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OTTAWA ONLINE 

BUS-7452 E-Commerce and Internet Marketing 
  

Course Description 
This course examines the explosive phenomena of the Internet and E-Commerce on 
the economy and industry, both domestic and international. It provides insight into 
managerial challenges created by this evolution in products and services. 
This is a fully online, eight-week course.  We will not meet face-to-face at any time. 

Course Prerequisites 
None 

Course Objectives 
Upon successful completion of this course, students will be able to: 

• Explain how the internet is used for primary and secondary research. 
• Explain the e-marketing context: e-business models, performance metrics, and 

role of strategic planning. 
• Describe several technological, legal and ethical issues regarding internet use 
• Describe marketing strategies of segmenting, targeting, positioning, and 

differentiation. 
• Discuss trends in internet access around the world and explain the vital role of 

information technology and e-commerce in economic development in emerging 
economies. 

• Describe the consumer exchange process online and its outcomes. 
• Use marketing functions of product, pricing, distribution, and marketing 

communication for a firm's e-marketing strategy. 
• Evaluate customer relationship management (CRM) strategies using Internet 

technology 
• Explain how several industries use the Internet in their businesses 

Required Text 
Frost, R. & Strauss, J., (2012). E-Marketing (6th ed.), New York: Prentice Hall. 
ISBN: 978-0-13-214755 

Course Assignment Descriptions and Schedule At-A-Glance 
You will have several opportunities to demonstrate your knowledge and understanding of 
the principles taught in this course. The primary means of evaluating your work will be 
through practical application of the material. In the event that you have difficulty 
completing any of the assignments for this course, please contact your instructor 
immediately. Please refer to the Weekly Materials section of the cyberclassroom for 
complete details regarding the activities and assignments for this course. The following 
is merely a summary. 
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Discussion contributions   
 

Initial Substantive Posts: Submit an initial response to each of the prompts 
provided each week by your instructor. Your initial post should be substantive 
(approximately ½ of a page in length) and must be posted by midnight, Central Time 
by Wednesday of each week. In your substantive post you are encouraged to use 
references (you may use your textbook); show evidence of critical thinking as it 
applies to the concepts or prompt and/or use examples of the application of the 
concepts to work and life.  Proper punctuation, grammar and correct spelling are 
expected. Please use the spell-check function.  
Required Replies: You must reply to at least two different peers per prompt.  Your 
replies should build on the concept discussed, offer a question to consider, or add a 
differing perspective, etc. Rather than responding with, "Good post," explain why the 
post is "good" (why it is important, useful, insightful, etc.). Or, if you disagree, 
respectfully share your alternative perspective. Just saying "I agree" or "Good idea" 
is not sufficient for the posts you would like graded. 
Posting Guidelines: Overall, postings must be submitted on at least two separate 
days of the week. It is strongly recommended you visit the discussion forum 
throughout the week to read and respond to your peers’ postings. You are 
encouraged to post more than the required number of replies. 
 
(Please review the Policies section of Blackboard for further details.)  
 

 
Week 1 

Readings • Chapter 1: Past Present and Future 
Discussion • Initial post to each prompt due by midnight, CT on Wednesday 

• At least two replies to peers for each prompt due by midnight, CT on Sunday 
Assignment(s) Assignment: E-Marketing Brief – Choose Your Organization 

In week 7, you will submit a 2-3 page written brief describing best practices 
employed by a business relating to e-marketing topics. Find a topic based on 
material covered in class, or something in the news that is important to firms 
engaged in e-business.  
Your final project will be worth 200 points.  
You will use the template provided in the course for your brief. This week, you will 
submit a 1-2 page synopsis of your chosen organization and a topic for your 
brief. Please see the course materials for further detail on your project.  
  
Compose a 1-2 page synopsis of the company you will write your brief about. 
Include a rationale why you have chosen this company and 2-3 resources  
(In APA format) you will use to support your e-marketing ideas. Include a title page, 
introduction, conclusion and references in APA format.  
Click on the assignments tab in the course menu to access the dropbox for 
this assignment.  
Due: Sunday, midnight CT  
Points Possible: 25  
 

 
Week 2 

Readings • Chapter 2: Strategic E-Marketing and Performance Metrics  
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Discussion • Initial post to each prompt due by midnight, CT on Wednesday 
• At least two replies to peers for each prompt due by midnight, CT on Sunday 

Assignment(s)  Assignment: Performance Metrics and Balanced Scorecards  
This week, compose a 2-3 page essay defining and examining Performance Metrics 
and Balanced Scorecards as they relate to e-commerce and e-marketing. Revolve 
your essay around the following prompts:  

• What is the Balanced Scorecard and how do companies use it in e-
business?  

• How does the Balanced Scorecard help e-business examine results? 
Would you recommend that e-businesses also look at results form a 
societal perspective?    

• What are several types of social media engagement metrics?  
• What are three ways of collecting Web analytics?  

Compose your essay in APA format, with a title page, introduction, conclusion and 
2-3 references cited in text and in the references section.  
Click on the assignments tab in the course menu to access the dropbox for 
this assignment.  
Due: Sunday, midnight CT  
Points Possible: 25  
 

 
Week 3 

Readings • Chapter 3: The E-Marketing Plan  
• Chapter 4: Building Inclusive E-Markets  
• Chapter 5: Ethical and Legal Issues  

Discussion • Initial post to each prompt due by midnight, CT on Wednesday 
• At least two replies to peers for each prompt due by midnight, CT on Sunday 

Assignment(s) Assignment:  Online Advertising Metrics 
As an Advertising Director for a direct marketing firm specializing in the legal 
industry, you are charged with putting together an online advertising purchase. The 
purpose for the ad is to get law firms to use your company for mailing services to 
potential clients. You are going to consider advertising on LawMarketing.com, and 
use hypothetical results to practice advertising metrics commonly used by online 
advertisers.  
First, visit LawMarketing's rate card at the address below and answer the following: 
http://www.lawmarketing.com/pages/advertising.asp?PageTextID=18  

1. How many visitors does the LawMarketing home page get in a month?  
2. How many people receive the LawMarketing e-mail newsletter?  

 Next, you will consider buying either a banner ad on the home page or a text ad in 
the newsletter.  

3. What is the size in pixels for a banner ad (see ad standards at Interactive 
Advertising Bureau to understand pixel sizes: www.iab.net) and the cost for 
this ad on the home page?  

4. What is a text ad in LawMarketing e-mail newsletter and what is its cost?  
5. What is the CPM for each of these ads (Banner and Newsletter)?  
6. Which is a better buy? Why?  
7. If 100 people clicked on your home page banner, what would your click 

through rate be?  
8. What would be the CPC?  
9. If you got 5 orders from this ad, what would be your conversion rate?  
10. And your cost per order?  
11. Is this an effective advertising buy? Why or why not?  

 Answer these questions in essay format with a title page and headings in APA 
format.  
Click on the assignments tab in the course menu to access the dropbox for 
this assignment.  
 
Due: Sunday, midnight CT  



 

4 of 7 

Points Possible: 25 
 

 
Week 4 

Readings • Chapter 8: Segmentation, Targeting, Differentiation, and Positioning 
Strategies, pages 172-190 

Discussion • Initial post to each prompt due by midnight, CT on Wednesday 
• At least two replies to peers for each prompt due by midnight, CT on Sunday 

Assignment(s) Begin working on the Company Website Analysis, due in week 5 
 

Week 5 
Readings • Chapter 8: Segmentation, Targeting, Differentiation, and Positioning 

Strategies, pages 191-198 
Discussion • Initial post to each prompt due by midnight, CT on Wednesday 

• At least two replies to peers for each prompt due by midnight, CT on Sunday 
Assignment(s) Assignment: Company Website Analysis  

This week, begin to create a PowerPoint presentation that analyzes a company (of 
your choosing) website design and marketing strategy. You will submit your 
assignment in week 5 and share your PowerPoint in the discussion board in week 
6. In your PowerPoint, outline the company's internet properties & marketing 
implications, and include the following:  

• Website analysis (site objectives, content, other microsites affiliated with 
this site)  

• Web and other online content (such as mobile content)  
• Website properties and their marketing implications (review chapter 1, 

figure 1.6 for specifics)  
• Website design and usability features  
• Multimedia and interactive features  
• Customer experience  
• Market segment served  
• CRM features  
• Branding and consistency  
• Offline vs. Online customers  
• Evaluation of the company's online properties  
• Recommendations for improving the business model or opportunities  

Your PowerPoint should be 15-20 slides in length, with graphics, screenshots and 
detailed bullet points. Expand on your bullets using narrative in the notes section of 
each PowerPoint slide.  
Due: Sunday, midnight CT 
Points Possible: 75 
 

 
Week 6 

Readings • Chapter 9: Product: The Online Offer  
• Chapter 10: Price: The Online Value  

Discussion • Initial post to each prompt due by midnight, CT on Wednesday 
• At least two replies to peers for each prompt due by midnight, CT on Sunday 

 
Week 7 

Readings • Chapter 12: E-Marketing Communication Tools 
• Chapter 14: Buying Digital Media 

Discussion • Initial post to each prompt due by midnight, CT on Wednesday 
• At least two replies to peers for each prompt due by midnight, CT on Sunday 

Assignment(s) Assignment: E- Marketing Brief  
This week, you will submit a 2-3 page written brief describing best practices 
employed by a business relating to e-marketing topics. Find a topic based on 
material covered in class, or something in the news that is important to firms 
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engaged in e-business. You will use the template provided below for your brief. 
Potential best practice topics might include firms that employed profitable: 

• CRM 
• supply chain management 
• online research 
• telephony (Net for voice communication) 
• Web personalization/customization 
• performance metrics 
• Global adoption - selecting best markets for e-commerce 
• consumer behavior online 
• good e-business models in terms of profitability (e.g., online auctions) 
• anything about wireless 

Try to find a narrow topic, such as natural or paid search engine optimization, social 
networking, or a specific company practice that worked well. You can talk about a 
practice--such as mobile commerce, or a company--such as eBay's latest and 
greatest tactic and what it did for them. 
Additionally, please keep the following information in mind when choosing your 
company this week. Your final brief will include these final qualities: 

• Write for a business executive. This means concise, third person, formal 
reporting. It also means selecting best practices that are important for 
businesses, not consumers. For example, great online shopping sites for 
consumers is not appropriate, but if written from the company perspective 
and describing why an online retailing site is successful, complete with 
metrics, that is great. 

• You'll need more than company Web site research to do this right. You 
need at least 3 properly cited references, with at least 2 being from media 
articles or interviews (versus a company's own press releases).All 
references must be current (less than two years old). Be sure to include 
your complete references in APA format at the end so others can read more 
on the topic. In other words, this is more than just an article summary about 
a successful company. 

• It must include metrics/some quantifiable measures of success: Very 
important, and sometimes difficult to find. Profits over the time period are 
ok, but not very strong because you can't isolate the part relating to a 
particular practice. It should also be related to the class theories through 
some analysis of why this practice was successful. 

 
Due: Sunday at Midnight, CT 
Points Possible: 200 

 
 

Week 8 
Readings • Chapter 15: Customer Relationship Management  

 
Discussion • Initial post to each prompt due by midnight, CT on Wednesday 

• At least two replies to peers for each prompt due by midnight, CT on Saturday 
* All online weeks run from Monday to Sunday, except the last week, which ends on Saturday. 
** All assignments are due at midnight Central Time.  (All submissions to the Blackboard system are 
date/time stamped in Central Time). 

Assignments At-A-Glance 
Assignment/Activity Qty. Points Total Points 

Weeks 1-8: Discussion* 9 
20      
per 

week 
180 

Week 1: E-Marketing Brief – Choose Your 1 25 25 



 

6 of 7 

Organization 
Week 2: Performance Metrics and 
Balanced Scorecards 1 25 25 

Week 3: Online Advertising Metrics 
 1 25 25 

Week 5: Company Website Analysis  
 1 75 75 

Week 7:  E-Marketing Brief 1 200 200 
TOTAL POINTS   530 
*Please refer to the Policies menu for more information about requirements for Discussions. 

Grading Scale 
Grade Percentage Points 

A 90 to 100% 477-530 
B 80 to 89% 423-476 
C 70 to 79% 369-422 
D 60 to 69% 315-368 
F < 60% < 314 

To access your scores, click on Grades in the Student Tools area in Blackboard. 

Important Policies 
All course-specific policies for this course are spelled out here in this syllabus.  
However, additional university policies are located in the Policies section of Blackboard.  
You are responsible for reading and understanding all of these policies.  All of them are 
important.  Failure to understand or abide by them could have negative consequences 
for your experience in this course. 

Editorial Format for Written Papers 
All written assignments are to follow the APA writing style guidelines for grammar, 
spelling, and punctuation.  This online course includes information regarding the APA 
style under “Writing and Research Resources” in the Resource Room on the course 
menu in Blackboard. 

Ottawa Online Late Policy 
With instructor approval, assignments may be accepted for up to one week after the due 
date, but a minimum automatic deduction of 10% of the points will be assessed.  The 
instructor also has the option of increasing this deduction percentage up to a maximum 
of 20%. Extenuating circumstances may be determined on rare occasions and an 
extension allowed without a deduction, but only at the sole discretion of the instructor.  
  
Discussion board postings will not be accepted for credit when posted after the close of 
the discussion week. There are no exceptions to this rule; however, solely at the 
discretion of the instructor, the student may be allowed to submit an alternative 
assignment to make up for the points under extenuating circumstances. If granted, this 
should be an exception to the rule.  
  
No assignments will be accepted after the last day of the course (end of term) unless 
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arrangements have been made and “approved” by the instructor at least one week in 
advance. 

Saving Work 
It is recommended that you save all of your work from this course on your own 
computer or flash drive. The capstone course you take at the end of your program may 
require you to have access to this work for culminating assignments and/or reflections. 
 
Academic Integrity 
Plagiarism and cheating will not be tolerated at any level on any assignment.  The 
reality of cyberspace has made academic dishonesty even more tempting for some, but 
be advised that technology can and will be used to help uncover those engaging in 
deception.  If you ever have a question about the legitimacy of a source or a procedure 
you are considering using, ask your instructor.  As the University Academic Council 
approved on May 29, 2003, “The penalty for plagiarism or any other form of academic 
dishonesty will be failure in the course in which the academic dishonesty occurred.  
Students who commit academic dishonesty can be dismissed from the university by the 
provost/director.”  
Please refer to Academic Honesty in the Policies section of the online course menu 
for important information about Ottawa University’s policies regarding plagiarism and 
cheating, including examples and explanations of these issues. 
 
Student Handbook 
Please refer to your student handbook for all university regulations. The Resource 
Room on the course menu in Blackboard contains information about where to find the 
student handbook online for your campus. 
 
Please see Policies in Blackboard for additional university policies. 

Blackboard Technical Support 
The Resource Room in Blackboard contains links to student tutorials for learning to use 
Blackboard as well as information about whom to contact for technical support. Ottawa 
University offers technical support from 8 a.m. to midnight Central Time for all students, 
staff, and faculty at no cost. See www.ottawa.edu/ouhelp for contact information. 
 
Ottawa University’s Mission 
The mission of Ottawa University is to provide the highest quality liberal arts and 
professional education in a caring, Christ-centered community of grace which integrates 
faith, learning and life. The University serves students of traditional age, adult learners 
and organizations through undergraduate and graduate programs. 
 


