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Course title & Code Credits Credit distribution of the course Eligibility 

criteria 
Pre-requisite 
of the course 
(if any) 

Lectur
e 

Tutorial Practical/ 
Practice 

 Product Management 
(DSE 12) 

4 3 1 0 Class XII Basics of 
marketing 

 
Learning Objectives 

● Develop competencies required for managing products. 
● Understanding of methods and iterative processes to build and deliver superior value to 

target users.  
 
Learning Outcomes 
On successful completion of the course the learner will be able to: 

● Understanding marketing orientation of a firm, category environmental analysis, 
global factors affecting product management. 

● Analyze the financial, competitive, and growth prospects for a sector. 
● Gather and utilize customer insights to develop a thorough product strategy. 
● Develop skills to lead product teams and inspire stakeholders. 

 
SYLLABUS OF DSE 12 
Unit 1: Introduction to Product Management       (12 Hours)  
Marketing organization - Product focused, Market focused, functionally focused; Global factors 
affecting product management and adapting marketing organizations. The Marketing planning 
process -Steps and components. Defining the competitive set, levels of market competition – 
form, category, generic, budget; Methods for determining competition. Category environmental 
analysis – Porter’s five forces and PESTEL. 
 
Unit 2: Competitor Analysis, Customer Analysis and Sales Forecasting          (12 Hours)  
Competitor Analysis – Various sources of information, creating a product features mix, assessing 
competitor’s objectives and strategies, Competitor marketing strategy and differential advantage 
analysis; Customer analysis – understanding customers and segmentation analysis; Market 
Potential and Sales Forecasting – Overview, Methods of Estimating Market and Sales Potential, 
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Sales forecasting methods - Level of Accuracy Needed, Judgment-Based Methods, Customer-
Based Methods, Sales Extrapolation Methods, Model Based Methods: Using Regression Models 
for Forecasting, Developing Regression Models. 
 
Unit 3: Product Strategy, Positioning, and Pricing    (12 Hours)  
Developing the Product Strategy – Overview, elements, objectives and selection of product 
alternatives, Positioning – process and product core benefit recognition and communication; 
Adapting product strategy over the PLC; New Products; Pricing – Role of Marketing Strategy in 
Pricing, psychological aspects of pricing, Factors affecting price, Pricing tactics. 
 
Unit 4: Integrated Marketing Communication and Marketing Metrics        (9 Hours)  
Integrated marketing communication – Objectives, budgets and evaluation; Channel Management 
– selection, types and monitoring; Marketing Metrics – Overview, Framework for Marketing 
Metrics, Measurement – Customer-Based Metrics, Product-Market Metrics, Financial Metrics, 
Marketing Mix Metric. 
 
Essential/recommended Readings (latest edition of readings to be used) 

1. Lehmann, D. R., Winer, R.S. Product Management. McGraw Hill Irwin. 
 

Suggestive Readings (latest edition of readings to be used) 
1. LeMay, M. Product management in practice: a real-world guide to the key connective 

role of the 21st century. O'Reilly Media, Inc. 
2. Kotler, P. & Keller, K. L. Marketing Management, Pearson. 
3. Kotler P, Armstrong G., Agnihotri P.Y & Ul Haq, E. Principles of Marketing - A South 

Asian Perspective, Pearson. 
 
Note: Examination scheme and mode shall be as prescribed by the Examination Branch, 
University of Delhi, from time to time. 
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