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Unit 1: Introduction to Internet Marketing: Web 2.0 Perspective
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1.What is Internet Marketing?
2.Scope of Internet Marketing
3.Three disciplines in Internet Economy
4.Four rules in Internet Economy
Unit 2: New Paradigm of Internet Marketing
1. Key Issues in Traditional Marketing
2. Paradigm Shift of Marketing
Unit 3: Internet Marketing Portfolios: 4P
Unit 4: Internet Consumer Behavior
Unit 5: Segmentation and Targeting in Internet Marketing
Unit 6: Internet Advertisement
1. Types of Internet Advertisement
2. Keyword Marketing
3. Mobile Advertisement
Unit 7: Emerging Issues in Internet Marketing
1. Permission Marketing
2. Experiential Marketing
3. Virus Marketing
4. Blog Marketing
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