Programme: B.Com. | Year: Second | Semester: Fourth
Subject: Commerce
Course Code: C010403P | Course Title: Digital Marketing (Practical)

Course Outcomes:
After completing this course a student will have:
v" Ability to understand the concept of Digital Marketing along with the basic forms and norms of Digital Marketing.
v" Ability to understand the terminologies associated with the field of Digital Marketing and control along with their

relevance.
v' Ability to identify the appropriate method and techniques of Digital Marketing for solving different problems.
v" Ability to apply basic Digital Marketing principles to solve business and industry related issues and problems.
v" Ability to understand the concept of Budgetary Control, Cash Flow Statement, Fund Flow Statement, Break Even

Analysis etc.

Credits: 2 Core Compulsory / Elective: Compulsory
Max. Marks: Min. Passing Marks:
Total No. of Practical Labs: 30

Unit Topics

No. of
Hours

Introduction of the digital marketing, Digital vs. Real Marketing, Digital Marketing Channels,
| Creating initial digital marketing plan, Content management, SWOT analysis, Target group 4
analysis.
Web design, Optimization of Web sites, MS Expression Web, Creating web sites, SEO
Il | Optimization, Writing the SEO content, Writing the SEO content, Google Ad Words- creating 6
accounts, Google Ad Words- types.
Introduction to CRM, CRM platform, CRM models, CRM strategy, Introduction to Web analytics,
Web analytics — levels, Introduction of Social Media Marketing, Social Media Marketing plan,
I11 | Facebook Ads, Creating Facebook Ads, Ads Visibility, Business opportunities and Instagram 10
options, Optimization of Instagram profiles, Integrating Instagram with a Web Site and other social
networks, Keeping up with posts.
Creating business accounts on YouTube, YouTube Advertising, YouTube Analytics, E-mail
marketing, E-mail marketing plan, E-mail marketing campaign analysis, Keeping up with
conversions, Digital Marketing Budgeting - resource planning, cost estimating, cost budgeting, cost
control.
Suggested Readings:
Chaffey, D, F.E. Chadwick, R. Mayer, and K. Johnston (2015). Internet Marketing: Strategy, Implementation, and Practice. Pearson India
Frost, Raymond D., Alexa Fox, and Judy Strauss (2018). E- Marketing. Routledge

1.
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3. Gupta, Seema (2018). Digital Marketing. McGraw Hill Education (India) Private Ltd.
4. Kapoor, Neeru. E-Marketing, Pinnacle learning
5
6.
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Kotler, Philip, HermawanKartajaya, and lwan Setiawan (2017). Digital Marketing: 4.0 Moving from Traditional to Digital. Pearson India
Ryan, Damian and Jones Calvin (2016). Understanding Digital Marketing: Marketing Strategies for engaging the Digital Generation.
ditional Resources :
Blanchard O. (2014) Social Media ROI: Managing and Measuring Social Media Efforts in Your Organisation. ¢« Charlesworth,
Alan (2018). Digital Marketing: A Practical Approach.
» Gay, Richard, Alan Charlesworth, and Rita Esen. Online Marketing: a customer-led approach.Oxford University Press Inc.,
New York.
* Ryan, Damian (2016). Understanding Digital Marketing: Marketing Strategies for engaging the Digital Generation.
» Tasner, M. (2015) Marketing in the Moment: The Digital Marketing Guide to Generating More Sales and Reaching Your
Customers First, 2/E, Pearson
Note- Latest edition of the text books should be used.
This course can be opted as an elective by the students of following subjects: Open for all
Suggested Continuous Evaluation Methods: Continuous Internal Evaluation shall be based on allotted Assignment
and Class Tests. The marks shall be as follows:

Assessment and Presentation of Assignment (04 marks)
Class Test-I (Objective Questions) (04 marks)
Class Test-1l (Descriptive Questions) (04 marks)
Class Test-111 (Objective Questions) (04 marks)
Class Test-1V (Descriptive Questions) (04 marks)
Overall performance throughout the Semester (includes Attendance, Behaviour, (05 marks)
[Discipline, Participation in Different Activities)




