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Course Definition: Electronic Marketing

1- Basic Information:

Electronic
Course Name Marketing
Course ID EM790
Contact Hours (Registered Sessions) 14
Contact Hours (Synchronized Sessions) 14
Mid Term Exam
Exam 75 min
Registered Sessions Work Load 14
Synchronized Session Work Load 14
Credit Hours -
2- Pre-Requisites:

Course ID

3- Course General Objectives:

Introduce students to the emergence of the Internetand its importance to marketers and darify the concept of e-
commerce and the infrastructure of e-commerce and its applications and introduce students to the definition of
e-marketing and marketing strategies followed by online marketers (product strategies, pricing, distribution,

promotion) and the importance of databases marketing.
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4- Intended Learning Outcomes (ILO):

Code | Intended Learning Outcomes
® Explainsthe emergence and definitionofthe Internet.
® Determinesthe marketingimportance of dealing with the Internet.
ILO1 . . T
® Determinesthe advantagesof e-marketi ng,whetherfor the sectorsofindividuals ,customers,
organizations, institutions, governments and decision makers.
® Explainsthe characteristics of the marketing database and determines whatfactors affect
marketing acrossdatabases.
® Explainswhatan e-commerce software serveris.
ILO2 ® Explains the fundamentals, attractiveness and effectiveness of websitesfor online purchase
® |dentifies and explainstrustand informationsecurity
® Explainsthe conceptofonline privacy andhow to protectit.
® [dentifiesthe importance ofmanagementsupportfor Internetuse.
® Explainstheimportance of R&D and its objectives, as well as the objectives of developing e -
services.
ILO3 . . . . .
® Explainsaspects of the desireddevelopmentin businessto apply e-marketing.
® |dentifies areas ofapplicationofelectronic methodsin marketingand non-marketing activities and
processesin the serviceoftargetcustomer.
® Definethedirectmarketing
® Explainsthe beginningsofdirectmarketing.
ILO4 ” . . .
® I|dentifies the mostimportantadvantages of direct marketing.
® Explainsthe differentforms of directmarketing
ILO5 ® Explainsthe brief history of e-commerce
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Explains the scientific nature of e-commerce

Identifies formsof e-commerce

Determines what e-commerce infrastructure is

Lists the challenges of the developmentof e-commerce

Clarifies misconceptions of e-commerce.

ILO6

Explains the marketingconceptofthe product.
Distinguishbetween typesofproductsonline.
Explains howproducts are marked online.
Determines the importance of online packaging.
Explains online labeling.

Determines the steps of electronic product development process.

ILO7

Explains basic pricing strategyand key traditional price policies
Determinesthe roleof ITin pricing

Explains whatonline auctions mean and determines their forms
Determines the impactofthe Interneton pricing

Compare traditionalinternational and international online pricing

ILO8

Explains the conceptofelectronic markets and types.

Distinguishwho is the electronicagentand how to setup this agent.

Defines the forms of contracting through the electronicagent.

Identifies electronic knowledge broker and types and functions of knowledge brokers
Explains the impactof electronic knowledge intermediaries on traditional markets

Explains some considerations related to distribution
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mailing lists, sponsorship announcements

® Explainsthe elements and characteristics of the online promotional mix

® I|dentifies online advertisingformats: advertising on newsgroups, email advertising, optional

® Explainsthe characteristicsof Internetadvertising.

® Explainsthe objectives of onlineadvertising.

ILO9

® Explainsthe conceptofonlinesales and its methods

® Definesthe meaning ofthe electronicinterface andits design methods

® Explainsthe meaningand importance of electronicadvertising,

® Determines the difference betweentraditional advertisingand the Internet advertising.
ILO10

5-Course Syllabus (18 hours of total synchronized sessions)

® RS:Recorded Sessions; SS: Synchronized Sessions;

ILO Course Syllabus RS | SS

Type

Additional Notes

Chapter One: The Importance of Internet for
ILO1
Electronic Marketing

assignments

Chapter Two: Elements of the use of electronic
1LO2 marketing: database - confidence and security

of electronicinformation

assignments

Chapter Three: Elements of using e-marketing:

rivac and  confidentiali - senior
ILO3 P 4 Y
management support - research and

development

assignments

1LO4 Chapter Four: DirectMarketing

assignments

ILO5 ChapterS:E- commerce

assignments

Chapter 6: Electronic Marketing Mix —
ILO6
Electronic Product

assignments

ILO7 | Chapter 7: Electronic Marketing Mix — Online

assignments

_2/-‘_




Syrian Arab Republic

Mi

nistry of Higher Education

Syrian Virtual University

=X
SVU

FERPPPRN (F SR 0L [ PPN |
SYRIAN VIRTUAL UNIVERSITY

gy geal) Lapad) 4y gl

Ll adal) 565

iy pead) Aol dnalad)

Pricing

ILO8

Chapter 8: Electronic Marketing Mix — Online

Distribution

assignments

ILO9

Chapter 9: Electronic Marketing Mix — Online

Promotion

assignments

ILO10

Chapter 10: Electronic Marketing Mix — Online

Advertising

assignments

5- Assessment Criteria (Related to ILOs)

ISC Interactive Synchronized Collaboration Ex Exams Rpt | Reports
PF2F Presentations and Face-to-Face Assessments PW | Practice Work
ILO Assessment Type
ILO Intended Results
Code ISC PW Ex PF2F Rpt
The Importance of Internetfor Electronic
ILO1 v v v v
Marketing.
Elements of the use of electronic
ILO2 | marketing: database - confidence and v v v v
security of electronicinformation
Elements of using e-marketing: privacy and
ILO3 | confidentiality - senior management v v v v
support-researchand development
ILO4 | DirectMarketing v v
ILO5 E- commerce v v
Electronic Marketing Mix — Electronic
ILO6 v v v v
Product
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ILO7 Electronic Marketing Mix — Online Pricing v v v
Electronic Marketing Mix — Online
ILO8 v v v
Distribution
Electronic Marketing Mix — Online
ILO9 8 v v v
Promotion
Electronic Marketing Mix — Online
ILO10 8 v v v
Advertising

6- PracticeTools:

Tool Name Description

7- MainReferences
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8- Additional References

Strauss, Judy ,Frost, Raymond (2014). E-Marketing, Seventh Edition, Pearson Education Limited
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