincos Adininiciration 

TA Márks:'s20ute of Engg. & TEchno.ogy 

Exam Hours: 03MIJAR - 574 225 

Exam Marks: 80 

Subject Code 16MBA MM404 
Number of Lecture Hours/Weck: 03 
Number of Lecture Hours 56 
Practical Component :02 Hours/ Week 

Objectives: 
To appreciate the relationship between corporate strategy and Brand Management. 
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