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MKT 403: Electronic Marketing
Reem A.Alshehri
Website: http://fac.ksu.edu.sa/raalshehri         

E-mail: marketing.reem@gmail.com   

Class hours : Sun,Tuesday,Thursday 01:00-1:50

Office hours : Sun,Tuesday,Thursday 10:00-11:00 

Office Number: S10  (Second Floor)   
Course Objectives
The internet and other information technologies have created many interesting and innovative ways to provide customer value since its inception in 1969. 
This course provides students with knowledge of online marketing, as part of generating marketing plan and to develop an understanding of the background, current state, and future potential of e-marketing.  The course explores concepts related to the online environment.  Emphasis is given on developing knowledge and skills to assist the student in understanding the way e-marketer understand internet users and identify profitable e-marketing strategies.
Pre-requisite: MKT 201, MIS 201 
Course Description
This course explains the increasing influence of information technology on modern-day marketing strategies and practices. Through lectures, discussions, and projects, the student gains basic understanding of the ways in which the Internet combined with information systems are used in marketing activities. Students must be knowledgeable with the use of computers, common Internet languages such as HTML, and Internet tools such as World Wide Web browsers, electronic mail, and search engines. The course includes hands-on exercises/projects to be implemented on the Internet. 
The main objectives of e-marketing course are:
· Describing the latest developments in marketing activities and the opportunities created by the Internet for business firms.

· Explaining the concept of e-marketing, its main characteristics, and how it differs from traditional marketing.

· Analyzing the buying behavior or individuals and organizations in electronic markets.

· Explaining the functions and applications, tools, and techniques of e-marketing. 

· Comprehending the elements of effective e-marketing strategies and successful selling via the Internet.
After studying this course, the student should be able to: 

1. Identify the role of e-marketing in increasing sales.

2. Define the terminology of e-marketing.

3. Recognize the functions, tools, and techniques of e-marketing.

4. Analyze segments of e-marketing customers.

5. Describe the elements of effective e-marketing strategies and successful selling via the Internet. 

6. Identify current and future trends of e-marketing activities.
7. Apply the functions, tools, and techniques of e-marketing.
Text
· Strauss, Judy & Frost, Raymond (2012). E-Marketing. 6th ed. UK: Pearson Education Inc.
Additional Reading
· Chaffey, D., Ellis-Chadwick, F., Mayer R., & Johnston K. (2009). ‘Internet Marketing- Strategy, Implementation and Practice’. 4th ed.  Prentice Hall.
· Extra articles to be assigned.
Grading
· Midterm 1
 Thur. (12/05/1435 – 13/03/2014)

20

· Midterm 2
 Thur. (10/06/1435 – 10/04/2014)

20
· Social Media Presentation




5

· Team project & Project presentation



10

· Individual case Study (1 or 2)




5

· Final Exam






40

· Total

 





100

Commitment to Ethical Behavior
Academic honesty means doing one’s own work and giving proper credit to others work and thought one may draw upon. Two important types of academic misconduct are cheating and plagiarism. 

Cheating includes copying from others or allowing others to copy from you during exams and collaborating with others on projects unless authorized by the professor to do so. In this class, you may ask others to review your work and make suggestions for improving, but they cannot write for you nor assist substantially in your work. Team projects are different because of their collaborative nature – however, to be a good team member you should also do individual work.

Plagiarism involves presenting words or images of others without proper acknowledgment, including those on Web sites. If you use more than five words of text from another’s work, it must appear in quotations as above. If you condense or paraphrase another’s work it must be attributed in the text and the full citation must appear in endnotes. You are encouraged to use published work in your projects — just give credit. 

Anyone found not in compliance with the above will receive a zero on the work and possibly worse. Please get your money’s worth for this education by doing your own work.
It is understood that each student will be committed to ethical behavior in the course.  It is unethical to: 

· Ask the professor to raise your grades unjustifiably

· Ask the professor to use a certain type of questions in the examination and leave another type.

· Ask the professor to grant you a special benefit or status, or override class rules for your sake.

· Ask the professor to change course requirements or reassign grades among various course requirements. 
Team Project
Students will work in teams should select a national or international company, develop an e-marketing plan and implement what they learned during the course.  Then, each group will present their points to the class and provide the instructor a written paper in a white folder.  The written paper would be about 5-10 pages. 
Attendance and participation
Attendance and participation are important parts of the learning environment in this class. While there is no attendance grade in this class, It is compulsory to attend at least 75% of all classes. Any student failing to attend 75% of the classes will not be able to sit in the Final Examination. Important information and skills are learned in the classroom setting; try not to miss class. 

Case studies
· Students will analyze one or two case studies in class and answer all the attached questions individually. 
Social Media Presentations
· Each group will present one of the social media services (e.g. Facebook, Twitter..) explaining in 20 minutes all the capabilities to enhance a marketing campaign.  
Midterms 
There will be two midterms: 1st Midterm Thur. (12/05/1435 – 13/03/2014), and the 2nd Midterm Thur. (10/06/1435 – 10/04/2014) both from 12-1.
The midterms may consist of multiple choice, true/false, and essay questions which measure the ability to know and apply principles of good planning and staffing skills.  Make-up exams are not permitted except in cases of verified emergencies or other special circumstances, and the burden of producing verification would be yours.  In such cases, you must still notify me at the earliest possible opportunity, and submit evidence to document the special circumstances (do not wait to be asked to do so).  Make-up exams will be held on week 13th  covered all the chapters discussed in this semester. 
Topics
	Week
	Topic

	1. 
	Introduction and Orientation

	2. 
	Ch. 1 Past, Present, and Future

	3. 
	Ch. 2 Strategic E-Marketing and Performance Metrics

	4. 
	Ch.3 The E-Marketing Plan & Ch.6 E-Marketing Research

	5. 
	Ch.4 Building Inclusive Markets, Ch.5 Ethical and Legal Issues

	6. 
	Ch.7 Consumer Behavior Online

	7. 
	Ch.8 Segmentation, Targeting, Differentiation and Positioning Strategies

	8. 
	Ch.9 Product: The Online Offer

	9. 
	Ch.10 Pricing: The Online Value

	10. 
	Ch.11 The Internet for Distribution

	11. 
	Ch.12 E-Marketing Communication Tools

	12. 
	Ch.15 Customer Relationship Management

	13. 
	Review & Discussions

	TBA
	Case Studies & Social Media Presentations

	TBA
	Project presentations
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