Loyola University Chicago
Graduate School of Business
Internet Marketing/MARK 468
Winter Quarter 2008
Tuesday Evenings 6:00-9:00
Professor:  Eve Geroulis
egeroul@luc.edu
847.612.4592

Office Hours:  Tuesday 1:00-6:00 Thursday 1:00-2:30
or by appointment


Required Reading/Assigned Text
1. The Cathedral & the Bazaar : Musings on Linux and Open Source by an Accidental Revolutionary, Eric S. Raymond O'Reilly Media, Inc.; 1 edition (January 15, 2001)  ISBN: 0596001088
·2. The Long Tail:  Why the Future of Business is Selling Less of More, Chris Anderson Hyperion Books, 1st edition 2006 ISBN:  1-4013-0237-8
·3. Cluetrain Manifesto Entire text available online for free http://www.cluetrain.com/book/index.html 
·4. Harvard Business School Case Studies – Purchased Individually by Students ONLY online at http://www.hbsp.harvard.edu/b01/en/cases/cases_home.jhtml
        5.  Envisioning Information, Edward Tufte 

Graphics Press LLC,  May 1, 1990  ISBN:0961392118

Recommended Reading:  

Consumed:  How Markets corrupt Children, Infantilize Adults, and Swallow Citizens Whole, by Benjamin Barber  W. W. Norton & Company, 2007 ISBN:  978-0-393-04961  

Micro Trends:  The Small Forces Behind tomorrow’s Big Changes,  by Mark J. Penn Twelve Hachette Book Group USA ISBN:  978-0-446-58096-6

Introductory Course Abstract
“The challenge for the marketer is to extend the orientation of our discipline, rather than its application.  Its operational model is being extended, not its philosophical domain.”
-  Thaddeus H. Spratlen
Once upon a time, cyberspace, eCommerce, and eMarketing represented the domain of   opportunistic cyber pioneers and the futuristic avant-garde.  In those faraway days of 1996, John Perry Barlow, the self-appointed Thomas Jefferson of the online world authored “A Declaration of the Independence of Cyberspace” in which he stated:  “You do not know our culture, our ethics, or the unwritten codes that already provide our society more order than could be obtained by any of your impositions.”  Men named Negroponte, LaTour and Brooks created a compelling vanguard of revolutionaries, armed and ready to utterly transform the natural order of global business.  Their trajectory was infinite.  Get online, or get out.
In 1996, we dreamt of an idyllic cyber-village, replete with abundant opportunity for transforming every aspect of our social interactions, commercials exchanges and intellectual pursuits.  Now, we live in a cyber-metropolis that has quickly transformed into an online jungle.  And ever-increasing numbers of seasoned marketers are admitting that long-term marketability and sustainable competitive advantage will arise from the symbiotic fusion of customer experiences and exchanges using online and offline methodology.

Course Objectives
During our 10-session course, we will collectively labor to address how technology is successfully integrated within the larger context of successful marketing plans.  The Internet is not a means in itself.  Technology doesn’t sell products…people do.  It is an integral component of more complex and effective marketing models.  While Internet marketers have realized that the one-way marketing models are of a bygone era, creating two-way “connectivity” within the marketspace remains the primary challenge both online and off. 
A core problem facing marketers is a disconnection between the focus on brand and the focus on response that drives the very engine of today’s customer relationships.  Responsive marketers must concurrently address consumer’s demand for quality information, intuitive design flow and mission-critical performance which delivers more than mere entertainment or a “quick hit” eCommerce transaction.   It’s about understanding and leveraging behavior which answers questions BEFORE consumers even thought to ask them.  The 21st Century knowledge economy enables executives to leverage larger narratives and heuristics…with attention to evolving and critical corporate governance concerns including, corporate ethics, environmental policy, philanthropeneurship and social responsibility.  As importantly, 50 years of post-modern marketing has hard-wired professionals to “push” information out to consumers who today, want only to “pull” their attitudinal intentions “right-in-flight”.
We will analyze the current gap between branding and response.  We will examine the need to engage Atomic Models that cut through the clutter and engender immediacy.  We will work to better understand that today’s target audiences are moving targets.  That multi-channel communication is essential to penetrating these moving targets, wherever they are…on TV, web banners, chat rooms, blogs, while reading newspapers and opt-in newsletters, over cell phones, PDAs, or in cybermalls and brick-and-mortar shopping malls equipped with RFID.  We will examine how empowerment is in the hands of the consumer.  We will address the issue of how marketing online is no longer defined only by advertising-driven one-way perception.  Rather, it is defined by the customer’s experience in buying the product, satisfaction in using the product and how the “experiential nature of marketing” creates today’s positive brand and purchase consequences.  We will conduct our analysis within the context of a larger marketing plan agenda.
Additionally, we will leverage the recommendations of Edward Tufte, Yale statistician and author of a series of breathtaking books on efficient information design.  This school of design imparts important implications regarding the interactive medium and should not be reserved for the digital designer or programmer, but extended to include the marketing professional. 
Grading
Class participation and individual contribution to lecture dialogue is integral to our collective success and the one variable to which I apply great relevancy when determining final class grades.  Active and consistent participation metastasizes a  B to an A and less or no class engagement to dialogue transfers an A in assignment grades to a B.  Sincerely.  No questions should arise later in the quarter or upon issuance of final grades.  You have been advised of my grading rubric.     Your final presentation and online business analysis (mid-term) will constitute 75% of your overall grade.   
Class Participation/Discussion                25% 
Mid-Term Paper/Examination                25%  
Final Presentations                                  50%
Weekly Schedule
November 11. 2008           

Introduction to 21st Century Marketing Required 

Reading:                   

The Cathedral & The Bazaar, A Brief History of Hackerdom
Edward Tufte:  Envisoning Information Introduction  Chapter 1

November 18. 2008        
Linking Business Objectives with Marketing Objectives:  
Guest Speaker:  Jeff Molander
Required Readings:                 
HBS Case:  Strategies & the Internet by Michael Porter Posted on Blackboard 
November 25. 2008            Please Note:  Class will begin at 7:00PM
Technology’s Role in a Post-Capitalist Society 

Required Reading: http://www.strategy-business.com/press/16635507/04308 
HBS Case:  A Road map for Natural Capitalism Posted on Blackboard
December 2, 2008
The Internet Bust – What We Learned.  What We Can Do Now. 
Crafting the Customer Experience 
Readings
The Cathedral and The Bazaar – Last Chapter   
Ad Age Article – Listenomics Trends – Instructor Provided         

December 9. 2008          
Applying Networked Economy Knowledge to Marketing Strategy
Ethos, Ethics & Empowerment 
Required Readings:  HBS Case Study:  “Brand in Hand” Reprint #:  47115
December 16. 2008       
WINTER BREAK DECEMBER 16th  – JANUARY 13th
HAPPY HOLIDAYS!

January 13, 2009
Framing the Market Opportunity 
Readings: The HBR List:  Breakthrough Ideas for 2009 Reprint #:  R0602B  

MID-TERM DUE       
January 20. 2009
Who is Afraid of Google   The Future of The Future
The Google Story: Guest Speaker Kevin Willer- Google
Google’s Energy Management Initiative 

Reading: http://www.economist.com/opinion/displaystory.cfm?story_id=9725272  
January 27. 2009           
Hackers vs. Crackers & TheBirth of the Post-PC Dialectic        
Guest Speaker – TBD

Readings:
The Cathedral &The Bazaar                                    
HBS Case Study:  Knowing What to Sell, To Whom & When  
Reprint #:  R0603J                                               
February 3, 2009       
The 4Ps = 7Cs:  Building Community 
Readings:  HBS Case Study Apple Computer 2006 Reprint#: R0702A  

February 10. 2009       
The Future of Interactive Marketing 
Readings: The Imagination Challenge & Massive Change  – Instructor Provided 

MARKETING PLANS DUE
FINAL MARKETING PLANS SUBMITTED & PRESDENTED
