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Lectures:


Wednesday
10:00 am - 11:30 am
Building 200 Room 238
Lab:

 

Monday
5:00 pm – 6:30 pm
Building 315 Room 112


Office Hours:
Wednesdays 4:00 pm – 5:00 pm. Available by email at almost any time (expect less than 24 hour response during weekdays).

Course Web Site:

Lecture notes, on-line assigned reading material, assignments and announcements will be posted to the course web site: http://web.mala.bc.ca/weaverd/mark430 

Course Blog:
Students will be expected to make contributions of postings and other relevant materials to the course “blog” at


 http://mark430-fall05.blogspot.com/ 

Course Intent:
The course starts from the premise that the technologies that comprise the Internet are impacting traditional marketing and business relationships in fundamental ways. We will critically examine the ways in which marketers can leverage new technology to achieve functional efficiencies and to devise powerful marketing strategies. Topics covered will include:

· Understanding customer needs and online behaviour

· Data mining, server log file, and click stream analysis

· Online marketing strategy and tactics

· Web interfaces and usability

· Web customization and personalization

· Search engine advertising and optimization

· Web advertising and rich media

· eMail and viral marketing

· Pricing and distribution
Course Materials:


Excerpts From: Digital Marketing Strategy: Text and Cases. Glen L. Urban. Prentice Hall, 2004.     ISBN: 0-13-183177-1 (Handouts and available online).  Additional required readings and other materials will be posted on the course website http://web.mala.bc.ca/weaverd/mark430
Class Format:
The class will have three interrelated components; lectures, discussion of current issues, and a computer lab. Important material from the text, required readings, and current media coverage will be covered in class. You are expected to read appropriate material as indicated prior to class. Students should plan to take careful notes as not all material can be found in the texts or readings. 

Evaluation:


	Term tests (2 x 20%)
	40

	Assignments (3 x 10%)
	30

	Participation
	10

	Team project and presentation
	20

	Total
	100%


Tests:
There will be a Mid-Term Test in Week 6, and a Final Test in Week 12. Tests are closed book and will consist of questions from the lectures, labs, and required reading material. 

	A student missing a test without prior authorization will receive a mark of 0 for that test.


Assignments:
There will be three individual, written assignments. Instructions will be issued during class time and posted on the course website.

Team Project:
Students working in teams of two or three will prepare a consultant’s report including strategic and tactical recommendations for an existing or fictional business that is facing a decision related to eMarketing. Full instructions will be issued in class.

	Late assignments (without prior arrangement and for good cause) will be assessed a 10% daily penalty, up to three calendar days. Assignments late beyond three days will receive a mark of 0 for that particular assignment.


Participation:
Discussion of issues arising during lectures and labs is actively encouraged. Students are expected to familiarize themselves with the topic for the week by reviewing the relevant readings prior to the lecture, and to demonstrate their awareness of current developments in Online Marketing by reference to news items, internet sources etc. The participation grade will be calculated based on attendance, blog postings, work handed in after lab activities, and participation in class discussions.

Grading Scale:

Grades will be assigned according to the following scale.




A+
93 – 100%


C+
67 - 69





A
86 – 92


C
63 - 66





A-
80 – 85


C-
60 – 62





B+
77 – 79


D
50 - 59





B
73 – 76


F
< 50





B-
70 – 72

Cheating:
Academic misconduct will not be tolerated. Academic misconduct includes, but is not limited to, giving or receiving information during any test or exam, using unauthorized sources of information during any test or exam and plagiarizing the work of another person. For this class, it is permissible to assist classmates in general discussions of the course material. General advice and interaction are encouraged. Each person, however, must develop his or her own solutions to the assigned projects, assignments, and tasks. In other words, students may not "work together" on graded assignments. Such collaboration constitutes cheating. A student may not use or copy (by any means) another's work (or portions of it) and represent it as his/her own. If you need help on an assignment, contact your professor. More details on this policy are set out in the Student Conduct Policy on pages 34 and 35 of Malaspina University College’s 2005-2007 calendar. The complete Departmental Policy is located in the glass case outside 200-207.  No electronic dictionaries, PDAs or cellphones will be allowed in exams/tests/quizzes. No materials will be allowed on the desktop apart from a pen/pencil unless specifically approved by the faculty member.

Need for Assistance:
Students with documented disabilities requiring academic and or exam accommodation should contact Disability Services, Room 308, Building 200, or call 740-6416.

COURSE PLAN

	Week
	Lab Topic

Monday
	Lecture Topic

Wednesday 
	Required Readings
	Assignments and due dates

	1

Sep 5 – Sep 9
	No Lab - MUC closed Sep 5 (labour day)
	· Introduction to the course.

· Internet properties and marketing implications
	Mothernature.com case study (from Urban Chapter 2 (link on course website))
	

	2
Sep 12- Sep 16
	· How to post to the course Blog.

· The use of blogs in marketing

· Return on marketing investment (ROMI)
	Understanding customer needs and online behaviour 
	The ClueTrain Manifesto (link on course website)

Urban Chapter 3

(link on course website)
	Assignment 1: Mothernature.com case study (Urban Chapter 2) - Question 2, calculating Customer Lifetime Value (CLTV) and Return on Marketing Investment (ROMI)

Due: Monday 26 September. 5:00 pm

	3
Sep 19 – Sep 23
	Analyzing online behaviour: Dell case study discussion questions/lab activity (from Urban Chapter 4 Handout)
	Customer information: Data mining, server log file, and click stream analysis


	Dell case study (from Urban Chapter 4 (link on course website)) Please read prior to Sep 19th Monday’s lab.
Online readings: see course website


	

	4
Sep 26 –

Sep 30


	Using WebTrends server log file analysis software
	· Formulating marketing strategy to fulfill needs.

· Segmentation and positioning


	Urban Chapters 5 and 7 

(link on course website)
	Assignment 2: Turning browsers into buyers: customer experience in action - RandMcNally and Broadvision (Instructions will be issued in class)
Due: Wednesday 5 October. 5:00pm

	5
Oct 3 –

Oct 7
	Segmentation / positioning exercise 
	· Creating the customer experience: web interfaces and usability.

· Stickiness

· Customization and personalization
	Online readings: see course website
	

	6
Oct 10 – Oct 15


	NO LAB Thanksgiving Day (MUC closed)


	MIDTERM TEST
	
	

	7
Oct 17 – 

21
	· Web site usability critique

· Introduction to the Team Project
	Marketing Communications: Advertising and selling on the web (including recommendation engines/collaborative filtering)


	Urban Chapter 11

(link on course website)

OSRAM Sylvania case study (from Urban Chapter 12 (link on course website)).

Please read prior to Monday’s lab
	

	8
Oct 24 - 28
	Using CRM to sell on the web: OSRAM Sylvania case study discussion questions/lab activity (Urban Chapter 12)
	Search engine marketing:

advertising and optimization
	Online readings: see course website
	Assignment 3: Storyboard for Rich Media Advertisement Flash Movie (Instructions will be issued in class)

Due: Wednesday 2 November. 5:00pm

	9
Oct 31 – Nov 4
	Advertising on the web using rich media
	Email and viral marketing
	Online readings: see course website
	

	10
Nov 7 – Nov 11
	Setting up a Google Adwords campaign
	Pricing and distribution
	Urban Chapters 13

Logistics.com case study (from Urban Chapter 14 (link on course website))

Please read prior to Monday’s lab
	

	11
Nov 14 – Nov 18
	Distribution: Logistics.com case study discussion questions/lab activity (Urban Chapter 14)
	New product development and the product life cycle


	Urban Chapters 9 and Marketsoft case study (from Urban Chapter 10 (link on course website))
	

	12
Nov 21 – Nov 25
	Nike ID exercise: mass customization
	FINAL TEST

	Travelocity.com case study (from Urban Chapter 16 (link on course website))

Please read prior to Monday’s lab
	

	13
Nov 28 – Dec 2
	Building long-term customer relationships based on trust: Travelocity case study discussion questions/lab activity (Urban Chapter 16)
	Team Project Presentations
	
	Team Project due: Monday 5 December. 5:00pm

	14

Dec 5 – Dec 9
	Team Project Presentations

(LAST CLASS)
	NO CLASS

(MUC closed for Final Exams)
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