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	GD438 Electronic Commerce and Marketing


Instructor







Course Dates

Eve Fisher




   

 August 7 – October 9, 2008
Classroom Hours






Office Hours

Tues & Thurs 12:30 – 5:00, Sat 10-noon


After class and by appt.
Course Description

This course introduces students to browsers and their relationship to the Internet. Topics include branding, logos, corporate standards, copyright/trademarks, marketing and advertising. Upon completion of this course, students should be able to demonstrate knowledge of online marketing and commerce.
Course Outcomes
The course outcomes are the goals of instruction. These outcomes identify the knowledge, skills, and attitudes a student should have upon completing this course.
Upon completion of this course, students should be able to: 

Knowledge

· Define different types of e-marketplaces
· Examine the role of branding, logos, corporate standards, marketing, and advertising related to e-commerce.  
Skills

· Write business plans related to e-commerce
· Produce an e-commerce site that incorporates industry standard e-commerce tactics. 
Attitudes

· Accept ethical responsibility related to copyrights and trademarks in e-commerce marketing.
Course Prerequisites

GD241
Class Breakdown

Lecture Hours:
32
Lab Hours: 

76


Total Hours: 

108
Credit Hours

CO/IL = 7.0 Credit Hours  

CA/VA = 6.5 Credit Hours 

TX = 6.5 Credit Hours 

Course Texts 
	
	Title: Electronic Commerce
Author: Gary Schneider
Publisher: Thomson Learning
Edition: 7th Annual Edition


	
	Title: Designing Brand Identity: A Complete Guide to Creating, Building, and Maintaining Strong Brands
Author: Alina Wheeler
Publisher: Wiley


Teaching Strategies 

The teaching strategies for this course include facilitated discussion (with visuals as needed), demonstration, class discussion, hands-on guided practice, and feedback.

Texas only: The maximum student-instructor ratio in a lecture setting is 30 to 1.  In a laboratory setting, the maximum student-instructor ratio is 20 to 1. 

Grading

Key Graded Assignment: e-Business Plan*

30%

Key Graded Assignment: E-Commerce Website

40%
Review Questions

20%

Attendance and Participation
10%
* Indicates that this Key Graded Assignment has a research component.
It is recommended that students keep all Key Graded Assignments to use in their portfolio.
At the end of each course, each student is assigned a final grade as follows:

	Grade
	Quality Points
	Point Range
	Interpretation

	A 
	4.0
	93-100
	Excellent

	A- 
	3.7
	90-92
	

	B+ 
	3.3
	87-89
	

	B 
	3.0
	83-86
	Above average

	B- 
	2.7
	80-82
	

	C+ 
	2.3
	77-79
	

	C 
	2.0
	73-76
	Average

	C- 
	1.7
	70-72
	

	D+ 
	1.3
	66-69
	

	D 
	1.0
	60-65
	Below average

	F 
	0.0
	59 & below
	Failure

	I 
	0.0
	
	Incomplete


Course Completion Requirements
Students must achieve a passing grade of D or above by completing all required examinations, submitting all required lab exercises and projects, and meeting the standards of the school attendance policy.

Attendance and Classroom Policies

Students are expected to adhere to the attendance and tardiness policies stated in the current catalog.  

Course Topics

· Introduction and overview of e-commerce

· Marketing e-commerce

· Consumer e-commerce

· Consumer behavior and e-commerce

· The power of branding

· Internet branding

· Copyrights and trademarks**
· Website design to enhance the brand

· E-commerce advertising tools and techniques

** = library research
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