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	Topic Overview

	Topic
	BAFS Elective Part – Business Management Modules– Marketing Management

M10: Traditional Marketing and E-Marketing Strategies

	Level
	S5 / S6

	Duration
	2 lessons (40 minutes per lesson)


Learning Objectives:

1. To understand the basic concept of e-marketing;
2. To differentiate the strengths and weaknesses between traditional marketing and e-marketing;
3. To apply e-marketing strategies on products and services; and
4. To recognise the effectiveness of e-marketing strategies upon evaluations.

Overview of Contents:

Lesson 1
What is E-Marketing?

Lesson 2
Application of E-Marketing Strategies on Products and Services

Resources:

· Topic Overview, Teaching Plan and Answers to Student Worksheet
· PowerPoint Presentation

· Student Worksheet 

Suggested Activities: 
· Debate

· Group Discussion

· Case Study
· Problem Solving
	Lesson 1

	Theme
	What is E-Marketing?

	Duration
	40 minutes


Expected Learning Outcomes:

Upon completion of this session, students will be able to:
1. Identify the various formats of e-marketing; 
2. Explain the basic concepts of e-marketing strategy; and  
3. Differentiate the strengths and weaknesses between traditional marketing and e-marketing.

Teaching Sequence and Time Allocation:

	Activities
	Reference
	Time Allocation

	Part I: Introduction

	· Teacher begins by asking students “What is e-marketing?” and invites volunteers to express their thoughts.
· A local portal website with internet advertisements (e.g. Hong Kong Yahoo with banners and crazy ads) is shown and students are asked if it is an example of e-marketing.
	PPT#1-3
	5 minutes

	Part II: Content

	· Activity 1: Traditional Marketing or E-Marketing
· A list of media choices is provided in the student worksheet. Students are asked to identify whether these channels of communications are traditional or e-marketing media. 
· For traditional marketing media, students should suggest how they can be adapted to e-marketing and explain how this can help accomplish specific marketing activities. 
· Teacher concludes the activity by explaining the definition of e-marketing and reveals the correct answers to Activity 1. 
	PPT#4-7
Student Worksheet p.1
	10 minutes


	· Activity 2: Debate - E-marketing promotions are more effective than traditional promotions 
· Students form into two groups, supporting traditional marketing and the other supporting e-marketing.
· Allow 8 minutes for students to discuss in their groups to develop arguments and fill-out the worksheets.  
· Each group should nominate two representatives to participate in the debate. And each representative will have 2 minutes to present his/her views and arguments. At the end, each group will have 2 minutes to draw conclusion. 
· Students will vote for the winning team and teacher concludes the debate. 
	PPT#8-10
Student Worksheet 
pp.2-4
	20 minutes

	Part III: Conclusion

	· Teacher sums up the key concepts covered in the lesson and briefs students to prepare for the next lesson by completing Activity 3 – Case Study on a traditional business planning to expand its customer reach to a global scale. 
	PPT#11
Student Worksheet 

pp.5-6
	5 minutes


	Lesson 2

	Theme
	Application of E-Marketing Strategies on Products and Services

	Duration
	40 minutes


Expected Learning Outcomes:

Upon completion of this session, students will be able to:
1. Apply various e-marketing strategies on products and services; 
2. Recognise the effectiveness of diverse e-marketing strategies; and
3. Understand the importance and impact of e-marketing in business environment.

Teaching Sequence and Time Allocation:

	Activities
	Reference
	Time Allocation

	Part I: Introduction

	· Activity 3: Case Study: Promotion through e-marketing
· Teacher begins the lesson by inviting students to present their answers. Teacher addresses and justifies the correctness of students’ choices.
· Teacher concludes the activity by explaining the reasons for promoting through e-marketing in this case. 
	PPT#13-15
Student Worksheet

pp.5-6
	10 minutes

	Part II: Content

	· Activity 4: Identify and Position Media Type
· Teacher explains and compares the features of different media types.

· Students, in groups of 4-5, should complete the matrix using the provided list of media choices according to the types of attributes stated in the form. 
· After completion, teacher invites volunteers from each group to present their answers.

· Teacher provides suggested answer for student reference and draws conclusion to the activity. 
· Key points should be addressed related back to Activity 3 on how the appropriate e-marketing communication media choice will support the re-branding of products or services.
	PPT#16-26
Student Worksheet 
p.7
	10 minutes

	· Activity 5: Media Choice Evaluation Matrix

· Students, remaining in their groups, are required to discuss and rank the types of media according to their marketing objectives listed in the worksheet provided.  
· Invite students to present their answers for comparison.
· As a conclusion, teacher explains that the evaluation matrix is a useful tool to make fair decision when more than one person or parties involved.   
	PPT#27 -29
Student Worksheet 
p.8
	10 minutes

	Part III: Conclusion

	· Teacher concludes the lesson by stressing the importance and impact of e-marketing in business environment and recapping the key concepts covered in this topic.  
	PPT#30- 31
	5 minutes


Suggested Answers to Student Worksheet

Activity 1: Traditional or E-Marketing   
Identify whether the marketing communication media presented below are the traditional or e-marketing communication type. If the media is identified as traditional, provide ideas on how it can be adopted to e-marketing communications and write suggestions in the right hand column. If the media is identified as e-marketing communications, write how that media will accomplish specific marketing activities.

	Media
	Media Type
	Suggestions / Marketing Activities

	Yahoo website
	Traditional (
E-Marketing (
	This portal site offers virtual advertising space to assist business partners / clients to promote its products.

Another form of e-marketing within Yahoo website is Yahoo Auction platform, which provides an open virtual marketplace for users to buy and sell online.

	Vodafone 3G mobile portal
	Traditional (

E-Marketing (

	The Vodafone 3G mobile portal provides a virtual space for merchants to send out information to their targeted audiences. They can notify potential clients of the latest products or promotional activities.

	TVB Channel
	Traditional (
E-Marketing (
	TVB has already extended their services into providing High-Definition broadcasting (Digital broadcasting) to the general public. This is an opportunity for the company to more precisely capture users’ viewing habits and demographic data. In the future, the company can even offer “on-demand” programs over the Internet to delivery higher quality services and values for both B2B and B2C customers.

	Milk Magazine
	Traditional (

E-Marketing (
	It’s very common for magazines to have an online version providing with similar content to the printed version either free of charge or at a subscription price. This online version can reduce printing costs and at the same time reach global customers.

	Adobe Acrobat document downloaded from the Internet
	Traditional (

E-Marketing (
	A document downloaded from the Internet can serve as a digital version of a catalogue or application form for enrollment purposes. By utilizing this distribution method, marketing costs such as printing and mailing are eliminated.

Distributing documents electronically achieves broader customer coverage. 

	Gmail
	Traditional (

E-Marketing (

	User profiles are collected through email account registrations. The data is further analyzed for future prospects.

Large quantities of page views can be  achieved by providing the webmail service to establish customer loyalty.

	QuikSilver Catalogue
	Traditional (

E-Marketing (
	The catalogue can be adapted onto a website or PDF document allowing customers to view products anytime online. 
This provides convenience to both the company and clients as updating and distribution is more efficient and effective.

	Direct-mail

Häagen-Dazs Coupons
	Traditional (

E-Marketing (
	Special product offers can be sent to the customers as a digital coupon either over the Internet or mobile phone. This method allows more effective distribution at lower costs.

The company can set up an electronic customer membership system where points are accumulated for customer spending. This is an effective way to build good customer relationships.


Activity 3: Case Study – Promotion through E-Marketing 
Step 1: Target Market
Patrick’s products target a consumer market that is approximately 14 to 50 years old as electronic gadgets vary widely and attract a wide customer range. However, using the Internet to promote its products, the age group will reduce to approximately 14 to 35 as these customer groups (Generation Y and late Generation X) typically use the Internet.

Step 2: Media Selection
The appropriate e-marketing media to promote Patrick’s shop is the Internet. This is the most suitable choice to promote globally offering benefits such as low promotion costs, flexibility in updating the content, high segmentation and interactive possibilities. 

Electronic Direct-mailing (EDM) is another effective low-cost choice to efficiently reach the target markets. Online banners are not suggested because it is difficult for Patrick to contact oversea portal owners and deal with the placement of ads and charges. SMS is also not suggested because this communication channel does not lead customers to the online store to purchase products.

Step 3: Action Plan
An online store should be implemented as it allows global customers to buy electronics direct using their computers.  Customers will be charged online via credit card which simplifies the purchase transaction. An EDM program is developed to send special offers or discounts to individual customers using their email account leading them directly to the online store. The customer email accounts can be collected by posting online surveys on special interest forums.
Activity 5: Media Choice Evaluation Matrix 
	
	Website
	Online Banner
	SMS/MMS
	Electronic DM

	Broader reach
	5
	5
	3
	5

	Low cost per impression
	5
	3
	3
	5

	High audience interest
	3
	3
	1
	1

	High market segmentation
	1
	5
	5
	3

	Short lead time
	5
	3
	3
	3

	Creative possibilities
	5
	3
	1
	1

	Able to select key geographic areas
	1
	1
	3
	3

	Direct response techniques
	5
	3
	5
	5

	Longer life
	5
	1
	1
	3

	Total (50)
	35
	27
	25
	29

	Rank
	1
	3
	4
	2
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