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MKTG 466: Marketing on the Internet


Instructor: Edmund Hershberger

Spring 2010






Office: Founders Hall 2132
MW  12:00pm – 1:15pm




Hours: MW 2:00pm – 4:00pm
Founders Hall





Phone: 618-650-3224 (day)

Room 0103






Email: ehershb@siue.edu
Course Website: www.siue.edu/~ehershb/MKTG466
This syllabus is intended as a guide only.  Changes may be required, and will be announced by the instructor if necessary.
For all assignments, you should be aware of the university policies on academic honesty.  Any violation of these policies will result in immediate and appropriate action.

If you have a documented disability and feel you need accommodation in the course, please let me know as early as possible so we may make arrangements that are mutually agreeable.

Required Reading

Strauss, Judy, Adel El-Ansary and Raymond Frost (2006), E-Marketing, 4e, Prentice-Hall, Upper Saddle River, NJ.
Course Prerequisites

MKTG 300 – Principles of Marketing.  If you have not already successfully completed MKTG 300, you may automatically be dropped from this course.
Attendance Policy

You are expected to attend every class meeting.  While there is not an attendance component to your course grade, historically regular attendance is strongly related to higher course grades.  Since there are weekly quizzes, these act as a proxy for attendance, and they cannot be made up.  If you are absent the day of your presentation, you will receive a zero for the presentation.
School of Business Code of Professionalism

Faculty, staff, and students in the School of Business at Southern Illinois University Edwardsville are expected to contribute to a culture of integrity and professionalism. Our School’s culture encourages behaviors associated with educated and self-disciplined individuals. Those behaviors include: 

· Being honest;
· Being reliable and prepared;
· Being responsible for one’s own actions and decisions; and 
· Being respectful of all individuals.
Course Goals

Much has been written about how the Internet will revolutionize the practice of marketing.  While it is clear that this new technology will not replace offline marketing vehicles, including print, radio and television, the Internet can “turbo charge” a firm’s marketing strategy.  By this, we mean that the interactivity and individuality afforded by the Internet allow marketers to create synergy by supporting and enhancing offline levers.  Additionally, online marketing levers can be leveraged, when appropriate, to decrease or replace the use of offline levers.
The goal of this course is to encourage current and future executives, managers and strategists to rethink their views on marketing strategy.  The course presents a customer-centric view of marketing, one that focuses on how firms can create tangible customer relationships by using a practitioner-focused, seven stage framework for the conception, design and implementation of marketing programs.  These customer relationships are enhanced by a wide range of online and offline marketing levers, with an emphasis on the Internet.  The key characteristics of successfully integrated online and offline marketing can be summarized as follows:

· The Internet significantly affects the firm’s marketing strategy.

· The Internet allows the firm to actively engage customers by creating marketing levers that allow for interactivity and individualization.

· The Internet helps the firm build committed, customer-centric relationships with its clients.

· The firm leverages the Internet in its marketing strategy by integrating it with offline marketing levers.
Learning Objectives
This course should provide the students with the following information:

· An overview of how marketing fits into a firm’s business strategy.

· An understanding of how the Internet affects a firm’s overall marketing strategy.

· An understanding of how the Internet has created key marketing levers.

· An understanding of how firms can design an optimal customer experience.

· An overview of key online and offline marketing levers (product, pricing, communication, community, distribution and branding).

· An overview of the key components of a successful customer interface.
· An overview of customer information systems, including marketing research, database marketing, customer relationship management and how technology plays a critical role in reducing the uncertainty associated with managerial decision making.

· An overview of online and offline metrics.
Assessment Plan

Weekly Reading Quizzes (240 points)
Every Wednesday, we will have a multiple choice quiz based solely on the text reading for that week.  These exams are comprised entirely of a randomly selected set of questions from the author’s test bank, and therefore may not reflect material we have discussed in class.  Each quiz is worth 20 points, and I will count the best 12 of the 14 quizzes given.  Understand that since I am already dropping two quizzes, NO MAKEUPS are allowed, even in the case of absence for university activities (sports, conferences, etc.).  If you have anticipated absences in excess of the two allowed, you will simply not be able to earn those points.
Final Exam (100 points)

At the end of the semester, there will be a comprehensive, 100 multiple choice question exam covering the entire text.  This will be just like the weekly quizzes, comprised of questions randomly selected from the author’s test bank, and will occur during the regularly scheduled final exam time for the course.
This exam is optional.  If you opt out of taking the final exam, you will receive a grade that is equal to your average percentage score on all 14 weekly quizzes.  NOTE that this is not the same as your quizzes score, because I will not drop the lowest two scores for this replacement grade.

Technology Reader Presentation (60 points)
Every Monday, we will have student presentations on self selected technology topics.  Ideally, you will find a relevant and interesting news story, company profile, or technology analysis that you will report to the class.  These presentations should not exceed 5 minutes, and should be accompanied by Powerpoint presentation.  Scheduling of dates will take place early in the semester, and we will likely have 3-4 presentations per week.
	Grading Criteria
	Grading Scale

	Quizzes:            
240 points
	360-400:
A

	Final Exam:

100 points
	320-359:
B

	Presentation:
            150 points
	280-319:
C

	
	240-279:
D

	Total Possible:

400 points
	    0-239:
F


	Date
	Topic
	QUIZ

	01/11
	Course Introduction
	

	01/13
	Convergence
	Chapter 1

	01/18
	MLK Day
	

	01/20
	E-Business Models
	

	01/25
	Strategic E-Marketing
	

	01/27
	
	Chapter 2

	02/01
	The Business Plan
	

	02/03
	
	Chapter 3

	02/08
	Global Markets
	

	02/10
	
	Chapter 4

	02/15
	Legal and Ethical Issues
	

	02/17
	
	Chapter 5

	02/22
	Marketing Knowledge
	

	02/24
	
	Chapter 6

	03/01
	Consumer Behavior
	

	03/03
	
	Chapter 7

	03/08
	Spring Break
	

	03/10
	Spring Break
	

	03/15
	Segmentation and Targeting
	

	03/17
	
	Chapter 8

	03/22
	Differentiation and Positioning
	

	03/24
	
	Chapter 9

	03/29
	Product
	

	03/31
	
	Chapter 10

	04/05
	Price
	

	04/07
	
	Chapter 11

	04/12
	Distribution
	

	04/14
	
	Chapter 12

	04/19
	Communication
	

	04/21
	
	Chapter 13

	04/26
	New Digital Media
	

	04/28
	
	Chapter 14

	05/06
	Comprehensive Final Exam, 10am
	


