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Course description

This course is designed to provide students real world Internet and WWW-experience with particular focus on marketing communication challenges. The Internet is changing the practice of marketing and how business is conducted in a globally competitive environment. Strategic applications of integrated marketing communications on the Internet are evolving at an exponential rate. Understanding this rapidly changing phenomenon is critical to the development of managerial skills suitable for the next millennium. 

More specific the course starts with introducing the students to basic marketing concepts such as market analysis, market segmentation, consumer behaviour, marketing mix and marketing strategies. In the end of the first four weeks there is an evaluation in both topics, which students have to pass to get into part 2 of the course. 

Part 2 of the course takes the students into a more advanced level in marketing concepts with special attention to challenges provided by Internet. Through 8 weeks the students are introduced to topics like advanced consumer behaviour, integrating new technologies in marketing, marketing research on Internet and different communication strategies. In parallel with the lessons in part 2 the students will have to work with a project. This project will take place in a company, found by the students, and includes a report making a full Internet communication strategy for the company.

The material of this course is based on a previous version designed and tried out in the context of the Socrates ODL Project DoODL (http:www.idb.hist.no/DoODL). The material was updated and extended in order to comply with the current trends in the domain of Strategic Internet Marketing

Course objectives:

· Examine relevant Internet structure, process and function terminology in order to develop an understanding of how the Internet works. 

· Establish a framework for investigating Internet marketing strategies and tactics, which can be used to conduct business operations on the Internet. 

· Give students practical skills, to realise an Internet marketing strategy

Course Open and Distance Learning Activities

During this course, students will be working in groups over the network to develop a marketing plan for a virtual company on the Internet. Students work in multinational groups and use Internet-based collaboration tools. Each group chooses a product or service which can be developed on the net. The final report must have a business plan and the presentation of the company on the net using web pages

During the course students are be using the Internet-based collaboration tool, TeamWave. (http://www.teamwave.com/) TeamWave is used for both group collaboration and class discussions.

In open and distance learning, tools for collaboration have been used for several years. IRC (Internet Relay Chat) has among other tools been used. TeamWave is especially suitable for net-based collaboration, and in our opinion, TeamWave is at it's best for smaller groups in project work. It can be used both as a synchronous and asynchronous tool at the same time. Two issues demonstrating this fact are:

1. The project participants can meet in real time (when they are on the system, they are in a "room" where they work - there are several such rooms on the system). In that room, participants can discuss issues og draw solutions for each others while everyone are present. This is mainly by text based communication, but you can extend this with Microsoft's NetMeeting for 2-ways voice and video. 

2. When the participants leave the room, their material will be present in the room. When one or several participants come back, they can pick up the material and continue the work. In that way, a single participant can enter the room when he/she has some time available and do their contributions between common meetings.

Course lessons:

The course lessons are the following:

1. Business environment

2. The marketing mix

3. Consumer behaviour - marketing research methods

4. Marketing strategies

5. Consumer behaviour

6. Marketing research on the Internet

7. Communication strategies, part I

8. Communication strategies, part II

9. Marketing on the web. Selling by email. Control Internet Strategies

10. Internet Consumer Service

11. Internet market and its impact on markets?

12. Project's presentation

A sample course lesson (Business environment) is given bellow:
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Open and Distance Learning From TEI/HiST 

Materials used in this course are the property of the author. These lessons may be used only by course participants for self-study purposes. Application for permission to use these materials for other educational purposes such as for teaching or as a basis for teaching should be directly submitted to the author. 

Subject: INTERNET Marketing  

Lesson: 1 -Business Environment
Summary: 

In this lesson, basic market parameters will be illustrated in order to understand basic management and marketing frameworks. 

These frameworks have to be accurately and effectively handled from any business unit not to make profits, but just to survive. 

Copyright: 

BUSINESS ENVIRONMENT

Can you imagine a football game without the players? Or without the ball? On the other hand can you think of any business operating outside its «field», its environment. There are synonymous activities between businesses and its environment since they influence each other in many ways. 

In a few words companies take an outside - inside view of their environment  all the time. This is a continuous process in order to monitor the changing environment and keep their strategies up-dated in order to meet the best opportunities offered. 

Managers faced with the need to analyse effectively the environment have to deal with a problem. The formulation of a strategy that is concerned with matching the capabilities of an organisation to its environment.

Two are the main parts that need to be analysed each time: 

(1)  the macroenvironment and 

(2)  the microenvironment 

Some of the forces are «controllable» and that means they can be manipulated from the company and some others are «non controllable» factors which have to accepted as they are. 

The major forces that represent the macroenvironment are namely: 

· demographic 

· economic 

· natural 

· technological 

· political  and 

· cultural 

This is a classification according to Philip Kotler. Another well known is the PEST analysis. Here the environment is analysed with the use of 

· Political 

· Economical 

· Social  and 

· Technical environment 

Both approaches can be used effectively, for the purposes of the course we will use the Kotler’s scenario. 

DEMOGRAPHIC ENVIRONMENT

The first environmental factor of interest to managers and marketers is population. People make up markets. In other words you may have the perfect product but probably without examining the consumers you won’t have a chance. 

It is a fact that world population is showing «explosive»growth. It is estimated that the world’s population will reach 6.2 billion by 2000. It may seem that there is a great marketing opportunity in that increase but there are two considerations. The first is the possible flintiness of the physical resources. The second cause for concern is that population growth is highest in countries and communities that can least afford it. 

No matter what the limitations are, more consumers mean more needs. The important fact to understand is that growth does not mean growing markets, profits unless there is sufficient purchasing power. 

As a summary managers for this topic have to deal with issues such as:

· birthrate figures 

· household styles 

· geographical shifts in population 

· better educated population 

· changing ethnic and racial population 

· mass markets and micromarkets 

 ECONOMIC ENVIRONMENT

Markets require beyond people and purchasing power, that is money in any available form. Managers need to know and forecast economic figures if they want to survive. The fact is that no matter the size of the business it is essential to deal with simple economic terms such as interest rates and inflation up to more «difficult» macroeconomic figures such as : 

Changes in income. Inflation, unemployment rates, taxes, salary increases affect the consumer income. As economic conditions improve consumers spend more. 

Changes in income are affected from other reasons. The credit card increasing use lead to more spending sometimes with out the necessary money being available. 

Marketers have to pay attention to income distribution across the market segments. Classifications for this issue contain : 

Upper-class income 

middle class 

working class and finally 

underclass (people on welfare) 

Other classifications speak for 

A class consumers 

B 

C 

this classification moves farther and speak for 

A+ (upper -  upper class) 

B+ ( upper - middle class) 

C+ (low - upper ) 

Giving a more detailed segmentation for the consumer economic condition. Beyond the economic characteristic these classifications include social factors (life style etc.) to improve the quality of this approach. 

· Changing consumer spending patterns

Consumer spending in  goods and services has been changing over the years. Ernest Engel , a German statistician observed as family income rises , percentage spent on food declines, spending on housing and household operations remains constant and spending on other categories and saving increase categories. 

· low rate of saving and high debt

Consumer tend to hold their savings in banks, or money market funds . These savings are an important factor for financing purchases of, big or smaller value. As it was mention as a  contributor to the rapid growth of local economics enabling people to buy more than they earn. 

Changes in such major economics variables have a large impact in the market place and it is more than essential to analyse them in the best possible way. 

 Natural environment

The physical environment’s limitations is bound to be one of the major issues facing business in the 21st century. A recent example is the world summit in   Japan as a last attempt to establish a framework to reduce pollution . 

On the other hand pressure groups representing ecological sensitive consumers (such as Greenpeace WWF ) need to be considered since they can influence significant market segments. 

Managers need to be aware of the threats and opportunities connected with 4 major trends in the natural environment. 

· Shortage of raw materials in three dimensions: 

I. infinite resource 

II. finite renewable resource 

III. finite non renewable resources 

· increased cost of energy since traditional energy sources such as oil have become more expensive due to physical or technical resource limitations. 

· increased levels of competition and finally 

· changing role of government in environment protection. It is a trend that even Governments that were less active in that area, the past years , now  turn their focus into the  protection of the environment. The case is not to oppose environmental protection, business have to provide selections , products environmental friendly. 

 Technological environment

To have an idea for the major role of the technology think of the first computer it was the size of a room.Today some P/C have the size of a chocolate box. 

Any market growth is closely connected with technological innovations. 

Every new technology creates bigger or smaller market opportunities which have to be identified and effectively manipulated. 

Technology trends include: 

· accelerating pace of technological change 

· unlimited innovations opportunities 

· high R & D budgets , Today’s research is carried mainly in laboratories rather than by inventors like Thomas Edison or Graham Bell 

· concentration on minor improvements . This is a result of the high R&D Cost. Companies tend to be defensive rather than offensive and this is carried through minor product improvements. 

· Increased regulation of technological change as products become more complex two issues have to be addressed. Their safety and their copy rights. 

 Political environment

Political decisions influence in a multiple way. Authorities in every market want to 

· protect companies from each other 

· protect consumers from unfair business practices and 

· protect the interests of society against unbridled business behavior 

and their implications will continue to be an important factor in business. Since this area can not be predicted; organizations have to carefully adapt the necessary measures. 

 MICROENVIRONMENT

Every company beside the external environment have to understand their internal as well. The core marketing system of the company contains the suppliers / company / marketing intermediaries / customers chain.  Kotler also argues that the companies success by two additional groups; competitors and publics. 

Company

Every organisation  is a society in a mini scale all the departments have their impact in the final plans and actions. The effective co - ordination is the key point for the best results. 

Suppliers

Any development in the «supplier» environment can have a substantial effect on the company’s operation. Can you imagine a car repair shop without any spare parts? Supply shortages for any reason ( labour strikes) can cause great damages . Two scenarios are involved in this case , a Just In Case (JIC) supply system where you have stock in case you need it and  Just In Time (JIT) where you order the stock at the time you need it. 

· marketing intermediates Intermediaries include middlemen, physical distribution firms marketing. Service agencies and financial intermediaries. 

· middlemen are all these that help the company find customers or close sales. There are two types agent middlemen and merchant middlemen. 

· physical distribution firms assist the company in stocking and moving goods . 

· marketing agencies such as marketing research firms, advertising agencies, media firms and marketing consulting firms, assist the company in targeting and promoting its products. 

· financial intermediaries include banks, credit companies, insurance companies finance or insure risk connected with goods and services. 

Customers

There are five types of consumer markets 

· I.   Consumer markets 

· II.  Industrial market 

· III. Re seller market 

· IV. Government and nonprofit markets 

· V.   International market 

finally competitors can be analysed into four types 

· Desire competitors 

· form competitors 

· brand competitors 

A basic observation about the task of competing effectively is involved in four basic dimensions the 4 Cs 

Customer 

Channel 

Competitors and the 

Company characteristics 

at the end publics is any group that has an actual or potential interest or impact on a company’s ability to achieve the goods. 

Every company faces several important publics 

· Financial public 

· Media publics 

· Government publics 

· Citizen action 

· Internal public 

SUMMARY

The basic environmental factors were described in the chapter Macro and micro factors were analysed and their importance was identified s they are closely connected with every business operation 

Revision about lesson1
http://www.tisip.no/ec/
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