Course Description

	Name of University : Assumption University


	School/Faculty/Department : Martin De Tours School of Management
                                                   Department of Marketing


1. General Information

	1. Course ID: MKT3834
    Course Title: Internet Advertising


	2. Credit Units:
     3 Credit Units
     3 hours/week, totally 45 hours

     Lecture, Workshop and Self Study

	3. Program and Categorization of course: 
    Bachelor of Business Administration Program in Marketing 

    Major elective course


	4. Responsible faculty member and list of instructors:
     A. Kajonkiat Aramratsameekul

	5. Semester/Year level:
    2/Sophomore
 

	6. Pre-requisite Course:
    MKT2280 Principles of Marketing

	7. Co-requisite Course:
      N/A



	8. Place of study:
          Assumption University,  Huamark  Campus 


	9. Date of preparation or latest update:
  January 10, 2010


2. Learning Objectives and Development Objectives
	1. Learning objectives:
    
Successful completion of this course will enable students to

-   Identify major e-marketing challenges and opportunities based on historical and current events in the global business environment

-   Investigate and describe demographic, geographic, psychographic and behavioral factors important to e-marketing.

-   Explain how to use the Internet as a means of collecting customer-focused data and research. 

-   Describe a variety of tactics for using the Internet as a tool for communicating with customers and measuring the web audience.

-   Describe the technologies that support and enable the marketing function. 

-   Analyze and explain the effective use of Internet marketing strategies towards the achievement of a company’s business objectives. 
-   Apply new knowledge and skills through analyzing a marketing company’s situation and developing a web marketing plan.

	2. Objectives for course development/improvement :
-   Update the course content and add some new examples, especially through online, new examples applied to theoretical concept.


3. Course Content and Activities

	1.
	Course content:
A study of the Internet as an advertising medium. Topics include the types of on-line models of advertising; how Internet advertising time and space is bought and sold; usage behaviors of Internet users; identification of targeting opportunities; measurements of Internet advertising activity and effectiveness; and management software solutions. Students will also learn to develop various forms of Internet advertisements. 



	2.
	Number of hours per each semester:

	Lecture
	Tutorial
	Lab/Field Study/Workshop
	Self-study

	Lecture 45 hours
	Upon requested 
	Workshop 
	3 hours per week

	3.
	Number of hours per week for advising and academic counseling for individual students:
· Students can request for academic advices prior/after classes or in class hours.

· Students can make appointment or stop by at the faculty members’ offices during the specified office hours (18 hours per week).

· Students can request academic help through the website of the Department or emails of faculty members.

· Students can download course materials from the Department website. 


4. Learning Outcomes

	1.
	Morals and ethics:

	
	1.1
	Morals and ethics needed to develop

	
	
	· Possess ethical, moral and honest behavior academically and professionally

· Have self disciplinary and punctuality

· Pay respect to other people’s rights and their opinions

· Comply with rules and regulations of the university, the organizations and the society

· Comply with professional codes of conducts

· Make valuable contributions to the society

	
	1.2 
	Methodology

	
	
	· Emphasis on the importance of ethical and moral issues in the real business world  

· Case study of problems of unethical behavior in the real business world

· Examples of unethical and immoral behavior in class lecture and discussion 

	
	1.3 
	Assessment

	
	
	· Students’ manners in class (pay respect to classmates and lecturer, come on time to the class, etc.)

· Students’ disciplines (follow the university’s policy and classroom policies, on time submission of assigned works, no plagiarism, etc.)

· Students’ self contributions to the society

· Performance evaluation on quizzes, exams and project

	2.
	Knowledge:

	
	2.1
	Expected knowledge to be gained

	
	
	· Gain overall knowledge in Internet advertising/marketing field 

· Possess clear understanding of theories and principles of and new development in marketing, advertising, and related industries 

· Possess analytical skills, problem-solving skills, communication skills, ICT skills, business skills to be successful entrepreneurs/marketing managers 

· Able to integrate marketing knowledge in making effective business decisions

· Able to apply the research findings to handle business problems and develop new business and marketing knowledge

· Update and understand changes in professional norms, values, rules, and regulations under marketing and related industries 

	
	2.2
	Methodology

	
	
	· Class lecture on theories and practical knowledge

· Examples of real world situations  

· Class discussion on case study, concerned Internet marketing problems, etc.

· Project

· Presentations 

	
	2.3
	Assessment
· Quizzes, midterm and final examinations 

· Project evaluation 

· Questions and answers in class discussion

	3.
	Intellectual Skills:

	
	3.1
	Intellectual skills needed to develop

	
	
	· Able to critically and logically analyze marketing/advertising problems. 
· Able to apply theories to develop effective action plans for marketing/advertising problems. 

· Have innovative and initiative ideas in utilizing theoretical knowledge to solve Internet marketing problems.
· Able to solve the problems intellectually, wisely and professionally. 

· Able to analyze and predict the expected outcomes from decision making, problems solving, business practices. 
· Able to perform routine and assigned tasks effectively.
· Able to initiate and develop systematic, effective, efficient working process with respect to the real situation.
· Able to evaluate data and ideas as well as gather new evidences from various sources of information.

	
	3.2
	Methodology

	
	
	· Self learning and searching information from the Internet and other sources of information 

· Project

· Class discussion on concerned topics

	
	3.3
	Assessment
· Quizzes, midterm and final examinations 

· Project evaluation 

· Questions and answers in class discussion

	4.
	Interpersonal skills and responsibility:

	
	4.1
	Interpersonal skills and responsibility needed to develop

	
	
	· Able to manage emotional behaviors in oneself and others
· Able to cope with changing environmental issues and work pressures

· Open and willing to learn and reasonably accept criticism 
· Able to work as a team 

· Able to communicate effectively in a diverse team
· Have responsibility in the assigned tasks
· Continuously engage in self and professional development
· Have good time management
· Possess ability of being a good leader and a good follower and solving problems based on their priority 
· Contribute in making effective solutions to group problems

	
	4.2
	Methodology

	
	
	· Group discussion in class

· Group project 

	
	4.3
	Assessment

	
	
	· Self evaluation on group project

· Peer evaluation on group project

· Class observation in students’ engagement and responsibilities 

	5.
	Quantitative skills, communication skills, and ICT skills:

	
	5.1
	Quantitative skills, communication skills, and ICT skills

	
	
	· Possess and able to apply appropriate quantitative skills and techniques in mathematics, statistics, finance and accounting to solve problems

· Possess information and communication technology skills

· Possess ability in acquiring and analyzing information in making business/financial decisions

· Possess ability in summarizing, communicating and presenting information effectively

· Possess discretion in the use of communication and information technology in an appropriate manner

	
	5.2
	Methodology

	
	
	· Self learning and searching information from the Internet 

· Class discussion

· Presentation 

· Class assignments for case study, problems-solving, etc.

	
	5.3
	Assessment

	
	
	· Project evaluation

· Class discussion evaluation

· Presentation evaluation 

· Assignment evaluation 


5. Course Planning and Assessment

	1. Course planning (follow มคอ.3,book #15, page 6)
TENTATIVE CLASS SCHEDULE 
PERIOD

CHAPTERS & TOPICS TO BE DISCUSSED

Week 1-2

Introduction & Overview

Week 3

Consumers and the Internet

Week 4

Understand online environment

Week 5

Internet marketing technique (SEO)

Week 6

Internet advertising tool 1

Week 7

Internet advertising tool 2

Week 8

Mobile Marketing

MIDTERM EXAMINATION

Week 9-10

Foundation of website

Week 11

Online Campaign Execution

Week 12

Web Analysis

Week 13

Designing the marketing program (case study)

Week 14

Group project presentation

Week 15 

Reserve for guest speaker

FINAL EXAMINATION



	2. Assessment (follow มคอ.3,book #15, page 11)
Attendance & Participations 




10%

Group Project                     




30%

Mid-Term Examination 




30%

Comprehensive Final Examination 



30%

TOTAL 100%




6. Course Resources

	1. Required text books and readings:

  Susan Sweeney, CA, 3G Marketing on the internet 2006

  Mary Lou Roberts,  Internet Marketing, 2003

  Refi a. mohammed, Internet Marketing  2003 

  

	2. Supplementary reading list/references:
Textbooks
Hanson, W., & Kalyanam, K. (2007). Internet marketing & e-Commerce. Mason,   OH: Thomson South-Western. 

Chaffey, D., Ellis-Chadwick, F., Johnston, K., & Mayer, R. (2006). Internet marketing: Strategy, implementation, and practice. England: Pearson. 

Websites

www.lms.au.edu


	3. Recommended reading list/references:
Textbooks
Miletsky, J. I. (2009). Principles of Internet marketing: New tools and methods for web developers (web technologies). Canada: Cengage.
Plummer, J., Rappaport, S., Hall, T., Barocci, R. (2007). The online advertising playbook: Proven strategies and tested tactics from the advertising research foundation. Hoboken, NJ: John Wiley & Sons.

Websites

General information

-   www.clickz.com/experts
-   www.clickz.com/stats
-   www.emarketer.com
-   www.mediapost.com
Interactive advertising bureau 

-   www.iab.net
Marketing case studies

-   www.marketingsherpa.com 

Internet statistics 

-   www.truehits.net
-   www.nectec.or.th
-   http://th.nielsen.com/site



7. Course Feedback and Improvement

	1.
	Course evaluation by students:

	
	· Discussion with students

· End-semester questionnaire 

· Class evaluation/peer evaluation

	2.
	Other methods of course evaluation:

	
	· Discussion with experts

· Industry survey

	3.
	Course development and improvement:

	
	· Research 

· Seminars 

· Course workshop and meeting

· Course mentor

· Class observation 

· Knowledge sharing

	4.
	Quality assurance of the course:

	
	· Internal committees 

· External committees

· Internal quality assurance

· External quality assurance    

	5.
	Course revision and development plan:

	
	· Major revision every 5 years

· Minor revision where appropriate 








