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I. Bulletin Description 
 
Basic concepts and tools for understanding and exploring market opportunities 
and marketing strategies associated with global electronic commerce.     
     
II. Prerequisites 
 
MKT 300; 56 semester hours completed; admission to Professional Business Studies or 
listed on signed major or minor.  
 
III. Rationale for Course Level 
 
IV. Textbooks and Other Materials To Be Furnished by the Student 
 
Frost, Bruce and Judy Strauss, (2004). E Marketing.  New Jersey: Prentice Hall Inc. 
 
V. Special Requirements of the Course 
 
Students must have a basic familiarity with e-mail and the Internet, or at a minimum, have 
a fierce desire to learn these skills quickly.   
 
VI. General Methodology Used in Conducting the Course 
 
Instructional methods will include lecture, active-learning exercises, exams, and a team-
based Internet marketing plan. 
 
VII. Course Objectives 
 
Upon completion of this course, students will be able to: 
 
1. articulate and define the electronic marketing and communications environments 

that operate in today’s fast-paced business world (the emergence of online 
information, the need for speed in introducing new products, the availability of new 
media, and the ability to profile new buyer prospects). 

 
2. analyze and compare the various online marketing tools and electronic 

communication vehicles. 
 



3. demonstrate the marketing planning process through the step by step formulation of 
a highly targeted marketing document. 

4. analyze the sources of extensive information available for consumer or business-to-
business marketing. 

 
5. improve team-working skills and task delegation. 
 
VIII. Course Outline 
 
Week  Topic 
1  Introduction to electronic commerce for business 
 
2  Internet consumer behavior and user characteristics 
 
3  Online marketing research 
 
4  Online product strategies 
 
5  Online pricing strategies 
 
6  Electronic commerce as a distribution channel 
 
7  Online distribution strategies 
 
8  Marketing communications online 
 
9  Online promotion strategies 
 
10  Product and service merchandising considerations 
 
11  Online relationship building 
 
12  Capturing customer profiles for relationship building 
 
13  Online privacy and security considerations 
 
14  Business to business e-marketing 
 
15  The electronic commerce marketing plan 
 
16  Final examination 
 
IX. Evaluation 
 
Final grades will be based on the following allocation. 
 

            Percent 
 Assignments       20 
 Personal Web Site      10 
 Exams        70 



       100 
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