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Course Code Course Name Semester Theory Practice Lab Credit ECTS
G450 E-Pazarlama 7 3 0 0 3 5
Prerequisites
Admission Requirements
Language of Instruction French
Course Type Elective
Course Level Bachelor Degree

Objective The aim of this course is to explain the processes and systems of E-marketing using diverse sector and company
practice examples.

Content

- Introduction
- Strategic E-marketing and performance measures 
- E-marketing plan and content marketing
- Global E-marketing
- User design, Mobil design and web design
- E-marketing research, CRM and Data analysis
- E-consumer
- SEO-SEM
- Online Advertising
- Affiliate Marketing
- Social Media and SM Strategies 
- Online reputation management
- Mobil marketing
- E-marketing and Social responsibility
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Theory Topics

Week Weekly Contents
1 Introduction
2 Strategic E-marketing and performance measures
3 E-marketing plan and content marketing
4 Global E-marketing
5 User design, Mobil design and web design
6 E-marketing research, CRM and Data analysis
7 E-consumer
8 SEO-SEM
9 Online Advertising
10 Affiliate Marketing
11 Social Media and SM Strategies
12 Online reputation management
13 Mobil marketing
14 E-marketing and Social responsibility
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