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MKTG 2200 - Digital Marketing
CREDITS, HOURS, PREREQUISITES


Credits: 3
Course Hours per Week: 3 Course Prerequisites: None Instructor: Dr. Paul Carringer Contact: pcarring@cscc.edu


COURSE DESCRIPTION


MKTG 2200 involves the study of digital marketing activities, analysis, strategies, and decision making in the context of other business functions. Topics include gathering and evaluating primary and secondary sources of information, market research, sales, advertising and promotion, and customer service/retention. Introduction to emerging digital technologies with particular emphasis on the role of the various social networking tools used in the process of marketing to and communicating with consumers. Examples of digital features and tools to be explored include online communities, wikis, blogs, vlogs, podcasts, SEO/SEM, and mobile communication devices. An overview of the marketing and technical aspects of e-Commerce will be examined.


STUDENT LEARNING OUTCOMES


The course outcomes for Digital Marketing include the following competencies:
· Identify the components of Web and electronic technologies that are utilized in marketing communications
· Describe the marketing communication elements in the digital space.
· Support the role of marketing planning within a Web and electronic communication strategy.
· Discuss the process used for online marketing research.
· Identify the various business models available online.
· Discuss the process of evaluation of web-based marketing communication.
· Identify and explain the importance of emerging media options and how new media may impact a Web and electronic marketing communications strategy.
· Use appropriate protocol in the preparation of a web-based marketing communications plan.


INSTITUTIONAL LEARNING GOALS


Columbus State Community College's Institutional Learning Goals are an integral part of the curriculum and central to the mission of the college. The faculty at Columbus State has identified the following institutional learning goals:
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· Critical Thinking
· Ethical Reasoning
· Quantitative Skills
· Scientific Literacy
· Technological Competence
· Communication Competence
· Cultural and Social Awareness
· Professional and Life Skills

The Institutional Learning Goals specific to this course include:
· Critical Thinking
· Quantitative Skills
· Communication Competence

LEARNING OBJECTIVES


Identify the components of Web and electronic technologies
· Define how Web and electronic technologies are used in marketing activities.

Scanning the Digital Marketing Environment
· Describe the marketing communication elements on the Web

Develop Target Markets in Marketing and Understanding of Digital Consumer Behavior
· Describe the process used to develop target market profiles for an online marketing communications strategy and the consumer purchase decision process and the stages of the purchase decision process.

Identify Online Business Models
· Describe the key characteristics of online and digital business models.

Web-based Marketing Communication Evaluation
· Discuss the process of evaluation of web-based marketing communication.

Emerging Media
· Identify and explain the importance of emerging media options and how new media may impact a Web and electronic marketing communications strategy.

Web-based Marketing Communications Plan Protocol
· Use appropriate protocol in the preparation of a digital marketing communications plan.

Market Segmentation, Targeting, and Positioning
· Identify the factors that influence selection of specific market segments for use as a target market and the major marketing segmentation variables.



UNITS OF INSTRUCTION


· Modules 1: Overview of Web and electronic technologies in marketing communications
· Module 2: Creating value through digital marketing strategy
· Module 3: Digital consumer behavior and customer relationship/experience management

· Module 4: Digital & Website marketing strategy
· Module 5: SEO
· Module 6: SEM
· Module 7: Email marketing strategy
· Module 8: Social media and community marketing strategy
· Module 9: Mobile marketing
· Module 10: Digital branding: Trust and reputation strategy
· Module 11: Digital marketing: Legal, ethical, privacy and security
· Module 12: Digital marketing future
· Module 13: Building a presence on digital media
· Module 14: Digital marketing objectives, budgeting and metrics
· Module 15: Digital audiences, ad formats, and placements


COURSE MATERIALS REQUIRED

· You must have access to a computer equipped with Microsoft Office (or equivalent word processing program like Google Docs) and reliable Internet access from a browser that is compatible with Blackboard and Connect. To find out if your technology meets these requirements, please review this webpage on Technical Requirements for classes at CSCC.
· You must have an access code for Connect. This is included with the purchase of a new book as well as in Instant Access courses. If you purchase a used book, then you will need to purchase the code from McGraw Hill. The Columbus State Book Store has the best price for this book. Grades for homework and quizzes created during Connect’s free “trial period” are not retained beyond the trial period unless the code is purchased. These trial period grades will not be used in the course grade computation if the code is not purchased.
TEXTBOOK(S), MANUALS, REFERENCES, AND OTHER READINGS
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All sections of this course are designated as “Instant Access.” In these sections, a digital
copy of the textbook is included in your course fees and you do not need to purchase a
separate book. If you’d rather have a physical book, you may opt-out of this program. You can find out more information about “Instant Access” and the opt-out procedure on the CSCC website at https://www.cscc.edu/services/bookstore/affordability-bookstore.shtml.

All other reading material is included within Blackboard or linked to from within Blackboard to third-party sites.


GENERAL INSTRUCTIONAL METHODS


This is a web-based course that utilizes the required textbook (you can download a print version

or e-book version of the textbook), class discussions, multimedia presentations, and class projects and assignments. Web-based courses should be accessed frequently in order to stay current with posted announcements and discussion board conversations.
Topics to be covered in this course include:
· The Digital Marketing Process
· Consumer Behavior
· Digital Marketing and Web Strategies
· Target Marketing and Market Segmentation
· Integrated Marketing Communication (IMC)
· Interactive and Multichannel Marketing
· Digital Marketing Future Trends
This course consists of twelve chapters and three META documents.


STUDENT RESPONSIBILITIES


As a student in this course, it is your responsibility to:
1. Read all course materials and information including the course syllabus.
2. Meet the objectives of any prerequisite courses.
3. Complete all assignments and exams according to the course calendar.
4. Participate on the discussion board in a timely fashion as required.
5. Login to the Web site periodically during the week to monitor class announcements.
6. Assignments must be submitted by the appropriate due date. No late assignments are
accepted for any reason.
7. All work must be completed individually by the student registered for this course.


STANDARDS AND METHODS OF EVALUATION

  Guided Readings
Each module is coupled with a corresponding guided reading assignment. These low-stakes assignments help students recognize concepts they may need to take more time on.
Quantity - 12	Points Each – 10
Approximate Time Needed - 1 hour - 2 hours each
 □  Concept Checks
After completing each module’s guided reading, students have the opportunity to make
sure they understand the concepts found in that module.
Quantity - 12	Points Each - 20
Approximate Time Needed - 30 -60 minutes each

Exams:
There will be 3 exams. Each exam will be worth 100 points. Exams are made available on the course website to students until the last due date. Students may take exams before the due date, but not after the assigned due date. NOTE: Students will receive only ONE chance to take exams. Please do not click on exams until ready.
NO Incomplete grades will be given.
· All Exams will be graded by the instructor in a timely manner (Exams will be graded within 2 days after the Last Due Date).

· All Exams will be retained by the instructor and are the property of Columbus State Community College.




   Final Project
Students will have the opportunity to apply concepts they have learned for a brand over 3 sections. Quantity - 3	Points 100/100/100
Approximate Time Needed - 3 - 6 hours each


Class Participation:
Class participation points will be awarded at the discretion of your instructor and for active participation and contribution to class discussions. These are not attendance only points.

  Discussion Board:
Discussion board postings must be completed and submitted by their respective due date. Your responses should be respectful and substantive to receive credit. All discussion board postings are due at 11:59 pm EST on the due date.


GRADING SCALE AND POINT DISTRIBUTION


Course grading is based on the total points earned of the total points possible (total points earned divided by total points possible equals percentage earned).

Possible Points:

	Item
	Points

	Mid-Term Exam #1
	100

	Mid-Term Exam #2
	100

	Mid-Term Exam #3
	100

	Guided Readings
	120

	Concept Checks
	240

	Final Project
	300

	Discussion Boards/Participation
	40

	Total
	1000








	Grade:
Letter
	
Percentage
	
Point Range

	A
	90 - 100%
	900 - 1000

	B
	80 - 89%
	800 - 899

	C
	70 - 79%
	700 - 799

	D
	60 - 69%
	600 - 699

	E
	Below 60%
	0 -	599



ONLINE GRADEBOOK

This course will utilize the online grade book. Homework and quizzes will be graded automatically. The student is responsible for monitoring grades. Any discrepancies or missing grades must be brought to the attention of the instructor within the earliest of either, three days after the grade posting, or five days after the due date of the respective assignment.
LATE ASSIGNMENT POLICY

No late assignments will be accepted for any reason. Any assignment completed, submitted, or posted after 11:59 pm EST on the due date will receive zero points. Not having the textbook or Internet access is not an acceptable excuse for not completing your assignments on time.
No extensions will be granted for exams for any reason.

ATTENDANCE POLICY

Attendance will be measured by the successful, timely completion of course assignments and exams. Simply "showing up" or logging into Blackboard will not count as attendance.
INSTRUCTOR FEEDBACK AND AVAILABILITY

Grades for assignments and exams will generally be posted within one week of the due date for the assignments and exams. The instructor may periodically check e-mail during evening and weekend hours, but this may not be the standard. If you have questions or concerns over the weekend, you may not receive a response until the next business day.

Student Responsibility 
One of the tenets of this course is personal responsibility. This means that you play an active role in your education and as a student in this class. Therefore, it is your responsibility to make sure you know the policies listed on this syllabus, the policies of the university as they relate to this course and all assignment deadlines. Please note that you are also responsible for making sure all of your work is uploaded correctly and completely to Blackboard by the deadline. While your instructor will try to assist you as best as they can, if you have any questions about technical issues, your best course of action is to first contact CSCC Technical Support1.
STANDARD SYLLABUS STATEMENT: STUDENT RESOURCES, RIGHTS, AND 
RESPONSIBILITIES https://www.cscc.edu/academics/syllabus.shtml 








ARTIFICIAL INTELLEGENCE (AI) TOOL USE 
Students may not use generative artificial intelligence (AI) or large language models (LLMs) for coursework unless explicitly permitted by the
instructor. Instructors may establish specific course policies regarding these tools. Always consult the course syllabus and assignment instructions for additional guidance. These tools must be used transparently and with appropriate citations.
Columbus State faculty aim to develop students’ critical thinking skills and
other institutional learning goals. Generative AI and LLMs have been developed that can

[bookmark: _bookmark0]1 https://www.cscc.edu/services/itsc/

assist students in the development of these skills, but they can also interfere with students’ ability to achieve these institutional learning outcomes when used inappropriately.

Students who use these tools outside of the specific guidelines listed in the course or in this policy may violate the CSCC Student Code of Conduct.
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