Digital Marketing for Networked Businesses (15 EC), code:
201400068
Study level
Study load
Faculty
Provisional starting date
Prerequisites

Instruction language
English language requirement
Tuition fees
Academic calendar

Bachelor second & third year
15 EC
Faculty of Behavioural, Management and Social Sciences
(BMS)
Quartile 2A – 2016-2017
For students of (International) Business Administration or
a related bachelor’s programme who completed at least
60 EC at their home programme and have basic
knowledge of Marketing Management
English
IELTS 6.0 or TOEFL iBT 80
To be paid at home institution
First semester: 5 September – 3 February 2017
Second semester: 6 February – 7 July 2017

ABOUT THE PROGRAMME
The marketing profession is subject to more and more new forces and developments. The most
important of these forces over the past twenty years have been the explosive growth of the
internet as a commercial platform and the development of information and communication
technologies. The widespread adoption of the internet and new digital technologies by
organizations, governments and the public has resulted in the increasing digitalization of
people’s lives and in the development of vast social and business digital networks.
The module will:
• Introduce you to marketing in these kinds of technology-mediated environments;
• Provide you with a thorough foundation for setting up, executing and controlling marketing
activities in networked marketplaces;
• Identify areas of business focus. Such processes require advanced skills and knowledge of ecommerce and social media strategies and the basic understanding of the technology context.

LEARNING GOALS
Students of the DMNB Module are expected upon completion to:
A. Recognize and understand the evolution of the Marketing practice as a result of new technologies
and changing customer behavior
B. Understand developments in ICTs that are likely to have an impact on the present and future
marketing strategies.
C. Recognize and evaluate the main trends in the ICT domain likely to affect the future marketing
activities
D. Understand the dimensions and main issues of Digital Marketing in Web 1.0 and Web 2.0

environments
E. Analyze a real-world problem and develop comprehensive E-Commerce and Social Media
Marketing solutions on strategic and operational level.
F. Understand and apply an AdWords web campaign
G. Understand and apply basic Web Analytics methods
H. Be able to design ethical digital marketing strategies for businesses operating in networked
environments

CONTENT
This course is focused on Digital Marketing in a Networked Business context. The public adoption and
use of the Internet as commercial, social, informational and educational platform is an undeniable
fact: More than 2 billion users worldwide have already access to the web using various technologies
and applications for commercial and personal purposes. On the other hand a substantial portion of
business and people activity is migrating from traditional to online platforms. Such activities are not
limited to marketing-related ones but also to entrepreneurship, HRM, knowledge management,
collaboration, education, financial transactions and activities related to governance and public
administration. The emergence of the second generation of Internet applications (known as
Interactive Web, Web 2.0 or Social Media) combined with fast expanding mobile technologies and
social networking are shifting the focus of the marketing from mass production, mass communication
and mass distribution to the one-to-one approaches, transparency, mass customization and customer
engagement. Such technologies have also contributed to a substantial market power migration from
the producers to the customers. This developments have resulted in new forms of marketing
strategies and approaches: Collaborative Marketing (Kotler et al, 2010), Co-creation, Content
Marketing, Viral Marketing, Behavioral Targeting, Mobile Marketing. These new forms of marketing
activity in combination with an ever developing technological domain (RFID, Big Data, Apps, wearable
technologies, Cloud Computing, Semantic Web, Internet of Things etc.) present marketers and
strategists with serious new challenges. Next to this the business organization of today becomes
increasingly networked: not only businesses are operating in business networks with suppliers,
retailers or intermediaries and often competitors but also they operate in networks with business
clients, the final consumer and other stakeholders. This way the classic distinction of B2B or B2C
markets begins to fade; the Networked Business that emerges operates on networks where the
parties co-create and re-shape the organization and its product portfolio, and its related business
models. The emerging organization, often described as the Networked Business or Networked
Enterprise, is “A new class of company …that uses collaborative Web 2.0 technologies to connect its
employees and to forge close networks with customers, business partners and suppliers.” (McKinsey
Quarterly, 2011)Managing the Networked Business requires new approaches, new knowledge and
new managerial capabilities. Next to that, organizational adaptability and agility are becoming critical
parameters of market success. New Digital Marketing strategies are one of the most crucial success
factors of Networked Businesses. The module will introduce the students to the Digital Marketing, will
provide them the basic knowledge on setting up the marketing activities of a networked business
context and identify areas where businesses must focus in order to become successful networked
enterprises. Advanced skills and knowledge of E-Commerce, Social Media strategies and Analytics are
the basic underpins of such processes.

ASSUMED PREVIOUS KNOWLEDGE
Basics of Marketing Management: The student must be familiar with the basic concepts of
Marketing Management and the application domains of it.
More information
More information on the module is available in our online Catalogue. Fill in the name or code of
the module to read the full description and other details of the module.

