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COURSE DETAILS 

COURSE 
DESCRIP

TION 

The digital ecosystems and the creation of businesses in which the model is leveraged on internet is not new. Decades ago the creation 
of digital business has been boosted, which helped drive the economy through this types of businesses. The Garnter Group estimated 
for year 2003 that global economy and digital transactions between businesses surpassed 6 billion dollars, and day after day continue 
to grow. The previously said is mainly focused in a digital transformation age, where process inclusion which include ICT are more 
frequent. EBusiness doesn’t just focus on the creation of new commercial activities, but it also supports organizations which undergo 
digital transformation, from different points of view such as: digital marketing, e-commerce, and a strategic planning which allows the 
management of companies independent of their sizes. 
 
In the current information era and the knowledge driven society, it is of the upmost importance to strengthen the offer and demand of 
goods and services through networks of digital interconnection, with the end goal of strengthening and encompassing more consumers. 
That is why the interent has consolidated as the platform which encourages new developments of organizational structures which are 
in economic competition through knowledge management, operation management, data analysis, and diffusion through strategic 
positioning which allows it to differentiate from the competition (Varela, 2005). 
 



Businesses such as Amazon, Netflix, Mercado Libre have substantially increased their economic assets after having a presence and 
expansion on internet, which has been allowed due to the visualization and respect for the life cycle of the client, understanding in it 
the most important part to accomplish their needs through tangibles and intangibles focused for that goal. 
 
Once the students finish the course, they will be capable of creating a business model which supports their commercial activity through 
digital environments well as being analysts which through acquired knowledge may become business advisors to strengthen the 
transformation potential of organizations, which are supported in solutions to real sector problems for the benefit of society. 
 
Although the course is related with the technological dimension, inside the development of the process and the predicted learning 
outcomes, there is also a relation with digital citizenship from the point of view of service to society through a product or service which 
satisfies the needs of the people through the proposed business mode. 

KEY 
WORDS: 

Organization and methods, planning, information society. 

COMPET
ENCES 

DEVELO
PED 

EICEA ILOS or 
Programme 

ILOS 

Course ILOS 

Type  Content 

Teaching and 
Learning 
strategy 

 

Assessment 
 Method 

ILO 01 
ILO 02 
BIMLA ILO08 

Analyses the product or 
service differential of the 
selected company to plan a 
business model. 

Skill -EBusiness and current 
references in society, 8 
principles of Thomas M. Siebel 
Theory. 
-Challenge Based Learning 

-Business Model Canvas (BMC) 
for the planning of a business 
model 
- Market research to have a 
differential from the 
competition 
- Case study to understand the 
Ebusiness principles and create 
their own BMC. 

Challenge 
Based 

Learning 

Formative 
Assessment 



Apply the concepts and 
principles of the client life 
cycle to plan a real sector 
business model. 

Skill -Foundations of the clients life 
cycle 
- Creation of Google Adwords 
campaigns. 
- Fan Page creation in social 
media to spread a brand 
- Creation of Strategic Marketing 
campaigns 
- Configuration of Chatbot for 
personalized attention and 
automatic client answers. 
- Market segmentation and 
positioning: based on 
demographic, geographic, and 
psychographic characteristics. 
- Case analysis regarding 
purchasing behaviours in a 
digital environment 
- Types of e-commerce and 
income models. 

Challenge 
Based 

Learning 

Formative 
Assessment 
 

Propose a business 
strategy based in the reality 
of a selected business and 
the client’s life cycle.  

Skill -Internet digital levers for the 
creation of a business model 
- Creation of a needs diagram 
- Added Value analysis and the 
difference with competition to 
achieve positioning. 
Marketing. 
 
Creation of the Landing Page 
 
Creation of Get campaigns 
 
Response for client loyalty 
 
Creation of Marketing E-mail 
Campaigns 
 
Creation of the online store (e-
commerce) with its respective 

  



income model and payment 
methods. 
-Costs diagram to calculate ROI 

Socialize the business 
model proposal 

Skills -Challenge Based Learning 
 
-Shark Tank methodology to 
understand the importance of 
the idea and the business model 

Challenge 
Based 

Learning 

Formative 
Assessment 
Oral 
Presentatio
n 

ILO01: Global Vision: Demonstrate an understanding of multicultural environments both in local and global contexts. 
 
ILO02: Critical Thinking: Evaluate information using critical and analytical reasoning to address changing economic and business 
situations. 
 
BIMLA ILO08: Understanding marketing tendencies and demonstrating ability to identify critical components in value chains. 
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