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Course description 

The era of digital environment and digital convergence has opened up new opportunities for 

marketing. The shift in the consumer behavior from brick to click is posing new challenges for the 

marketers. The digital revolution has created opportunity for innovation and empowered customer to 

digital convergence. The goal of digital marketing is to understand the accessibility of customers to 

digital media and how it created avenues to investigate the mindset of online consumers 

 

Learning Objectives 

 To understand and develop a comprehensive digital marketing strategy. 

 To make use of search engines for optimizing the visibility and search results. 

 To formulate and implement Social Media Marketing Strategies. 

 To create, analyse and send promotional content through E-mails and Mobiles 

 To apply measurement techniques for evaluating the digital marketing efforts. 

 

Course Outcomes 

On successful completion of this course, students will be able to: 

No. Learning Outcome Assessment 
CO1 Gain knowledge about the designing, developing and promoting through 

Blogs 
A1 

CO2 Use the search engines for better visibility in the online world A2 

CO3 Create, Implement and Make a Mark in the social networking sites A3 

CO4 Build a Youtube channel for promotions A4 

CO5 Learn how to use e-mail / Mobile marketing for promotional activities A5 

CO6 Work with google analytics for identifying, filtering and tracking the day to 

day business activities in the organisation 
 

 

Course outline and indicative content 

 

Unit-1: Online marketing foundations(CO1, LO1) 

Digital marketing strategy - exploring digital marketing - starting with a website - user experience 

design (UXD) - user interface design (UI), Content marketing - foundations of content marketing - 

creation of content plan -  content creation and promotion - measuring content effectiveness - 

designing and developing blogs - creating, promoting and measuring blog content - using newsletter 

in content - using photos in content marketing 

 

Unit – 2: Search Engine optimization(CO2, LO2) 

An introduction to search engine marketing (SEM) - Enhancing the organic search preferences, 

keyword allocation for improving website’s searchability - Pay per click marketing - Online 

Reputation Management to improve SEM - Enhancing the organic search preferences - Keyword 

allocation for improving website’s searchability - Pay per click marketing - Online reputation 
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management to improve search engine marketing - keywords as the foundation of SEO - managing 

keyword data - link building strategies - measuring SEO effectiveness - local search - Paid search - 

creating an advertisement - pay per click advertising - researching keywords - creating a campaign 

 

Unit -3: Social media marketing(CO3, LO3) 

Understanding social media marketing - building online community - growing an online community - 

getting started with twitter - tweeting on twitter - building presence on twitter - getting started with 

facebook - marketing on facebook - building your presence on facebook - measuring your efforts - 

understanding instagram and advertising on instagram - developing linkedin’s business strategy - 

finding audience - engaging audience 

 

Unit-4: Marketing YouTube, E-Mail, Mobile (CO4, LO4, LO5) 

understanding YouTube - monetizing with YouTube partner program - building an audience - 

customizing the channel - advanced video optimization on YouTube - using YouTube analytics, 

Email Marketing - Basic components of Email marketing - Designing emails to enhance Email 

Marketing - Viral email marketing campaigns - email marketing tools and setup - understanding of 

how email fits into a marketing plan - managing the audience - audience engagement, Mobile 

Marketing - understanding mobile marketing - Alternative mobile access technologies: platforms, 

services, devices and speeds - Consumer and corporate applications: content, marketing, sales 

promotion, ticketing, participation/interaction - Location-based services (Proximity marketing), SMS/ 

MMS, GPRS based services and marketing - Mobile messaging based Marketing - mobilizing web 

presence - SMS campaign and building mobile applications 

 

Unit – 5: Web Analytics (CO5, LO6) 

Usage of Google Analytics - Implementation of Google Analytics - understanding analytics core 

concepts - setting up goals - using different types of reports, Affiliate marketing foundations - 

fundamental affiliate marketing principles - preparations for affiliate marketing - rolling out affiliate 

efforts. 

 

 

Assessment methods 

 

Task 
Number 

Task Task Type Task Mode 
Weightage 

(%) 

T1 
Students have to develop a blog on 

their own 
Group Activity Practical 10 

T2 
Content Writing Using Key Words 

and Implementing it using SEO 

Techniques 
Individual Practical 10 

T3 

Students have to create a marketing 

campaign of their choice and 

promote it through Social Media 

Networks 

Group Activity Practical 10 

T4 
Create a YouTube channel and 

Promote the ad campaign 
Group Activity Practical 10 

T5 

Identify at least two Customer 

Segments and send the E-Mails and 

SMS to 200 individuals by the 

students and list of E-Mails and 

Mobile Numbers have to be 

submitted 

Individual Practical 10 

 

A1 
A test will be conducted for 25 

marks at the mid-term 
Individual Test 25 



A2 
A test will be conducted for 25 

marks at the end-term 
Individual Test 25 

 

 

Mapping COs - Blooms levels- Assessment Tools 

 

 

Learning and teaching activities  

Computer Practical 

Brainstorming 

Group Activity 

Student Presentations 

Teaching and learning resources  

 

TEXT BOOK 

 

1. Digital Marketing: Strategies for Online Success by Godfrey Parkin, New Holland 

Publishers. 

2. The art of Digital Marketing: The Definitive Guide to Creating Strategic, Targeted, and 

Measurable Online Campaigns by Ian Dodson Wiley, 2016. 

3. eMarketing: the essential guide to marketing in a digital world, Rob Stokes, 5
th
 Edition, Quirk 

eMarketing (Pvt.) Ltd. 

 

REFERENCE BOOKS 

 

1. Facebook Marketing: An Hour A Day by Chris Treadaway and Mari Smith, Sybex 

2. Fundamentals of Digital Marketing by Puneet Singh Bhatia, Pearson, 2017. 

3. Online Marketing, Richard Gay, Alan Charlesworth and Rita Esen, Oxford University Press, 

2016 

 

Websites: 

1. www.seodigger.com 

2. www.wix.com 

3. www.google.com/analytics 

4. www.way2sms.com 

Knowledge 

dimension / 
 cognitive 

dimension 

L1. 
Remember 

 

L2. 
Understand 

 

L3. 
Apply 

L4. 
Analyze 

 

L5. 
Evaluate 

 

L6. 
Create 

 

Factual 

knowledge 

 

CO1, CO2, 

CO3, CO4, 

CO5, CO6 
(T2, A1, 

A2) 

   
 

Conceptual 

knowledge 
CO1, CO2, 

CO3, CO4, 

CO5, CO6 
(T1, A1, 

A2) 

  

CO1, CO2, 

CO3, CO4, 

CO5, CO6 
(T2, T3, 

A1,A2) 

 
 

Procedural 

knowledge 
 

 
CO2, 

CO3 
(T1,T2) 

 
CO5 
(T5) 

CO4 
(T4, 

T5) 

Meta cognitive 

knowledge 
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http://www.wix.com/
http://www.google.com/analytics
http://www.way2sms.com/


5. www.blogger.com 

6. www.adwords.google.com 

7. www.klout.com 

 

 

CO PO Mapping 

This is to map the level of relevance of the Course Outcomes (CO) with Programmed Outcomes 

(PO). 

0= No Relevance; 1= Low Relevance; 2= Medium Relevance; 3= High Relevance 

Internal PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 Sum 

CO1 1 3 0 1 2 0 3 0 10 

CO2 0 1 0 2 2 0 1 0 6 

CO3 0 1 0 1 2 0 1 0 5 

CO4 0 1 0 1 2 0 1 0 5 

CO5 0 1 0 1 2 0 1 0 5 

CO6 0 3 0 2 1 0 0 4 10 

Target Level Max. 1 10 0 8 11 0 7 4 41 
 

 

Programme Outcomes (POs) 

1 Apply knowledge of management theories and practices to solve business problems. 

2 Foster analytical and critical thinking abilities for data-based decision making. 

3 Ability to develop value based leadership approach 

4 Ability to understand, analyze and communicate global, economic, legal, and ethical aspects of 

business. 

5 Ability to lead themselves and others in the achievement of organizational goals, contributing 

effectively to a team environment. 

6 Apply range of entrepreneurial skills in business decisions. 

7 Ability to recognize the need and adopt the knowledge of contemporary issues, and also to 

engage in life-long learning. 

8 To demonstrate knowledge and skills in effective and efficiently managing logistics and supply 

chain operations 
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