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TEXTS 
 
Carolyn Siegel (2005), Internet Marketing, Boston:  Houghton-Mifflin, ISBN 0618519998 . 
 
Nitish Singh and Arun Pereira (2005), The Culturally Customized Web Site: Customizing Web 

Sites for the Global Marketplace, Burlington, MA:  Butterworth-Heinemann, ISBN 
0750678496. 

 
Recommended:  Jessica Mantaro (2005), FrontPage 2003: The Missing Manual, Sebastopol, CA:  

O'Reilly Media, Inc., ISBN 059600950X. 
 

 
CATALOG COURSE DESCRIPTION 

 
“Applications of personal computers, information technology, and Internet in 
business and marketing. Topics include use of computerized reference sources, 
the world wide web, webpage design, marketing and business on the Internet, 
desktop publishing and computer.” 

 

 
 

COURSE  OBJECTIVES 
 

• Appreciate the capabilities of selected computer applications in performing marketing 
tasks; 

• Understand the roles that the Internet and electronic commerce may serve in today’s 
economy; 

Missing classes is not just iffy—it could be 

Ffy!
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• Understanding consumer behavior within the context of online and Internet activity; 
• Understand when it does and does not make economic sense to try to sell online; 
• Appreciate issues in designing web sites; 
• Understand technical issues in Internet and electronic commerce applications;  
• Understand search engine rankings and their implications; and 
• Appreciate ethical issues in marketing in general and specifically within the context of 

online marketing. 
 
 

GRADING OVERVIEW 
 

Criterion 
Point 
value 

Midterm I 
Midterm II 

50 
150 

Final 300 
Projects 400 
In-class assignments 100 
 -------- 
Total 1,000 
  

Individuals who fail to attend at least 75% of all class sessions in their entirety must complete 
all course requirements in a satisfactory manner but cannot receive a course grade higher 
than that warranted by the score received on the final exam.  Please see the section on in-
class assignments for additional deductions for missed classes. 
 
In this course, you will be asked to take a midterm and a final.  In addition, you will need to 
complete 

• At least 10/12 brief in-class assignments; and 
• A selection of projects that add up to at least 400 points in attempted value.  If you 

choose to do more than 400 points worth of projects, your grade will be based on the 
most favorable combination of points subject to the constraint that both exams, the 
in-class assignments,  and at least 400 attempted points of projects are included. 

 
For example: 
 

Component Possible Score Counted

Counted 
points 
possible 

Counted 
points 
scored Percentage

Midterm 200 150 Yes 200 150 75.00%
Final 300 240 Yes 300 240 80.00%
Best 10 in-class assignments 100 87 Yes 100 87 87.00%
Word--brochure 100 90 Yes 100 90 90.00%
Excel--spreadsheet 100 85 Yes 100 85 85.00%
PowerPoint 100 65 No   65.00%
Search engine placement analysis 100 90 Yes 100 91 91.00%
FrontPage Web Site 300 250 Yes 300 265 88.33%
Software presentation 100 93 Yes 100 93 93.00%
TOTAL 1400 1150  1300 1101 84.69%
       
  Best percentage:  84.69%  
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This individual attempted all projects.  Because all project scores other than the PowerPoint 
project contribute to a higher total percentage if counted, the total percentage is based on 
1,300 points.  In this case, the person did better on projects than on exams and therefore, it 
is beneficial to weigh project scores more heavily. 
 
For students who attend at least 13 class sessions in their entirety, final course grades are 
guaranteed not to be lower than “straight scale.”  
 
 

TENTATIVE SCHEDULE OF EVENTS 
 

Week Date Topics Due 

Reading (Note:  
Current articles and 
materials may be 
added during the 
term). 

1 1/18 

Review of the syllabus 
Introduction to computer 
applications in marketing 
Economics of Electronic Commerce   

2 1/25 

The Electronic Marketing Age 
Internet Fundamentals 
Models of Electronic Commerce 
Desktop publishing using Word  Siegel, 1-2. 

3 2/1 

Identifying Internet Users 
Marketing on the Internet 
PowerPoint  Siegel, 3-4. 

4 2/8 

Legal and Ethical Issues 
International Issues 
Microsoft Excel 

Word 
assignment Siegel, 5-6. 

5 2/15 
International Issues, continued 
MIDTERM I  

Singh and Pereira, 
Foreword, 1-5 

6 2/22 

International Issues, continued 
Marketing Research 
Data Bases and Other Data Tools 
Marketing research online 

PowerPoint 
assignment 

Singh and Pereira, 
Foreword, 6-9 
Siegel, 7-8 

7 3/1 
Product Issues 
Price Issues  Siegel, 9-10 

8 3/8 MIDTERM II   
9 3/15 SPRING RECESS—NO CLASS   

10 3/22 
Distribution Issues 
Promotion Issues 

Excel 
assignment Siegel, 11-12 

11 3/29 

 
Web Site Construction Using 
FrontPage, Part I 
Search Engine Optimization  Siegel, 13-14 

12 4/5 

Web Site Construction Using 
FrontPage, Part II 
Computer Security   

13 4/12 

Web Site Construction Using 
FrontPage, Part III 
Web Marketing Plans   
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TENTATIVE SCHEDULE OF EVENTS 

 

Week Date Topics Due 

Reading (Note:  
Current articles and 
materials may be 
added during the 
term). 

14 4/19 

Web Site Construction Using 
FrontPage, Part I Web Site 
Construction Using FrontPage, Part 
IV 

Search engine 
placement 
analysis  

15 4/26 
Web site logistics 
Web site evaluation 

Software 
presentation  

16 5/3 

Conclusions and new developments 
in electronic commerce and the 
Internet   

17 5/10 Topics chosen by the class 
FrontPage 
web  

Final Wednesday, May 17, 5:00-9:50 p.m. 
 
 

COURSE COMPONENTS AND GRADING 
 

MIDTERM I.  An initial midterm on February 15 will consist of five short answer questions, out 
of which you will be asked to choose any four to answer.  Material covered in class and 
readings assigned up to February 14 will be covered.    
 
MIDTERM II.  The main midterm on March 15 will consist of ten short answer questions. You 
will be asked to answer eight of these questions, leaving two blank, such that you will have 
an opportunity to address those questions on which you feel most confident. You will be 
provided up to one half page to respond to each question. Some of these questions can be 
answered in two to three sentences.   Separate study guides will be provided for material 
covered in class and for assigned reading. 

 
The exam will tend to cover substantive issues and applications to real firm situations.  It is, 
for example, extremely unlikely that you will be asked to regurgitate a definition, but you 
may be given a definition and then be asked to discuss its significant parts and implications—
a much more difficult task.  Please be forewarned that one of my favorite words is 
“implications”—you should always be prepared to discuss why something is important to a 
firm in a given situation. 
 
FINAL.  The format is the same as Midterm II, but the weight is 300 points.  The final will 
emphasize material covered since the midterm but will contain some cumulative material as 
indicated in the study guide. 
 
ASSIGNMENTS:  From the assignments described in the subsequent section, you should select 
projects that add up to at least 400 points in attempted value.  If you choose to do more than 
400 points worth of projects, your grade will be based on the most favorable combination of 
points subject to the constraint that both exams, the in-class assignments, and at least 400 
attempted points of projects are included. 
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IN-CLASS ASSIGNMENTS:  On twelve occasions during the term, we will have a brief in-class 
assignment.  Most people who attend class consistently can expect to do well on these 
assignments. 
 
Students are expected to attend classes consistently and in their entirety.  You must be 
present at the beginning of class, at the end, and any time in between.  If you miss more than 
two classes in their entirety, part of a class four times, or any combination thereof (e.g., one 
full class and parts of two classes) and have a compelling reason for having missed the 
class(es) in question, you should complete a makeup paper on the topic scheduled for the 
day.  Instructions for completing these papers will be posted on the course web site.  For full 
credit, makeup papers should be generally completed within two weeks of the day missed 
(but no later than the day of the final) unless other arrangements have been made in 
advance.  A course grade deduction of 30 points for each complete class missed, or 15 points 
for each class missed in part, will be made for each absence in excess of the two complete 
class equivalents permitted.  For example, a person missing four classes in their entirety and 
two classes in part would have (4-2)*30+2*15=90 points deducted.  This is in addition to points 
forfeited on in-class assignments. 
 
CLASS PARTICIPATION:  Individuals who consistently contribute exceptionally well to class 
discussions may be rewarded with up to fifteen extra credit points.  However, this reward will 
be made only for those who contribute in a truly impressive manner. 
 
 

ASSIGNMENTS 
 

For many of these assignments, you should select a firm for which you will design computer 
applications and/or perform analyses of computer related issues.  The idea is that you will 
model these assignments after the examples we use in class, adapting the work to the needs 
of your specific firm. 
 
The following assignments are available.  You are encouraged to propose alternative 
assignments that may better suit your needs and interests.  Please discuss such ideas and 
desired point values with the instructor. 
 

Word assignment (due: February 8):  Creating a brochure. 
1. Please create, using features we have covered in class, a brochure for a firm of 

your choice.  The brochure should not exceed two 8.5”x11” pages. 
2. In a brief write-up (approximately two pages suggested 

a. Please explain the purpose of the brochure and your objectives in making.  
Who is the intended target (and its characteristics) and what do you want 
to accomplish? 

b. Please discuss the choices you made.  Issues you may want to discuss: 
1. Topics that you selected for coverage—e.g., order, amount space 

given to each. 
2. Features you used and why.  Did you include features such as 

clipart, tables, graphs, and/or borders?  Why or why not? 
3. The fonts and font-sizes you selected.  How did you decide on the 

type of fonts and font sizes you used? 
 
PowerPoint assignment (due: February 22):  Creating a presentation to 
clients/customers. 
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1. Please create a PowerPoint presentation that your firm can show to current or 
potential clients/customers. 

2. In a brief write-up (approximately two pages): 
a. Please explain the purpose of the presentation and your objectives of the 

work.  Who is the intended target and what do you want to accomplish?  
You need describe characteristics of the customer target. 

b. Please discuss the choices you made.  Issues you may want to discuss: 
i. Topics that you selected for coverage—e.g., order, amount space 

given to each. 
ii. Features you used and why.  Did you include features such as 

clipart, tables, graphs, and/or animation?  Why or why not? 
 
Excel assignment (due:  March 22):  Creating a spreadsheet for a firm. 
1. Please create a spreadsheet for your firm that will help the firm make decisions based 

on information that is available for analysis. 
2. In a brief write-up (approximately two pages): 

a. Please discuss the intended uses of the spreadsheet and what kinds of decisions 
it will help support. 

b. Please discuss the choices you made.  Issues you may want to discuss: 
i. The features you included and why these are useful. 
ii. Any tradeoffs you made between such choices as: 

1. Flexibility to handle different situations vs. ease of use. 
2. Difficulty of use vs. features available. 
3. Focus on a narrow area (e.g., projections for one product line) 

vs. applicability across the firm. 
 

Search engine placement analysis (due:  April 19):  Please select a search term that your 
firm would like to give it a favorable listing on the major search engines.  For large 
national firms, it might be a very general word or phrase—e.g., Campbell might be 
interested in “soup.” A local firm may, realistically speaking, need to be less ambitious. 
For Valley Independent Bank, a more appropriate target phrase might be“Bank Calexico” 
or “Bank Imperial Valley.” Then please: 

1. Run the term in several major search engines (e.g., Google, Yahoo, AltaVista, and 
Hotbot). 

a. How consistent are the results across the search engines?  Which search 
engines are likely to be most important to your firm?  Why? 

b. What is your firm’s ranking?  (Note that there may be several listings for 
your firm—which one(s) is/are most important?)  Is this ranking, realistically 
speaking,  satisfactory?  Please discuss your reasoning. 

2. Examine those sites that get the highest rankings. 
a. Do you see a reason why these sites are ranked high?  Is there a consistent 

theme among the sites that are highly ranked? (E.g., paid rankings, meta 
tags, use of keywords, large number of links, valuable information) 

b. How does your firm’s site compare based on these criteria? 
c. Do you have any suggestions for your firm as to changes that might help 

improve search engine rankings?  Are there any tradeoffs associated with 
making these changes? 

 
Software presentation (due: April 26):  Please select a piece of software that we have 
not covered in class.  This software should either be available in the lab or downloadable 
for free trial.  Please prepare a brief presentation to the class to be made on December 1 
in which you: 
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1. Discuss how this software can be used by a firm to assist in marketing tasks. 
2. Demonstrate how this software works and some of its most important features. 
3. Answer questions from the class. 

 
It is expected that a presentation will take approximately 10-15 minutes.  If you need 
more time than that, please be sure to arrange with the instructor before.  Please inform 
the instructor at least one week in advance if you wish to make a presentation. 
 

Web site creation (due:  May 10).  For this project, you will need to create a web site for a 
firm—either an actual or fictional one.  Since the FrontPage project is worth 300 points, or 
30% of the total course grade, it is expected that this project will entail approximately three 
times the effort expected for the Word, PowerPoint, and Excel projects. 
 
Different firms will need different types of web sites depending on their needs and 
circumstances.  Therefore, the assignment is quite broad and includes identifying the 
appropriate content and structure of the site.  A good site might: 
 

• Include at least ten pages (including the index page).  Some of these pages might 
address topics such as: 

o Products (this could take up several different pages) 
o Customer service 
o Product manuals and/or instructions 
o Where to buy the products (e.g., stores or other vendors carrying the product) 
o Services offered 
o Job opportunities 
o Investor relations 
o Other company information 
o Contact information 
o Feedback/comments 
o Information requests 

• Use a template 
• Contain the firm logo on the index page and possibly on other pages as appropriate. 
• Contain links between the pages as needed 
• Use tables to properly align graphics and text 
• Use a form for feedback or information request  
 

The following content may or may not be appropriate depending on the needs of the firm: 
• A page with links to related web sites (e.g., a firm selling beach gear might have links 

to sites dealing with weather, tides, specific beach sports, relevant travel, and 
relevant organizations) 

• Photos of products, employees, and/or other aspects of the firm. 
 
Fonts, colors, and possible background colors should be selected as appropriate for the firm’s 
needs. 
 
The completed web site should be turned in on a floppy disk or CD. 
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POLICIES 

 
1) Classes should be attended in their entirety and not missed only under truly compelling 

circumstances.   
2) Extensions assignments may be granted under compelling circumstances.  You must 

petition the instructor as soon as possible after finding out the circumstances that you 
believe to justify an extension.  Unless an explicit waiver is obtained in advance, 
extensions are expressly contingent on continuous attendance between the original due 
date and the extended deadline.   

3) University regulations on academic integrity are in effect.  All work submitted must be 
your own.  In writing papers, if you take any more than three consecutive words from 
any source—even if placed in footnotes or in tables—these must be put in quotes.  Even 
if you do not quite directly, you must still give credit, by way of a citation, to any 
author’s ideas you use.  The university provides serious sanctions for plagiarism. 

4) Students are responsible for having a correct e-mail address on record with the instructor. 
If you do not have an e-mail address, you can obtain a free account on sites such as Yahoo 
or Hot Mail. 

5) Individuals who wish to claim as an excuse that “the dog ate [their] homework” must 
furnish proof of ownership of a dog of sufficient size to be plausibly able to consume an 
assignment of the size in question. 

 
 

A PERSONAL NOTE 
 

I have a mild case of Asperger’s Syndrome, a neurological condition that in effect involves a  
“trade,” albeit involuntary, of certain abilities for others.  My symptoms are modest but 
frequently noticeable—the most significant ones involve difficulty in maintaining effective eye 
contact (I am often perceived as “staring”), impaired transmission and interpretation of non-
verbal communication, excessive sensitivity to noise and other stimuli, poorly controlled body 
movements, limited spatial ability, and extreme difficulty in “learning” faces.  Please 
understand that my mannerisms are not an indication of lack of interest or regard, that it may 
take me several weeks to learn your name even if I have a photograph of you available, and 
that I may need several extra moments to recognize you if we run into each other outside 
class.  

 


