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Course Objectives: 

Unit 1:                                                                                             

Introduction to digital marketing:

Unit 2 :                                                                                               

E-Marketing Research: 

Unit 3 :                                                                                            

E-Marketing Management: 

1. To understand the important concepts related to e-marketing 

2. To learn the use of different electronic media for designing marketing 
activities.

3. To acquaint the students with the latest techniques of e-marketing. 

 Online marketplace analysis: micro-
environment, The Internet macro-environment. E-Marketing Plan: 
Overview of the E-Marketing Planning Process – Creating an E Marketing 
Plan– A Seven-Step E-Marketing Plan The E-Marketing Environment: 
Overview of Global E-Marketing Issues – Country and Market Opportunity 
Analysis – Technological Readiness Influences Marketing – Wireless 
Internet Access – The Digital Divide Ethical and Legal Issues – Privacy – 
Digital Property – Online Expression – Cyber Security –Cyber Crime.

Data Drive Strategy – Marketing Knowledge 
Management –Monitoring Social Media – Technology-Enabled Approaches 
– Real-Space Approaches –Marketing Databases and Data Warehouses – 
Data Analysis and Distribution – Knowledge Management Metrics - 
Consumer Behaviour Online – Segmentation – Targeting –Differentiation – 
Positioning Strategies. Data Analytics: Introduction, Key terms and 
concepts. Working with data. Setting objectives, goals and KPIs. Tracking 
and collecting data. Analysing data. Advantages and challenges.

Product – Products on Internet – Creating 
Customer Value Online–  Product Benefits – E-Marketing Enhanced 
Product Development – Price – Change in Pricing Strategies – Buyer and 
Seller Perspectives – Payment Options – Pricing Strategies – Distribution– 
Online Channel Intermediaries – Distribution Channel Length and 
Functions – Channel Management and Power – Distribution Channel 
Metrics. 

Unit 4:                                                                                             

Search Advertising: 

Online Advertising: 

Affiliate Marketing: 

Unit 5:                                                                                             

Customer Acquisition and Retention: 

Unit 6:                                                                                              

Social Media Channels:

Social Media Strategy:

COURSE OUTCOMES: 

Search Engine Optimisation (SEO) Introduction, Understanding SEO. 
Search engine friendly website structure. SEO and key phrases. Link 
popularity. User insights. Benefits and challenges.Content Marketing: 
Introduction, Key terms and concepts, meaning, Strategic building blocks. 
Content creation. Advantages and challenges. 

Introduction, Key terms and concepts. Advertising in 
search. The elements of a search ad. Targeting options. Bidding and ranking 
for search ads. Tracking. Advantages and challenges. 

Introduction, Key terms and concepts. Types of 
display adverts. Payment models for display Advertising. Getting your ads 
online. Targeting and optimising.  Step-by-step guide to online Advertising. 
Advantages and challenges. 

Introduction, Key terms and concepts. The building 
blocks of affiliate marketing. Setting up a campaign. Advantages and 
challenges. 

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 of Relationship 
Marketing – Customer Relationship Management (CRM) – CRM Building 
Blocks – Ten rules for CRM Success.

 Introduction, Key terms and concepts, Traditional 
media vs Social media. Social media channels: Social networking. Content 
creation, Bookmarking & aggregating and Location & social media. 
Tracking social media campaigns.Social media marketing: Rules of 
engagement. Advantages and challenges.

 Introduction, Key terms and concepts. Using social 
media to solve business challenges. Step-by-step guide to creating a social 
media strategy. Documents and processes. Dealing with opportunities and 
threats. Step-by-step guide for recovering from an online brand attack. 
Social media risks and challenges.

Student should be able to  
1. Recognize appropriate e-marketing objectives.  
2. Appreciate the e-commerce framework and technology.  
3. Illustrate the use of search engine marketing, online advertising and 

marketing strategies.
4. Use social media & create temples.
5. Develop  social media strategy’s to solve business problems.
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RECOMMENDED BOOKS: 

REFERENCE BOOKS: 

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

• https://www.redandyellow.co.za/content/uploads/woocommerce_ 
uploads/2017/10/emarketing_textbook_download.pdf.

• E-Marketing, Judy Strauss and Raymond Frost, Prentice Hall,  6th 
Edition, 2013 

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

• The Essential Guide to Online Marketing, Rob Strokes, Quirk, ISBN: 
9781936126323 

• E-Commerce: An Indian Perspective, P. T. Joseph, Prentice Hall, 4th 
Edition, 2013

• Electronic Commerce: A Simplified Approach, Munesh Chandra 
Trivedi, Jaico Publishing House, 2011.
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Course Objectives: 

Unit 1:                                                                                              

Introduction to the concept of Brand Management:

Unit 2:                                                                                          

Customer Based Brand Equity: 

Unit 3:   

Choosing Brand Elements to Build Brand Equity: 

1. To appreciate the relationship between corporate strategy and Brand 
Management. 

2. To explore the various issues related to Brand Management, brand 
association, brand identity, brand architecture, leveraging brand assets, 
brand portfolio management. 

3. To develop familiarity and competence with the strategies and tactics 
involved in building, leveraging and defending strong brands in 
different sectors. 

 Brand –Meaning, 
Definition, Evolution of Brands, Functions of Brand to consumer, Role of 
Brand- Advantages of Brand, Product Vs Brand, Branding- Meaning, 
Creation of Brands through goods, services, people, Organisation, Retail 
stores, places, online, entertainment, ideas, challenges to Brand builders 
Brand Management-Meaning & Definition. Strategic Brand Management 
Process-Meaning, Steps in Brand Management Process Strong Indian 
Brands. 

Customer Based Brand Equity-Meaning, 
Model of CBBE Brand Equity: Meaning, Sources, Steps in Building Brands, 
Brand building blocks Resonance, Judgments, Feelings, performance, 
imagery, salience-Brand Building Implications, David Aaker’s Brand 
Equity Mo  del. Brand Identity & Positioning: Meaning of Brand identity, 
Need for Identity & Positioning, Dimensions of brand identity, Brand 
identity prism, Brand positioning – Meaning, Point of parity & Point of 
difference, positioning guidelines Brand Value: Definition, Core Brand 
values, Brand mantras, Internal branding, 

Criteria for choosing 
brand elements, options & tactics for brand elements-Brand name, Naming 
guidelines, Naming procedure, Awareness, Brand Associations, Logos & 
Symbols & their benefits, Characters & Benefits, Slogans & Benefits, 
Packaging. Leveraging Brand Knowledge: Meaning of Brand Knowledge, 
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