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% Course Textbook: Digital Marketing Strategy: An Integrated Approach to
Online Marketing 2nd Edition, Simon Kingsnorth 2019

% Additional source: Growth Hacker Marketing: A Primer on the Future of PR,
Marketing and Advertising [Paperback] [Oct 02, 2014] Ryan Holiday Profile
Books

#B.10E £ &

BL

AIRFEE A PBL # ¢k, PBLRAIME X3, —fEE AFOHEEFE
717k, BUTREXBEZMMEZINE, FHARANBIERINEEFR—
MFARRIEMNELHRES, UTARRETENINE T3
o HFEMMERM (4P, FUFHNEMAE, BCG 4EE..)

HFEHRM (DTC 8, &%, CPM, PPC, CPA, REMFEXE.)
SEO #1 SEM 3RB& 5 it

AdWords, PLEZEA, (FFHEER..

rE&ETR

MZBAREFES], FMEEHELTEETHER

‘%ﬁﬁ%ﬁﬁﬁ%
B

Course Title Digital Economy and Integrated Marketing

R

Credit Hours 32 (one credit hour is 45 minutes)




Course Objectives

* Become knowledgeable of up-to-date
digital marketing terms and technology

* Learn how to create a profitable
marketing strategy for the Internet

*  Develop, implement, and analyze
strategies for products/services on the
Internet

* Learn tools and techniques that are
unique to digital

* . Learn the key concepts in digital
growth

* Understand  the  basics  of
computational advertising

Course Description

This course is a blend of strategy and
tactics in the digital marketing arena.
Digital Marketing Strategy Foundations will
be presented including but not limited to
brief history of digital marketing, Recent
important trends on the internet, the 4Ps
of marketing, Porter’s five forces, brand of
perceptual positioning map, customer
lifetime value, types of segmentation and
geographic  segmentation, Technology
adoption cycles, the Personas and how to
create those, BCG matrix, the power of
brands, the DTC disrupting the traditional
brands, the role of rapid prototyping,
crowdfunding, planning tools for digital
strategy, changing consumer behaviors,
understanding the digital marketing
channels,  direct-to-consumer  model
success, Paid media terms including CPM,
PPC, CPA, content marketing, email
marketing (legitimate vs. illegal spams),
viral marketing and regulation practices,
SEO strategy and optimization, Mobile
optimization, On page vs. Off page SEOs,
Search engine Algorithms, Long tail
concept and theory, Indexability, the
structure of the WRLs, Quantitative vs.
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Quialitative Factors in SEO, SEO ROI, SEO
Competitor  Analysis, Inbound links,
Rankings, Keyword Strategies, Title tags vs.
Meta tags, Headline tags, understanding
the full sales funnel including its five
components, Web analytics tools, SEM
Strategies, Campaigns and AdWords,
Creating Ad copies, Match types, Google
Quality Score Factors, Conversion Metrics,
Efficiency Metrics, Paid Search Strategy,
Advanced Paid Search, Managing Paid
Search Campaigns, Regulations in the
digital field including global privacy and
data protection, social media strategies,
paid social marketing and content, focused
paid social support, strategic paid social
support, paid social promotion, planning
of social media campaigns concerning ads
and bids, paid social budget
considerations, the role of influencer
marketing, contingency planning,
budgeting and forecasting, display
marketing strategies, display advertising,
campaign optimization, ad targeting,
customized targeting with  matched
audiences, targeting best practices, ad
types such as single image ads vs. dynamic
ads, bidding, call to action, and some

salient examples related to these concepts.

The topic in the global context

The World we face today is more global than it has ever been. When you start
or build a business, be it small or large, you are global from day one. In this
highly interconnected global landscape, we need digital tools that help us do
more with less, in terms of effort, resources and money. Here we need a
roadmap provided to us by state of the art digital marketing strategy tools.

Brief introduction of the course
This course examines the process of developing, implementing, and analyzing
strategies for successfully marketing a variety of-existing and potential
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products and services on the Internet. We will focus on the tools and
techniques that are unique to this medium. By the end of this course, you
should be able to:

1. Become knowledgeable of up-to-date digital marketing terms and
technology

2. Learn how to create a profitable marketing strategy for the Internet

3. Develop, implement, and analyze strategies for products/services on the
Internet

4. Learn tools and techniques that are unique to digital

5. Learn the key concepts in digital growth

6. Understand the basics of computational advertising

7. Practice Skills related to each learning component

Topics

Objective: Introducing the students to Digital Marketing
Module 1 Description: In this first class, we will be going over the basic
Digital Marketing concepts including the history of the field

Objective: Understanding the foundations of Digital Marketing
Strategy-1
Module 2 Description: The 4Ps of marketing, Porter ' s five forces,

Segmentation, and BCG matrix will be covered during this class.

Objective: Understanding the foundations of Digital Marketing
Strategy-2

Module 3 Description: Brand or perceptual positioning map, Customer
lifetime value, Technology adoption cycles, the Personas and
how to create those will be covered in our third class.

Objective: Understanding the Tactics of Digital Marketing
Strategy-1

Description: DTC disrupting the traditional brands, the role of
rapid prototyping, crowdfunding, planning tools for digital
Module 4 strategy, changing consumer behaviors, understanding the
digital marketing channels, direct-to-consumer model success,
Paid media terms including CPM, PPC, CPA, content marketing,
email marketing (legitimate vs. illegal spams), viral marketing
and regulation practices and related topics will be covered.

Objective: Understanding the Tactics of Digital Marketing

Strategy-2

Module S pescription:  SEO  strategy and  optimization, Mobile

optimization, On page vs. Off page SEOs, Search engine
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Algorithms, Long tail concept and theory, Indexability, the
structure of the URLs, Quantitative vs. Qualitative Factors in
SEO, SEO ROI, SEO Competitor Analysis, Inbound links,
Rankings, Keyword Strategies, Title tags vs. Meta tags, Headline
tags, understanding the full sales funnel including its five
components) will be covered.

Module 6

Objective: Introduction to Computational Advertising
Description: Understanding and using the Web analytics tools,
SEM Strategies, Campaigns and AdWords, Creating Ad copies,
Match types, Google Quality Score Factors, Conversion Metrics,
Efficiency Metrics, Paid Search Strategy, Advanced Paid Search,
Managing Paid Search Campaigns will be introduced and
exemplified.

Module 7

Objective: Using Online Advertising Tools

Description: Display marketing strategies, display advertising,
campaign optimization, ad targeting, customized targeting with
matched audiences, targeting best practices, ad types such as
single image ads vs. dynamic ads, bidding, call to action) will be
introduced and exemplified.

Module 8

Objective: Introduction to Social Media Marketing Strategy
Description: Understanding the planning of social media
campaigns concerning ads and bids, paid social budget
considerations, the role of influencer marketing, contingency
planning, budgeting and forecasting will be described and
explained in detail.

Module 9

Objective: Barriers and Considerations

Description: Becoming aware of the Regulations in the digital
field including global privacy and data protection will be
covered to create related awareness.

Module 10

Objective: Course Summary and Final Project Description
Description: An overview and summary of the course will be
given highlighting the main points of the course including the
final project detailed description and guidelines.

Required Readings

1. Course Textbook: Digital Marketing Strategy: An Integrated Approach to
Online Marketing 2nd Edition, Simon Kingsnorth 2019

2. Additional source: Growth Hacker Marketing: A Primer on the Future of PR,
Marketing and Advertising [Paperback] [Oct 02, 2014] Ryan Holiday Profile
Books

R




Suggested list of the topics for the final project

1) The foundation of digital marketing (4P, Porter 's five powers, BCG
matrix...)

2) Digital marketing strategy (DTC model, crowdfunding, CPM, PPC, CPA,
content and viral marketing...)

3) SEO and SEM strategy and implementation

4)  AdWords, match types, paid search...

5) Online advertising tools

6) Social media strategies and activities, the role of influencer marketing in
social media

Criteria

Homework: 50%
Project: 50%

Class Expectation

In this class, students will be able to look at the changing landscape of
marketing both from a strategic and a practical perspective. When they start
embarking on a marketing journey by using certain digital tools, they will be
able to start from scratch by understanding industry and market specific terms
and creating an appropriate strategy around those. Once they know how to
create the strategy, they will move on to develop hands on skills related to
using digital tools ranging from effective use of digital marketing channels to
paid media options, from creating marketing plans for certain
products/services to implementing those plans. They will be able to
understand and hone those basic and advanced skills in SEO, SEM, web
analytic tools, how to create online ads and campaigns, including social media

strategy and planning.
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