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DOCENTE TIPO DE AULA TURMAS TOTAL HORAS DE CONTACTO (*)
Carlos Manuel Ramos de Sousa PL; TP TP1; PL1 5TP; 40PL
* Para turmas lecionadas conjuntamente, apenas é contabilizada a carga horaria de uma delas.
ANO | PERIODO DE FUNCIONAMENTO* HORAS DE CONTACTO HORAS TOTAIS DE TRABALHO ECTS
20 S1 5TP; 40PL 168 6

* A-Anual;S-Semestral;Q-Quadrimestral; T-Trimestral

Precedéncias

Sem precedéncias

Conhecimentos Prévios recomendados

Nao tem.

Objetivos de aprendizagem (conhecimentos, aptiddes e competéncias)

A unidade curricular tem como objetivos apresentar a teoria e a pratica do Web Marketing e as suas implicag6es estratégias ao nivel
organizacional e do comportamento do consumidor.
Nomeadamente:
? Promover a compreensdo dos conceitos basicos de web marketing;

? Sensibilizar para os desafios, vantagens e riscos associados ao marketing digital;
? Dar a conhecer as técnicas utilizadas neste dominio;

? Promover a adaptacéo dos conhecimentos de marketing anteriormente adquiridos a realidade digital;
? Estimular a aplicacdo dos conhecimentos apreendidos a casos reais;
? Capacitar para a concec¢ao de planos de marketing digital.
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Conteldos programaticos

1. Conceitos introdutérios sobre o Marketing

2. Aspetos fundamentais do WebMarketing

2.1. Introducé@o ao WebMarketing e conceitos chave

2.2. Tecnologias e dispositivos de acesso a Internet

2.3. Modelos de neg6cio: B2B e B2C

3. Desenvolvimento de Estratégias de WebMarketing

3.1. Pesquisa de marketing utilizando a Internet

3.2. Comportamento de compra dos e-markets

3.3. Segmentacao dos e-markets e definicdo dos e-targets
3.4. Estratégia e Plano de WebMarketing

3.5. Marketing Mix Digital

4. Implementacéo e controlo de estratégias de WebMarketing
4.1. Desenvolvimento e gestdo de websites (3 W’s)

4.1.1 Web Design (Ecrés e Web)

4.1.2 Web Promotion (SEM (Search Engine Marketing), SEO (Search Engine Optimization), SEA (Search Engine Advertising), Adwords e
Adsense)

4.1.3 Web Performance (Google Analytics)

5. Evolugédo Social e Tecnologica (WEB 2.0)

5.1. Criacdo de Contelidos

5.2. Social Media

Metodologias de ensino (avaliacdo incluida)

A unidade curricular apresenta-se sob a forma de aulas teérico-praticas.

A avaliagdo da unidade curricular é constituida por uma componente distribuida e por um exame.

O estudante que obtiver dez valores na avaliagdo da componente distribuida fica dispensado do exame.

A avaliagdo da componente distribuida é constituida por:

- Teste - 60%

- Trabalho Grupo - 40%

Caso o estudante seja admitido a exame, a nota final corresponde a 60% nota obtida no exame e 40% da nota obtida no trabalho.

De acordo com o n.° 3 do artigo 6.° do despacho reitoral RT 59/2015, de 28 de julho, nos cursos técnicos superiores profissionais, a incluséo
do cumprimento do dever de assiduidade nos métodos de avaliacdo é obrigatéria, nos seguintes termos:

a) Considera-se que um estudante cumpre o dever de assiduidade a uma UC, quando ndo exceda o nimero limite de faltas
correspondente a 25% das horas de contacto previstas.

Bibliografia principal

Adolpho, C. (2012). Os 8 P's do Marketing Digital - O guia estratégico do marketing digital. Texto Editores.

Carrera, F. (2012). Marketing Digital na versdo 2.0 ? o que nédo pode ignorar. Edi¢bes Silabo.

Chaffey, D. (2009). e-Business and e-Commerce management: strategy, implementation, and practice (4th ed.). Harlow: Financial
Times/Prentice Hall.

Dionisio, P., Rodrigues, J., Faria, H., Canhoto, C. & Nunes, R., (2009), b-Mercator Blended. Marketing. Dom Quixote.

Gabriel, M. (2010). Marketing na Era Digital: Conceitos, Plataformas e Estratégias.

Nielsen, J. & Loranger, H. (2007). Usabilidade na web - Projetando Websites com Qualidade. Editora Campus.

Rita, P. & Oliveira, C. (2006). Marketing no Negdcio Electrénico. Porto: Sociedade Portuguesa de Inovagao.

Torres, C. (2009). A Biblia do Marketing Digital. Novatec.

Documentagéo Google (Analytics, AdWords, SEO, AdSense).
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Academic Year

2017-18

Course unit

WEB MARKETING

Courses

SISTEMAS E TECNOLOGIAS DE INFORMAGAO

Faculty / School

Instituto Superior de Engenharia

Main Scientific Area

MARKETING E PUBLICIDADE,FORMAGAO TECNICA

Acronym

FT

Language of instruction

Portuguese-PT

Teaching/Learning modality

Presential learning.

Coordinating teacher

Carlos Manuel Ramos de Sousa

Teaching staff Type Classes Hours (*)
Carlos Manuel Ramos de Sousa PL; TP TP1; PL1 5TP; 40PL
* For classes taught jointly, it is only accounted the workload of one.
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Contact hours
T TP PL TC S E oT (@] Total
0 |E |[40 o 1o [0 Ilo [0 | 168

T - Theoretical; TP - Theoretical and practical ; PL - Practical and laboratorial; TC - Field Work; S - Seminar; E - Training; OT - Tutorial; O - Other

Pre-requisites

no pre-requisites

Prior knowledge and skills

None.

The students intended learning outcomes (knowledge, skills and competences)

This course aims to present the theory and practice related to the marketing strategies on the web and their implications for organizational
and consumer behavior .

In particular:

- Understand the basic concepts of web marketing ;

- Understand the challenges, benefits and risks associated with digital marketing;

- Present the techniques used in this field;

- To promote the adaptation of marketing expertise previously acquired to digital reality;

- Stimulate the application of acquired knowledge to real cases;

- Provide students with skills to design digital marketing plans.

Syllabus

1. Introductory concepts of Marketing

2. Core aspects of WebMarketing

2.1. Introduction to WebMarketing and ket concepts

2.2. Technologies and Internet access devices

2.3. Business models: B2B and B2C

3.Development of WebMarketing strategies

3.1.Marketing research using the Internet

3.2.Purchase behaviour of e-markets

3.3.E-markets segmentation and definition of e-targets
3.4.Strategy and WebMarketing Plan

3.5.Digital Marketing-Mix

4. Implementation and control of WebMarketing strategies
4.1.Development and management of websites (3 W's)
4.1.1. Web Design (Screens and Web)

4.1.2. Web Promotion (SEM (Search Engine Marketing), SEO (Search Engine Optimization), SEA (Search Engine Advertising), Adwords e
Adsense)

4.1.3. Web Performance (Google Analytics)

5. Social and technological evolution

5.1. Creation of web contents

5.2. Social Media
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Teaching methodologies (including evaluation)
The curricular unit is taught by theoretical and practical lessons.

The assessment for this curricular unit consists of a distributed component and a final examination. Students who obtain a grade of ten or
more in the distributed component of the curricular unit will be exempt from the exam.

The distributed component consists of:
- Test ? 60%
- Group Work ? 40%

If the student is admitted to the exam, the final grade corresponds to 60% the grade obtained on the exam plus 40% the grade obtained in
the group work.

Attendance to classes is compulsory, being the student obliged to be present at a minimum of 75% of the contact hours. Please refer to the
"Despacho Reitoral 59/2015, artigo 6 - Assiduidade", from the University of Algarve, for the regulations on exemption situations and
absences justifications.

Main Bibliography

Adolpho, C. (2012). Os 8 P's do Marketing Digital - O guia estratégico do marketing digital. Texto Editores.

Carrera, F. (2012). Marketing Digital na versdo 2.0 ? o que ndo pode ignorar. Edi¢cdes Silabo.

Chaffey, D. (2009). e-Business and e-Commerce management: strategy, implementation, and practice (4th ed.). Harlow: Financial
Times/Prentice Hall.

Dionisio, P., Rodrigues, J., Faria, H., Canhoto, C. & Nunes, R., (2009), b-Mercator Blended. Marketing. Dom Quixote.

Gabriel, M. (2010). Marketing na Era Digital: Conceitos, Plataformas e Estratégias.

Nielsen, J. & Loranger, H. (2007). Usabilidade na web - Projetando Websites com Qualidade. Editora Campus.

Rita, P. & Oliveira, C. (2006). Marketing no Negdcio Electronico. Porto: Sociedade Portuguesa de Inovacao.

Torres, C. (2009). A Biblia do Marketing Digital. Novatec.

Documentagdo Google (Analytics, AdWords, SEO, AdSense).
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