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E-Commerce and Mobile Commerce (M-Commerce) has been an ever-evolving topic of interest in the
marketing field for years now. Ignoring E-Commerce and M-Commerce is like representing your business
without any audience. It is inevitable for firms to adapt to the latest E-Commerce and M-Commerce
practices and strategize optimally to reach desired business goals and keep their firms afloat. E-
Commerce and M-Commerce have transformed how businesses communicate with their customers and an
average customer today has higher control of what he/she wants to buy, through integration of new
tools and platforms. This course deals with the fundamentals of E-Commerce and M-Commerce, in an
attempt to develop an understanding of the background, current state, and the future potential of e-
marketing. The course is aimed at familiarizing students with e-marketing environments, its role in a
company’ s overall integrated marketing strategy, and the details of-marketing management. Students
will be able to theoretically make sense of e-commerce and m-commerce consumer experiences, effective
marketing communication revolving around these experiences through suitable marketing channels
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Basic Learning Outcomes and Dept.” s
Education
Objectives
A EHRFEEEFIL2 @B 4 - Students will have basic knowledge of international .
business.
EHBIELY RS EEA .
B [Students will be able to identify, analyze and solve business problems with logical .
thinking.
ERAARAEBMBELITL NS o
C |[Students will be able to demonstrate effective communication, coordination and O
teamwork skills.
D E R RERE P A 2 i 4 - Students will be able to communicate in foreign O
languages and have an awareness on global and cultural diversity issues.
P EEAIFT flE2 R 4 To build a the concept and ability for innovation and O
entrepreneurshi
P LR IRIFRFE A ¥ 472 i # - Students will be able to demonstrate the basic O
abllltles for service design and industry analysis.
C EFREEEE®2 %% - Students will be able to identify and understand the O

importance of ethical decision making for international business.
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‘@ 3 A4k Highly correlated O & 4p# Moderately correlated




# I & B % Teaching Schedule & Content

#F =X Week

r % Subject/Topics

% 2xRemarks

Introductory Class. Brief introduction to E-marketing and Mobile

! Commerce and discussion of course outline.

2 Chapter 1: E-Marketing in context: Past, Present, and the Future

3 Chapter 2: Strategic E-marketing and Performance Metrics

4 Chapter 3: The E-Marketing Plan

5 National Holiday

6 Chapter 4: Global E-Marketing 3.0

7 Chapter 5: Ethical and Legal Issues

8 Chapter 6: E-Marketing Research

9 #p ¢ ¥ 2% Midterm Exam

10 Chapter 7: Consumer Behavior Online

1 Chaptgr 8: Segmentaﬁion, Targeting, Differentiation, and
Positioning Strategies

12 Chapter 9: Product: The Online Offer

13 Chapter 10: Price: The Online Value

14 Chapter 11: The Internet for Distribution

15 Chapter 12: Communication: Owned and Paid Media

16 Chapter 13: Communication: Earned Media

17 # % ¥ % Final Exam

18 Supplementary Teaching




% % K % Teaching Strategies

¥ P Lecture & w3t #Group Discussion |:| %2B9 Y Field Trip

# i Miscel laneous: Teaching execution of theories to practice through campaign design

% % 4] #7 p * Teaching Self-Evaluation

£13#7% % (Innovative Teaching)

[ ]mags 2y (PBL) [ ]ma e fe%y (TBL) [] %2 ¥ (SBL)
Déﬁﬁ?{i Flipped Classroom I:l E3xEr Moocs

A ¢ § = (Social Responsibility)

|:| % # 4 B Community Practice |:| A% & ¥ Industy-Academia Cooperation

5 & (¥ (Transdisciplinary Projects)

|:| i M %% Transdisciplinary Teaching |:| B % %% Inter-collegiate Teaching

|:| ¥ §F & 3 Courses Co-taught with Industry Practitioners
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B2 FrE2 5 A®E > ;¢ Grading & Assessments

§e A 5 B Fe A G 5 3®E 2 3¢ Assessments
RES Ea T g g £ 1% £z HR H
[tems Percentage ‘5 9 54 w3 g N iy Hq
I . Participation in
I A
p H? 8 General 10% v discussions in
erformance class
B ¥4 Midterm Exam 20% v
#x+ 24 Final Exam 20% v
i*%¥ =% Homework and/or 0
Assignments 20% v
# @ Miscellaneous Application
(E-Marketing Campaign 30% v capability and
Design) design thinking
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Textbook & Other References (Title, Author, Publisher, Agents, Remarks, etc.)
E-Marketing, Raymond Frost, Alexa K. Fox, Judy Strauss, Routledge Publishing, 8th Edition.

FARRCH e nt (F 8 JF T, RKEFB ARGt AP 2 feat)
Teaching Aids & Teacher’ s Website(Including online teaching information.
Personal website can be listed here.)

Videos:

1. Two Bellmen | Official Movie: https://www. youtube. com/watch?v=20gteFrOKt8

2. Documentary- The Story of Content: Rise of the New Marketing: https://www. youtube. com/watch?
v=dBnpr3pkF1k

3. The psychology of digital marketing. Rory Sutherland, Ogilvy, GDS Summits:

https://www. youtube. com/watch?v=hhQRH49Y54k
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