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LINGNAN UNIVERSITY 

Department of Marketing and International Business 

 

MIB 605 E-Commerce and Social Media Marketing 

2020-21 Second Term 
 

Instructor Prof. Geng Cui 

Class Meetings Th 9:30am - 12:30pm, SEK206 

 

Office Hours Tu 14:00-15:30, 17:00-17:30, Th 14:00-16:00 or by appointment 

 

Office SEK 101/10 

Email gcui@ln.edu.hk 

 

Required Materials 1. Tuten, Tracy L. & Michael R. Solomon, Social Media 

Marketing, Prentice Hall 

2. Chaffey, Dave, Digital Business and E-Commerce 

Management, Pearson 

3. Moe, Wendy W. & Schweidel, David A., Social Media 

Intelligence, Cambridge 

4. Journal papers- available on course webpage. 

5. 2016 Social Media Marketing Industry Report- available 

on course webpage. 

 

Course webpage  www.ln.edu.hk/mkt/gcui/mib605.htm 

 

Course Description 

The Internet has changed our lives and how people participate in business today. The 

popularity of online business, including online transaction and communication become 

an essential part for everyday consumption. In this course, we aim to introduce the 

practice of social medial and its implications in e-commerce. We discuss not only the 

practical aspects of the online trend, but also related theories to explain the antecedents 

and consequences of social media. This course provides the knowledge and theories in 

this growing areas by illustrating topics such as E-commerce, E-marketing strategy, 

social media marketing strategy, social consumers in digital communities, and 

measuring the impact of social media marketing. The primary focus of the course is to 

understand how marketing activities can be implemented via Internet and social media 

to reach their target customers and strategic objectives. 

 

Learning Outcomes 

On completion of this course, students will be able to do the following: 
 

1. Gain knowledge about E-commerce and social media marketing related theories 

and concepts, 

2. Understand the role of Internet in shaping marketing activities, 

3. Be capable of comparing the pros and cons of different online platforms such as 

blogs, online reviews, or online discussion forums, etc., 

4. Analyze various social media techniques through different platforms. 
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5. Conduct a social media campaign with chosen social media strategy and 

marketing plan. 

 

Measurement of Learning Outcomes 

1. A final examination will assess students' understanding of the nature of E-

commerce and social media marketing (LO1, LO2, LO3, LO4). 

2. In-class discussion, case studies, exercises, and group presentation require students 

to apply the concepts and theories to real life practice (LO1, LO2, LO3, LO4). 

3. An individual written assignment requires each student to observe and analyze 

social media marketing strategies being used by an organization (LO1, LO2, LO4). 
 

Specific assessment 

methods/tasks 

Weighting Course Intended Learning 

Outcomes to be assessed 

  1 2 3 4 5 

Leading Discussion 25% √ √  √ √ 

Group Project 30% √ √ √ √ √ 

Class Participation 10% √ √ √ √  

Final Examination 35% √ √ √ √  

TOTAL 100%      

 
Assessment 

 

Continuous assessment  65% 
Group Leading Discussion 25%  
Group Project Presentation 30%  
Participation 10%  

Final Examination  35% 
Total  100

%  

Note: Students shall be aware of the University regulations about dishonest 

practice in course work and the possible consequences as stipulated in 

the Regulations Governing University Examinations. 
 

1. Leading Discussion (25%) 

Each group is required to present an assigned topic of social media marketing on a 

designated date. The topic should focus on the context of the assigned chapter(s) from 

the lecture and applied to a specific topic assigned or chosen by your group. The total 

presentation and class discussion time is around 60 minutes. 

Your group need to be well-prepared by 2a) doing in-depth research on the topic, 2b) 

finding relevant examples of consumer segments, companies, and brand/products, 2c) 

exploring the emerging issues and trends, and 2d) providing an update of the 
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contemporary practices to illustrate your points (except when you already have a case 

of a company as a topic). Applications of the concepts and/or theories you have learned 

to discussing the issues in depth are expected. 

To ensure the participation by your audience, you may engage the class in any creative 

ways of choice, such as Q&A, group discussion and report, games, role-playing, debate 

and contest, as you see fit with respect to your topics. Thus, how well you encourage 

the class to engage in the discussion, exchange of ideas, and present diverse views and 

opinions, is just as important as your own presentation. The two aspects will be 

weighted equally – the discussion should be two-sided and interactive. 

2. Group Project & Presentation (30%: 15% from presentation and 15% for report) 

 

The group project requires students to form a team to apply knowledge and concepts to 

analyze a company event and to develop a social media marketing plan. The social 

media marketing plan may include situational analysis (SWOT), target and 

segmentation, and social media marketing strategy. The project proposal/background 

research and the social media marketing plan will be presented in two-parts as 

scheduled on the course timetable. Each group will also submit a written report for the 

project. 

3. Participation (10%) 

Class activities such as individual/group class exercises provide students the 

opportunity to share their ideas with the class and to learn from one another. Students 

earn participation marks for attendance, punctuality and cooperative behavior. Peer 

evaluation will be conducted to ensure equal contribution of group members. 

4. Final Assessment (35%) 

The assessment is designed to assess the students' grasp on key knowledge and concepts 

about e-commerce and social media marketing. It covers all materials taught and 

discussed in the course. Exam format normally includes a number of essay questions.  



4 
 

Class Schedule  
 

Week/ 
Date 

Content Lecture/Reading 
Group/ 
Reading 

1. Jan 7 Course Overview Lec1 Form Groups  

2. Jan 14 E-commerce and Marketplace 

Analysis  

Lec 2: Chaffey Ch1&2, 

T&S Ch1 

 

3. Jan 21 E-marketing Strategies Lec 3: Chaffey Ch8  

4. Jan 28 Technology and Online 

Communities 

Lec 4:  

T&S Ch4 & 5 

 

Group 1 

5. Feb 4 Social Media and Word-of-Mouth 

(WOM)  

Lec 5: Chaffey Ch1,  

T&S Ch1, M&S: Ch3 

  

Group 2  

6. Feb11 Chinese New Year   

7. Feb 18 Chinese New Year   

8. Feb 25 Customer Engagement via Social 

Media 

 

Lec 6: 

Chaffey Cha9 

Group 3 

Li et al 2017, etc. 

9. Mar 4 Social Media Marketing & 

Industry Practice 

Lec 7 Group 4 

 

10. Mar 11 Opinion Formation & 

Dynamics 

Lec 8: M&S: Ch2 Group 5 

11.  Mar 18 Group project proposal 

presentation/consulting 

15 mins each All groups 

 

12.  Mar 25 Social Media Research Lec 9: M&S: Ch7, T&S: 

Ch9 & 10 

 

Group 6 

13.  Apr 1 Social Media Strategy 

 

 

 

Lec 10: TS: Ch6 

 

Group 7 

* 

14.  Apr 8 Strategic Planning with Social 

Media 

Lec 11: TS: Ch2 

 

Group 8 

* 

15.  Apr 15 Group Project Presentations  Groups 8, 7, 6 & 5 

20 mins each 

16.  Apr 22 Group Project Presentations 

Last day of class: review for final 

 Groups 4, 3, 2 & 1 

20 mins each 

17. April 28 Group project reports due on 

Moodle by end of day (24:00PM) 

Final assessment: TBA 

  

  Note: Readings are downloadable from course website or Moodle. 
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Leading Discussion 

 

1) The purpose of leading discussion is for you to lead the class in extending and 

supplementing, but not repeating the lectures, and in discussing the issues related to the topic and 

the discussion questions (including but not limited to) that your group has chosen.  

 

2) Thus, your group need to be well-prepared by 2a) doing in-depth research on the topic, 2b) 

finding relevant examples of consumer segments, companies, and brand/products, 2c) exploring 

the emerging issues and trends, and 2d) providing an update of the contemporary practices, to 

illustrate your points (except when you already have a case of a company as a topic). Applications 

of the concepts and/or theories you have learned to discussing the issues in depth are expected. 

 

3) You have about 60 minutes to review the materials (articles and short video up to 5 minutes), 

if any, and to do the presentation and leading discussion, to address the issues and answer all the 

questions (not necessarily in the original order).  

 

4) To ensure the participation by your audience, you may engage the class in any creative ways 

of choice, such as Q&A, group discussion and report, games, role-playing, debate and contest, as 

you see fit with respect to your topics. Please remember that leading discussion is for you to 

“lead” the class in “discussion,” not your group only doing the presentation. Thus, how well you 

encourage the class to engage in the discussion, exchange of ideas, and present diverse views and 

opinions, is just as important as your own presentation. The two aspects will be weighted equally 

– the class should be two-sided and interactive. 

 

5) You may look into various places when you conduct such research including library 

databases such as Proquest and prominent consulting and marketing research companies such as 

McKinsey & Co., Gallup, Economic Intelligence Unit, and Ernest & Young and many online 

resources such as YouTube.  

 

6) The leading discussion should pay attention to and shall be evaluated on the following 

aspects. 

 

 

1. Preparation:         _______________  (20) 

  

 Reviewed materials 

 In-depth research 

 Address questions 

 Relevant findings/feedback 

 

2. Organization:        _______________  (20) 

 Systematic coverage 

 Dynamic & involving 

 Verbal presentation 

 Participation by class 

 

3. Quality of Discussion:      _______________  (20) 

 In-depth discussion 

 Divergent views 

 Examples of brands & Cos. 

 Meaningful conclusions/closure 

 Audience response 

 

TOTAL --------------------------------------------------   _______________  (60) 
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Leading Discussion Topics 

 

Including those shown on the course schedule/timetable, the following topics are suggested for the 

eight groups. Groups may choose among the following topics for leading discussion. The final 

topics will be updated upon group formation and choices. 

 

 

1. Regulating the Free Market? Ecosystems of BAT and Fintech 

2. Engage customers online and respond to negative WOM 

3. eCRM by Starbucks 

4. Content is the King: blogs and vlogs 

5. Palace Museum HK 

6. Crisis Management and PR 

7. Search Engine Optimization (SEO) for LU 

8. The Fan Economy and Rankings Game 

9. Deepfakes: Likes, shares, reviews, and news 

10. Livestreaming as a New Channel or Déjà Vu? 

11. The Great Equalizer: E-commerce to fight poverty   
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Group Project Guidelines 

 

General Requirements: 1) Each group chooses one product (goods & services) from one company 

targeting a specific market/segment. The company or the product should not have been featured in 

the company’s existing or previous social media marketing programs. In other words, the 

company/product should be new to social media marketing.  

 

The group project consist of two parts: 1) Market Research and 2) Social Media Marketing Plan. 

The following are suggested outlines of your project presentation and report. You may not follow 

the sequence of the outline exactly, but you do need to ensure that all these aspects are covered in 

your project presentation and report. Since the first project presentation will introduce some initial 

market research you have done, the final presentation may re-introduce or emphasize the new 

information but focus on the second part, i.e., social media marketing plan.  

 

Part I. Market Research Report: 

1) Brief introduction of the company and its problem(s) 

2) Macro-environment: 

Aspects of political (laws, regulations, policies), economic (growth, income), socio-cultural, 

technological development (e-commerce and social media), etc.. 

Some would do a pest analysis (political, econ., social, tech), and using the Michael Porter’s 

framework of five forces. It is your choice. 

3) Micro-environment/situation analysis: 

Industry development and competition (local and foreign), SWOT analysis, 

Consumer/buyer behavior (income, purchase, etc.) 

Market segments (demo-psychographics, usage) 

Applications and practices in e-commerce and social media 

Growth trend, demand and forecast for the company and product 

4) Summary of market research 

Summarize the situation analyses and the problems or challenge facing the company. The 

summary should be relevant and insightful, thus a transition that leads to your decisions in the 

next section on social media marketing strategies and planning. 

 

Part II. Social Media Marketing Plan 

4) Marketing objectives and goals (short or near term) 

5) Target market (final users and/channel members) 

6) Brief marketing mix (4Ps) strategies, including brand positioning, etc..  

7) Social media marketing plan (focusing on brand management, promotion, sales, and  

customer relationship management) with clear indications of supporting or being integrated 

with existing marketing mix strategies.  

8) Implementation/action plan with timetable and plan of operations 

This part should include specific social media marketing program(s) or campaign(s) and 

activities to implement the marketing mix strategies 

The timetable or planning horizon should be limited to 6 months  

9) Contingency plan: alternatives if plan fails or does not do well 

10) Budget of social media marketing for 6 months.   

 

Format: The written report is limited to 30 double-spaced pages (excluding appendices) and 5 

megabytes (MB) in MS Word. It should include a title page (with all members’ full names), 

followed by abstract/executive summary, the two parts of the projects, followed by 

bibliography/references. You may adopt any major reference style (e.g., Chicago, Harvard, APA 

or MLA) and follow through. The report should use standard written English (American or 

British), free of spelling and grammar errors.   

 

Due date: April 28th, 2021, 24:00PM, in the Moodle folder: MIB605 Group Projects. 

 


