ANDHRA KESARI UNIVERSITY ::ONGOLE

ModelSyilabusforDigitalMarketing(Minor)inconsonancewith Curriculum

framework w.e.f. AY 2025-26

COURSESTRUCTURE
. . No, of Hrs No. of
Year | Semester | Course Titleofthe Course - IWeelk Credits
I L “FundamentalsofDigital Marketing 4 4
I .
v 2 SocialMediaMarketing 4 4
3 AffiliateMarketing 4 4
v
o 4 SearchEngine Optimisation 4 4
5 E-MailMarketing 4 4
A% |
6 Mobile Marketing 4 4
L

s, (1.6} Cammeris

K. Univarsity OHGOLE




SEMESTER-III

COURSE1:FUNDAMENTALSOFDIGITALMARKETING

Theory Credits:4 4 hrs/week

Course Objectives
Thiscourseisdesignedto:

Help students identify the core concepts of marketing and the role of digital marketing in
society.

Equip leamners with the ability to collect, process, and analyze consumer and market data
for informed marketing decisions.

Understancpricingstrate giesandtheintegrationofdigitaltoolsinthemarkctingmix.
Explorethereievanceandapplicationofmarketingautomation,emaﬂmarketing,and influencer
marketing,
I—Iighlighttheimportanceandstrategicimplementationofdigitalcontentsuchasblogs, social
media, and mobile-based campaigns.

CourseOutcomes (COs)

Uponsuccessful completionofthecourse,studentswillbeableto:

CO1:Understandtheconcep ts,evolution,scope,andsignificanceofdigitalmarketing.
C02:AnalyzetheroleofmarketingautomationandCRMsystemsindigitalstrategy. CO3: Apply digital
marketing mix tools including online advertising, content creation, lead generation, and influencer
marketing,

CO4: Examine the mechanics and impact of email and mobile marketing in B2B and B2C
contex(s.

CO5: Create, oplimize, and evaluate blog content and understand its importance in brand
communication.

UNIT I Introduction to Digital Marketing (DM)-Meaning, Definition, Need of DM, Scope of
DM, History of DM, Concept and approaches to DM, Examples of good practices in DM.

UNIT 1I: Marketing Automation: Definition, Advantages, Marketing Automation Softwares:
CRM, Sales force, Analytics; Customer Experience (CX), How does marketing automation help
marketers, Marketing automation tools.

UNIT II: Digital Marketing Mix: Online Advertising, Lead Generation, Social Media
Marketing, Content and Copywriting, Influencer Martketing: Influencer, Payment to Influencer,
difference between influencer marketing and cetebrity endorsements.

UNIT IV: Email Marketing- Need for Emails, Types of Emails, options in Email advertising,
Features of MailChimp, Mobile Marketing: Overview of the B2B and B2C Mobile Marketing.

UNIT V: What are Blogs, Importance of Blogs, Personal Blogs, Corporate Blogs, Popular Blog
Platforms, What are Tags, Widgets, Blog Optimization, and Blog Stats.
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Student-CentricActivities

o Assi gnment:Createab1ogonanynicheofstudent’sinterestusingablogplatfonnand submit
analytics/statistics.

. GuestLecture:111vitcadigitalma1'kctingagencyprofessionaltocxplainreal—lifemarketing -
automation practices.

. GroupDiscussion:Conductdiscussionontheeffectivenessoﬁnﬂuencermarketingvs celebrity
endorsements.

. Workshop:Conducthands-onsessions0nMailChimpandmobilemarkctingcampaign design.

. Quiz: Weeklyquiz on concepts and tools like SEQ, social media metrics, email types, and
CRM systems.

REFERENCEBOOKS:

1. Dave Evans., Susan Bratton, (2010). Social Media Marketing: The Next
Generation ofBusiness Engagement. Wiley

2. YourGoogleGamePlanforSuccess:IncreasingYour_Web

3. Michael J. Thibault (2023). The Influencer Blueprint: A Step-by-Step Guide to
Harnessing the Power of Influencer Marketing for Business Success.

4. HowToStartaBlog(on theSide)byRyanRobinson

5. George Pain(2019}). Marketing Automation and Online Marketing: Automate
Your Business through Marketing Best Practices such as Email Marketing and
Search Engine Optimization

6. Stevan Roberts (2016). Marketing Al: From Automation to Revenue
Performance Marketing

7. JodietheMom(2023)EmailMarketingP1anner:OrganizeandTrackYourEmails
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SEMESTER-IV
COURSE2:FUNDAMENTALSOFDIGITALMARKETING

Theory Credits:4 4 hrs/week

Course Objectives
Thiscourseisdesignedio:
+ IntroducecurrentandcorepracticesofDigitalandSocialMediaMarketingthatallow fearners to
analyze, plan, execute, and evaluate a digital marketing strategy.
+ Helpstudentsunderstandvariousdigitalplatformsandtoolsrelevanttocontemporary marketing.
. Developcompetenciesinmanagingandcustomizingcontentacrosssocialmediaplad'orms.
« Familiarize learners with optimization and performance measurement techniques in social
media.
. Equipsmdentstointegratesocialmediaintobroaderdigitalandbusiness strategies.

CourseQutcomes (COs)

Uponsuccessful completionofthiscourse,studentswillbeableto:

CO1: Understand the social media space, including types of websites, blogs, and apps used in
digital marketing.
C02:Analyzctheeffectivenessofsocialmediaprogramsofbusinesscsandcompetitors.
CO3:Designandcustomizesociahnediastrategiesalignedwithspeciﬁcbusinessgoais.CO4: Implement
and manage marketing campaigns using platforms like Facebook, Linkedln, Twitter, and
YouTube.

CO5: Evaluate the performance of social media marketing through social analytics, automation,
and integrated tools.

UNITI:

Introduction to digital and social media marketing-meaning-definition-types of social media
websites-mobile apps-email- social media-vatious social media websites, Blogging-types,
platforms.

UNITIL:
SocialMediaManagement—SocialMediaandTargetAudience-SharingcontentonSocialMedia« Book
marking websites; DO’s and Don’ts of Social media.

UNIT III:

Social Media Strategy-Goals ,Planning, Strategies, Monitoring Analysis; Tips of Social Media
Marketing-Customization;SocialMediaOptimization;SociaI MediaPromotion-paidadvertising —
other methods-Social Media ROL

UNIT EV:
Social Media for Marketing -Facebook, LinkedIn, Twitter, YouTube. Establishing Relationship
with customers Social Media.

UNITV:
Social Analytics- Automation and Social Media- Social Media and other types of Marketing,
Managing Tools of Social Media.
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Student-CentricActivities

Blogging Exercise: Students will createand maintain a blog using any popular
platform{e.g., WordPress/Blogget).
Socia]MediaAudit:Teamswillanalyzethedigitalpresenceofselectedbrandsandpresent
strategic improvement suggestions.
Workshop:Conducthands-onsessionsonsocialmediatoo1slikeBuffer,Hootsuitc,or Canva for
marketing campaigns.
GroupDiscussion:Discusstheimpactofpaidvsorganicpremotiononsocialmedia platforms.
Quiz and Case Analysis: Regular quizzes and mini-case analysis based on trending digital
campaigns or influencer strategies.

TEXT BOOKS:
1. DigitalMarketing: SeemaGupta-Mograwhill
2. SocialMediaMarketing:TracyL. Tuten (2021).
3. SocialMediaMarketing:AStratcgicApproach.chraZahay,MaryLouRoberts
4. ChatGPT&SocialMediaMarketing RyanTurner.
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SEMESTER-V
COURSE3:AFFILIATEMARKETING

Theory Credits:4 4 hrs/week

CourseObjectives
Thiscourseisdesignedto:

+ IntroducecurrentandcorepracticesofDigitalandSocialMediaMarketingthatallow learners to
analyze, plan, execute, and evaluate a digital marketing strategy.

» Helpstudentsunderstandvariousdigitalplatformsandtoolsrelevanttocontemporary marketing.

+ Developcompetenciesinmanagingandcustomizingcontentacrosssocialmediaplatforms.

o Familiarize learners with optimization and performance measurement techniques in social
media.

. Equips'tudentstointegratesocialmediaintobroaderdigitaiandbusinessstrategies.

CourseOutcomes {COs)

Uponsuccessfulcompletionofthiscourse,studentswillbeableto: CO1: Understand the social
media space, including types of websites, blogs, and apps used in digital marketing.

CO2: Analyze the effectiveness of social media programs of businesses and competitors.
CO3: Design and customize social media strategies aligned with specific business goals.CO4:
Implement and manage marketing campaigns using platforms like Facebook, LinkedIn,
Twitter, and YouTube.

CO5: Bvaluate the performance of social media marketing through social analytics,
automation, and integrated tools.

UNIT I: Introduction to affiliate marketing how affiliate marketing works-affiliate program
payment methods- cookies, cookie stuffing and affiliates-ad sense- email spam, adware, trademark
bidding-tiered affiliate marketing cross sclling and up selling-multi tier marketing and
commissions.

UNIT II: Enrolling in an affiliate marketing program-signing up as an affiliate-logging into your
affiliate account-integrating affiliate links into your websites-monitoring affiliate performanceand
tracking sales - setting up an affiliatc website. Promoting your affiliate program-performing
market analysis and market research-market strategies establishment- affiliate marketing and
organic search optimization.

UNIT III: Types of Affiliate Marketing Search affiliates-Price comparison service website
Loyalty websites-Cause related and coupon websites Content and niche market website Personal
weblogs and website syndicates-Email marketing and shopping directories Registration or co-
registration affiliates-File sharing affiliates.

Unit IV: Strategies to improve affiliate marketing - affiliate links and how to deal with them-
promoting your affiliate program-overcoming the challenges of affiliate marketing, performing
market analysis and market research-market strategies establishment-affiliate marketing and
organic search optimization.
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