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DURATION OF COURSE


six sessions in Poitiers (in English)

II.
OBJECTIVES OF THE COURSE

To explore the issues raised by the use of the internet in business as a separate discipline is artificial and increasingly meaningless as its use becomes more and more widespread and integrated into business and marketing practice. However, a study of its integration with and the reappraisal of existing models and practices is required and so this course is designed to provide students with an understanding of the key concepts of internet marketing, including identifying differences between internet-based marketing and more traditional forms of marketing, placing internet marketing in an internet business context, and challenging existing business models in the light of new business paradigms. It is perhaps just as important to note what the unit is not: the course is not an introduction to web technologies, nor a class in web design. Students will, however, be revisiting concepts introduced in their marketing principles courses from the previous semester and exploring how the internet can be exploited to enhance best practice in understanding and satisfying customer needs. It requires, therefore, the ability to integrate marketing principles acquired from previous study of marketing into new scenarios explored in this unit.


INDICATIVE CONTENTS


Key components of the course include:


introduction to e-commerce, 


marketing  planning and the role of the internet, 


customer relationship management and the role of the internet


internet marketing strategies in communication and distribution


non technical issues surrounding creating and building an internet web site, 


public policy questions. 

III.
RECOMMENDED READINGS

Students are expected to bring one source of topical material to each session and present to the class a summary of its contents and the issues it raises (see also course guidelines)


The set text for the course is


Ward Hanson "Principles of Internet Marketing" ISBN 0-538-87573-9, Thomson Learning


You may also like to consult


Kotler, Philip, and Dubois, Bernard, (2000), “Marketing Management”, ISBN 2-85790-112-7, Publi Union


Useful other (online) sources are


www.abc-netmarketing.com

www.altis.fr/management

www.ecommercetimes.com

www.bigben-pub.com

other sites to consult 


www.bonweb.com

www.abondance.com

this list is clearly not exhaustive and it is expected that in the course of their independent study students will bring their own examples to the class

IV.
MODE OF INSTRUCTION

The class will be a combination of lecture-discussion and self-study. Students are advised to read the course guidelines by week to become familiar with what is expected of them.

V. ASSESSMENT

There will be two forms of assessment

Final Exam (advertising)


 70%


Research Project (netmarketing)

 30%









100%


RESEARCH PROJECT:  Students will be asked to complete a research project, gathering information from primary and secondary sources. This will be done as a team activity in groups of four or five.  Please organise yourselves into groups and pass the names to Marie Paule Joyeux before the beginning of the second session.


TITLE OF ASSESSMENT PROJECT


PROJET NETSCAN


Vous êtes un groupe de consultants externes. Le propriétaire/gérant d’une petite ou très petite entreprise de la région Centre vous a sélectionnés afin de le conseiller sur la présence de son entreprise sur le net. En particulier, il souhaite que vous examiniez les opportunités et la manière dont son entreprise pourrait utiliser l’outil Internet pour développer son chiffre d’affaires.


Vous avez été retenus pour expliquer comment cela pourrait se traduire en terme de fonctionnement pour l’entreprise, et pour recommander les étapes pratiques que cette dernière devrait mettre en place pour atteindre ses objectifs.


Cherchez et sélectionnez une entreprise locale ou régionale


Utilisez toute information publique comme base de votre travail (rapports d’activité, articles de journaux, newsletters, plaquettes d’information, plaquettes publicitaires, documents promotionnels…).


Proposez un plan cohérent et développez un plan marketing qui puisse permettre le développement de l’entreprise que vous avez choisie.


Evaluez de manière constructive la manière dont l’activité de l’entreprise va être affectée par l’adoption de technologies de communications liées à Internet.


Vous pouvez contacter directement une entreprise, mais ce n’est en aucun cas une obligation.


L’une des clés de succès de ce travail réside dans le fait de considérer ce rapport non comme une accumulation de recommandations spécifiques et indépendantes, mais bien comme une vision cohérente et globale de la stratégie marketing à mettre en place.


Le rapport devra être rédigé en Times New Roman taille 11 (corps du texte), interligne 1,5, marges 2,5.


Longueur : entre 12 et 15 pages maximum (annexes non comprises).


Toute référence bibliographique devra bien sûr être mentionnée. 


Page de présentation et sommaire obligatoires.


Veillez à soigner la présentation et l’expression.


The submission date will be advised at the first session


All students of the same group will receive the same mark


OBJECTIVES OF THE ASSESSMENT


Students are expected to demonstrate the following    

1.
ability to critically evaluate and apply theory to practice 

2.
ability to investigate an area in depth using appropriate sources

3.
ability to work with others

4.
ability to communicate clearly and concisely in writing in a formal academic style

5.
ability to work autonomously on a significant extended academic task and be 
accountable for the process and outcome.

6
ability to offer creative solutions to problems backed by appropriate evidence

7 an holistic approach to solving marketing problems

vi
LEARNING PHILOSOPHY 


In this course your tutors are trying to instil the notion of "deep learning". Essentially this means the student becoming an active, committed partner in the learning process. The process is designed to equip you with more than knowledge. It is aimed at equipping you with learning skills as well - the idea of taking responsibility for achieving the learning objectives of the course, the idea of taking responsiblity for learning how to learn about a given subject. In practice what this means is that if you simply regurgitate lecture notes or large chunks of textbooks without challenging the concepts critically, or without putting them into context by giving examples of your own (which demonstrates a true understanding) then you will not succeed…you might even fail 


Such a learning environment does not come by chance and it is not easy to create. It is essential that you follow the guidelines given to you in this document and complete the appropriate preparation prior to joining the class. It is very important that you keep up to date with your reading or the process will be undermined from the start


PREPARATION FOR CLASS:  


This means:


advance preparation in terms of undertaking the background reading,


preparing written answers to any questions which may have been set,



preparing your individual written contributions based on information you have discovered in the course of your own reading (this could be journal articles, web sites, newspapers, magazines)


CONTRIBUTION IN CLASS
 
coming to class ready to listen


coming to class ready to participate based on your preparation


Please note that for the benefit of all staff and students who wish to contribute to this environment 


THOSE STUDENTS WHO HAVE NOT PREPARED SEMINAR WORK BEFORE THE CLASS WILL BE ASKED TO LEAVE

VII.
COURSE OUTLINE












 
Session 1
Introduction to Netmarketing



The Internet : origins and uses



Key internet marketing concepts & differences between traditional marketing



Scope and definition of netmarketing/e-commerce



Web business models (revenue-based/provider based models)



Relationship marketing and the role of the internet



Customer/supplier relationship theories, networks

Session 2
Marketing planning processes - 



the internet marketing plan




constituent parts of strategy and planning process




goal setting




situation review




implementation and measurement plans

Session 3 
Marketing information systems

Finding Information on the net




Knowledge management and integration




Knowledge about E-consumer







E-Consumer Buying Behaviour





Business to consumer internet marketing





Business to business internet marketing

Session 4
Marketing Strategies on the Internet (1)



Consumer/Industrial Markets (extranets and intranets)





Brand decisions in the light of different targets





Positioning





Migrating to internet





Creating and maintaining brands




Pricing Strategies




Selling Strategies on the Internet


the new distribution system


logistical issues

Session 5
Marketing Strategies on the Internet (2)




Communications models




Creating an effective web presence





Communication Models

Advertising (Agencies, timing, measuring effectiveness, ad blocking, ad payment



Other issues*

(Session 6)
The Political, Legal and Ethical Environments of E-commerce



Political environment

Legal environment (cybercrime, intellectual capital, trademarks, Intellectual Property Protection, Legal Jurisdiction, Netiquette)



Ethical environment (privacy, permission marketing)

