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Abstract:

Few would argue that the Internet has profoundly changed the way we work, live, play and learn.  Over the last thirteen years, there has been an explosion of e-commerce and user generated content; acceptance of the digital media by established firms; new multiple billion dollar digital-only firms.  In response to this technological and lifestyle metamorphous, marketing is going through a similar fundamental change.  Clearly, marketing is becoming much more data (everything on the Internet can be tracked) and relationship (customers having an increasing say in how they spend their time) driven.  The question becomes, how do we as academics remain relevant and guide our students so they are in a position to lead this market revolution.  We believe it starts with a revised curriculum specifically designed for the age of Digital Marketing.
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Digital Marketing Major

Needs and Justification

As we approach the second decade of the 21st century, few would deny that consumers and business alike have accepted the Internet as an indispensable part of their daily lives.  For example, in the last 13 years electronic commerce, in the United States alone, has grown from a concept to $250 billion in retail and $3.5 billion in business-to-business sales, bringing enormous change to business firms, markets and consumer behavior (Laudon and Travers, 2009).  

In 2009, Sandy Carter of IBM put forth the proposition that business has entered a revolutionary age of marketing, one in which traditional strategies and rules no longer apply, i.e., marketing is more about conducting conversations to engage prospects with relevant content that will ultimately lead them to take action rather than pushing messages to convince prospects to take action (Carter, 2009).  Consistent with this message are the rapid formation of communities and social networking sites, e.g., Facebook has added over 200M customers in the last couple of years; search engine optimization has become a multi-billion industry; mobile with its 3 billion users is overcoming technical hurdles and starting to tap its massive advertising opportunities associated with context, immediacy and personalization.  

Each emerging area leverages a unique aspect of the Internet and has the potential to challenge traditional marketing practices.  However, change is not new to marketing; each time a new medium is added, e.g., radio, TV, Cable, and now the Internet, there is a considerable period of uncertainty, experimentation, and creativity within the discipline.  As technologies evolve, the new entrants’ reality will be separated from its hype and eventually seamless strategies and tactics will evolve, integrating the comparative advantage of each medium.  What is exciting about digital marketing now is that we are at the beginning of this apex of change and our students are the ones most well versed on this new technology and ultimately will be the ones who will guide this transition.  

It is our goal as a Department to provide these future marketing architects the necessary digital language and foundation to gain entry into this exciting, growing, creative and potentially lucrative career area.  We have already placed graduate students from our MBA e-commerce concentration and gained curriculum input from several large firms, e.g., Interpublic, Microsoft, etc., who have helped us in designing this digital marketing program.  The particulars of the Digital Marketing Major follows.  

Curriculum

The Digital Marketing Major will have a four-course core and a four-course track that consists of three specialized courses (see below) and one marketing elective.  The core will provide students the foundation associated with both the discipline of marketing and the Internet as well as provide them with the ability to create a professional marketing plan.  Specifics for the courses listed below are provided in the Attachment.

The three specialized courses and the marketing elective will permit students to carve out areas of specialization in the rapidly emerging digital marketing area.  For example, taking the specialized courses in Direct and Interactive Marketing, Digital Advertising and Consumer Behavior, and e-Business Technologies and the marketing elective in International Business would position a student well for a career in digital consumer applications.  Alternatively, taking courses in International Supply Chain Management, Innovation, Technology and the Global Enterprise (B-2-B) and Internet Law and the marketing elective in Business Marketing Management could lead specifically to a career in digital business marketing.  Combining Internet Entrepreneurship with Direct and Interactive Marketing, Digital Advertising and Consumer Behavior, and Law and the Internet, a student could start his/her own business upon graduation.  Students also have the flexibility to create their unique track based on their personal interests.  

Core Courses







12 credits
Market Research






MKT 3600

Internet Marketing






MKT 4555

Web Analytics
1






MKT 4XXX

Marketing Strategy Capstone 





MKT 5750

Specialized Courses 






9 credits

Direct and Interactive Marketing2 




MKT 4151

Digital Advertising and Consumer Behavior2


MKT 4XXX

Internet Entrepreneurship3





MKT 4XXX

International Supply Chain Management 



MKT 4460

Innovation, Technology and the Global Enterprise (B-2-B)4
 
IBS 3000

e-Business Technologies  





CIS 3444

Law and the Internet 






LAW 3108

Marketing Elective






3 credits
Any marketing course not identified above



(See catalogue)

_____________________________________

1. Web Analytics:  This course addresses the quantitative aspects of digital marketing.  A partial list of data streams to be analyzed: server and customer logs, customer survey data; social networking connectivity data; search engine keywords; mobile data, etc.  An outline is provided with a syllabus to follow.  The prerequisite for the course would be MKT 4555 and MKT 3600.

2. This change is minor and represents a change in name and content.  Interactive (e-mail) marketing uses many of the same principles as direct marketing.  The Direct Marketing Association now includes E-mail marketing as part of its domain, so for consistency we will do the same.  The pre-requisite for the course will now be MKT 4555.
3. Digital Advertising and Consumer Behavior.  Digital advertising is the fastest growing advertising area.  As Internet technology creates new applications, advertisers are quick to follow the customer migration in order to monetize the opportunity.  In addition to being an elective in the Digital Marketing Major, this course will also be an elective in the Advertising Track.  The first part of the course is similar to one recently taught at Columbia, while the second part focuses on specific consumer applications.  An outline is provided with a syllabus to follow.  The prerequisite for the course would be MKT 4555 or departmental permission.

4. Internet Entrepreneurship is a new course.  Many applications in the digital marketing space can lead to new business opportunities.  In this course we provide students with the basic skills to take advantage of them.  A similar course is offered in our MBA program.  A detailed syllabus will follow.  The pre-requisite for the course would be MKT 4555.  

5. This change is minor and represents a change in name and content.  The course already has a business focus and specific B-2-B cases and applications will be added.  
Attachment
 CORE Courses

MKT 3600 Marketing Research 

3 hours; 3 credits 

"Training in the basic techniques of research in marketing, including problems definition, research design, questionnaire construction, sampling, data collection and analysis, and report preparation. The student will design and will analyze cases based on real-world business problems and provide a written report for each.  Traditional as well as Internet approaches will be discussed and evaluated." 

Pre- or corequisites: MKT 3000 and STA 2000.
MKT 4555 Internet Marketing 
3 hours; 3 credits 
“This course is interdisciplinary in nature and examines the various aspects of developing relationships with customers.  Such fields as economics, psychology, sociology, and cultural anthropology are studied with regard to consumer motivation and behaviors.  More specifically, this course is designed to enable students to analyze and develop sophisticated interactive marketing programs. The two major objectives of this course are to introduce students to current marketing and advertising theory and practices on the Internet and to give students the opportunity to apply this knowledge by developing an interactive marketing program. Particular attention will be given to examining Internet marketing models, exploring various aspects of user-generated content, understanding consumer online behavior, and designing effective online programs.  It is not necessary to know HTML, nor will it be taught in this course.”

Prerequisite: MKT 3000 and Junior Status.

MKT 3XXX Web Analytics

3 hours; 3 credits 

"This course explores ways to turn the increasing streams of Internet data into meaningful information for customer use.  Models developed in this class will shed light on how to better monetize user-generated content, optimize search word selection, combine multiple data sources to get a more complete view of the customers, manage customer relationships, estimate customer lifetime value, and use a variety of data mining techniques.  Web analytics is an evolving field that is only bounded by the imagination of marketers and explosion of data generated by a globally connected world.  Experts in web analytics do not come from traditional marketing professionals looking to learn a new skill, but rather from a new generation of millenniums who grew up with the web and often prefer computer mediated communication to face-to-face and voice alternatives.  This course will provide students with the necessary skills to make sense of large streams of data and bridge the new and old world of marketing.  

Prerequisites: MKT 4555 and MKT3600.
MKT 5750 Marketing Strategy

3 hours; 3 credits 

"This course presents the marketing strategy concept as a management tool for optimizing profitability and long-term goals. It focuses on the marketer's deployment of resources to achieve stated goals in a competitive environment through following a unified, comprehensive, and integrated plan." 

Prerequisites: MKT 3000, 3600, 4555 and 3605.
 SPECIALIZED Courses

Existing Courses

MKT 4151 Direct and Interactive Marketing 
3 hours; 3 credits 
This course examines in depth the specialized areas of knowledge relating to direct mail, e-mail and other direct response media. It stresses the creation, production, and testing of direct response advertising and gives the student practical experience in the development of a complete direct mail and direct response media campaign and in the preparation of mail order catalogues." 
Pre- or corequisites: MKT 3000 and MKT 4555.
 
MKT 4460 International Supply Chain Management
3 hours; 3 credits 
The course covers such topics as management of land, ocean and air movement of foreign-bound cargos in terms of routes, rates, packing, marking, documentation, containerization, storage and claim handling. It focuses on that part of the supply chain process that plans, implements, and controls the efficient flow and storage of goods, services, and related information from the point of origin to the point of consumption to meet customer requirements.

Pre- or corequisites: MKT 3400. 
IBS 3000 Innovation, Technology and the Global Enterprise 

3 hours; 3 credits 

"The course is designed to give students an understanding of: (1) how information technology has created a fertile ground for emergence of global commerce on the Internet; (2) how international business firms are using new technology to create innovative offerings and sustain competitive advantage, particularly using B-2-B applications; (3) how because of this innovation, businesses are forced to rethink strategies and management practices; (4) how the new electronic medium is being applied to specific marketing domains, (i.e., distribution, retailing, market research, advertising, etc.); (5) how environmental factors, (i.e., political, ethical, and legal factors), affect the revolutionary path of the new economy.”

Prerequisite: Junior Status.
 
LAW 3108 Law and the Internet
3 hours; 3 credits 
The course addresses the legal issues created by the Internet revolution, with an emphasis on law and e-business. Copyright and music/video piracy are studied, as is protection of database and other Internet content. Trademark law and Internet domain name controversies (domestic and international) are addressed. Regulation, jurisdiction, and liabilities arising from Internet activities are analyzed. Relationships with employees, vendors and customers are examined, and Internet privacy and ethics are covered. 
Prerequisites: LAW 1101.

 
CIS 3444 e-Business Technologies
3 hours; 3 credits 
This course investigates the technologies used in e-Business. Foundation material is developed, covering the basic infrastructure of the Internet and the Web along with supporting hardware and software. This is followed by exploration of the latest technologies available. Students study how the technologies work and how they are used in a wide variety of businesses. Discussions of the strategic implications of these technologies for different types of businesses are incorporated. 
Prerequisite: CIS 2200.
 
 

New Courses

MKT 3XXX Web Analytics
3 hours; 3 credits 

(See Description under core courses.)
MKT 4XXX Digital Advertising and Consumer Behavior


3 hours; 3 credits
Description

This course identifies and discusses emerging trends in digital advertising.  Since the emergence of the Internet in our lives in the early 1990s, companies have been experimenting with the most effective ways to use the Internet to advertise and grow their businesses. Many businesses have been invented to operate solely over the Internet and most companies now conduct some portion of their business transactions over the Internet. 

This course - “Digital Advertising and Consumer Behavior” - will focus primarily on the Internet as an emerging advertising medium and on specific advertising applications.
The book, The Online Advertising Playbook, by Plummer, Rappaport, Hall and Barocci, will be the text for the course and the framework for examining this powerful emerging advertising medium used by 75% of the American population for e-mail, search, shopping, news and entertainment. In just ten short years, the Internet has grown to over $20 billion in advertising expenditures and is forecasted to double in another five years. (As a frame of reference, television represented $60 billion in advertising expenditures in 2007.)

The class will rely heavily on outside guest speakers from the industry. There will be four (4) written assignments for the course and no exams in this half of the course. Class participation will count for 50% of the grade and assigned papers will count for the other 50% of the final grade.

On each topic/session, the class will focus on winning strategies and why a strategy has proven to be effective on the Internet. New marketing and advertising ideas, such as context targeting, key search words, viral campaigns, word-of-mouth, social networks and website engagement will be discussed in depth. It is hoped that each student will complete the class with a greater appreciation of the marketing and advertising potential of this amazing new technology.

 The prerequisite for the course would be MKT 4555 or departmental permission.
MKT 4XXX Internet Entrepreneurship
3 hours; 3 credits


The objective of this course is to provide students with the requisite skills to understand and be able to identify business creation opportunities associated with the Internet. Similar to the real world business development process, this course is an eclectic combination of a variety of academic disciplines including small business studies, entrepreneurship, marketing, finance, computer information systems and political science.

 
More specifically, we explore how the current revolution in computer and information technology has enabled small businesses to spring-up virtually over night and engage in commerce around the world at the touch of a button. The Internet is a prototype of the global information infrastructure that will lay the platform for the electronic commerce of the 21st century and redefine business formation dynamics.


The prerequisite for the course would be MKT 4555.
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