
DISCIPLINE SPECIFIC ELECTIVE COURSE 

DSE HH 7E4: MARKETING MANAGEMENT AND CONSUMER BEHAVIOUR 

CREDIT DISTRIBUTION, ELIGIBILITY AND PRE-REQUISITES OF THE COURSE 

Course Title Credit distribution of the Eligibility Pre-
& Code course criteria requisite of 

the course 
Lecture Tutorial Practical (if any) 

Marketing 4 3 1 0 Class XII Nil 
Management 
and 
Consumer 
Behaviour 
DSEHH7E4 

Learning Objectives 

• To impart an understanding of the conceptual framework, scope and importance of marketing 

management. 

• To build an understanding of the macro and micro environment of organisations and their role in 

coping with changing market scenario. 

• To impart knowledge regarding importance and techniques of market research. 
• To create an understanding about consumer behaviour, dealing with competition in the market and 

managing marketing communication. 

Learning Outcomes 

The students will be able to : 

• Develop an understanding of the importance and scope of marketing. 

• Understand the changing macro and micro environment of organizations and impot1ance of 
market research . 

• Understand consumer behaviour and importance of creating customer value. 

• Develop an understanding of the competitive strategies in marketing. 

• Understanding the role of marketing communication and its effectiveness. 

SYLLABUS OF DSE HH 7E4 

THEORY 
(Credits 3; Hours 45) 

UNIT I: Understanding Marketing Management and capturing marketing insight 11 Hours 

This unit covers marketing scope, company orientations, macro environment analysis, marketing mix, 
market research, and new product development. 
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• Importance and scope of marketing, traditional vs. digital marketing 

• Company orientations towards markets and marketing 

• Adapting marketing to new economy 

• Analyzing the macro environment (demographic, economic, technological, political , 
legal, social, cultural) 

• Marketing mix 

• Conducting market research 

• New product development-challenges and process 

UNIT II: Consumer Behaviour 11 Hours 

This unit examines consumer behaviour, factors influencing buying decisions and strategies 
for customer value, satisfaction, and loyalty. 

• Definition, Nature, Scope, Consumer Behaviour' s Applications in Marketing 

• Factors influencing consumer behaviour 

• Consumer Adoption Process-stages and factors influencing 

• Buying decision process- five stage model 

• Creating customer value, satisfaction and loyalty 

• Segmenting consumer markets, market targeting 

UNIT III: Dealing with Competition 12 Hours 

This unit covers competitor analysis, competitive strategies and service marketing. 

• Identify and analyse competitors, competitive strategies for marketing 

• Building strong brands- creating brand equity, brand positioning, differentiation strategies 

• Product life-cycle marketing strategies 

• Characteristics of services, marketing strategies for service firms, managing service 
quality, differentiating services 

UNIT IV: Marketing Communication 

This unit throws light on effective marketing communication. 

• Role of marketing communication 

• Designing effective marketing communication 

• Managing mass communication : Advertising, sales promotions and public relations 

• Managing Personal Communication: direct marketing and personal selling 

• Market research proposals 

TUTORIAL 
(Credit 1; Hours 15) 

o Developing market research proposals on consumer buying behaviour, 
effect of promotional schemes on consumer purchase, consumer 
satisfaction and opinion regarding selected products/brands/marketing 
strategies, online purchasing etc. 

11 Hours 
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• Brand comparison 
o Brand comparisons of products and services in terms of their marketing strategies, 

tools used by them for brand building and generating brand, find out their strengths 
and weaknesses and suggest suitable marketing strategies to increase their market 
share. 

• E-commerce 
o Assessment and critical analysis of online retailing websites with focus on visibility, 

user interface, experience, ease of transaction etc. 

o To develop an e-tailing prototype. 

• Case Studies 
o To develop an understanding of marketing strategies with emphasis on marketing 

mix, marketing budgets, creating customer value and cultivating customer 
relationships. 

o To critically evaluate digital marketing strategies adopted by various product and 
service brands. 

o To develop digital marketing strategy for a hypothetical brand. 

Essential Readings 

• Project Management [nstitute. (2021 ). A Guide to the Project Management Body of 
Knowledge- PMBOK Guide-Seventh Edition. American National Standard, ANSVPMI99-
001-202 I 

• Project Management Institute. (2013) . A Guide to the Project Nlanagement Body of 
Knowledge- 5th Edition. American National Standard, ISBN: 9781935589679 

• Meredith J. R. , Shafer S. M., and Mantel S. J. Jr. (2021 ). Project Management: A 
Managerial Approach, (It" ED.). John Wiley & Sons Inc. 

• 4. Jain, G.L. (2014) . Project Management: A A1anagerial Approach. DND 
Publications, ISBN-10. 9380929765 • ISBN-13. 978-9380929767 

Suggested Readings 

• Erickson T. , Khatri, P.V. (2015). Project Management. Global Vision Publishing 
House, ISBN-I 3: 978-9381695418 

• Horine, G. (2017). Project management absolute beginner 's guide (4th ed.). Que 
Publishings 

• Nagarajan, K. (20 I 0). Project Nlanagement (6th ed.). New Age International Pvt. Ltd. 
• Prasanna and Chandra. (2017). Projects: Planning, Analysis, Selection, Financing, 

Implementation, and Review . McGraw Hill Education, ISBN-13 978-9332902572 
• Spinner, P. (1991). Elements of Project Management: Plan, Schedule, and Control. 

Prentice Hall , USA, ISBN 13: 9780132532464 

Examination scheme and mode shall be as prescribed by the Examination Branch, 
University of Delhi, from time to time 
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