DISCIPLINE SPECIFIC ELECTIVE — MARKETING (DSE-8)

DSE 8: DIGITAL MARKETING

Credit distribution, Eligibility and Pre-requisites of the Course

Course title & Code Credits Credit distribution of the Eligibility Pre-requisite  of
course criteria the course
Lecture | Tutoria | Practical/ (if any)
| Practice
Digital Marketing 4 3 1 0 Class XII Basics of
(DSE 8) Marketing

Learning Objectives
e This course aims to familiarize learners with the concept of digital marketing and its current
and future evolutions.
e Equip learners with the ability to understand and subsequently create strategic and targeted
campaigns using digital media tools.

Learning Outcomes
On successful completion of the course the learner will be able to:
e Explore the concept of digital marketing and its real-world iterations.
e Analyze the innovative insights of digital marketing enabling a competitive edge.
e Understand the concept of mobile marketing.
e Identify and utilise various tools of digital marketing.

SYLLABUS OF DSE 8

Unit 1: Introduction to Digital Marketing (9 Hours)
Digital Marketing: Introduction, Moving from Traditional to Digital Marketing, Integrating
Traditional and Digital Marketing, Reasons for Growth. Need for a comprehensive Digital
Marketing Strategy. Concepts: Search Engine Optimization (SEO); Concept of Pay Per Click.

Unit 2: Social Media Marketing (12 Hours)
Social Media Marketing: Introduction, Process - Goals, Channels, Implementation, Analyze.
Tools: Google and the Search Engine, Facebook, Twitter, YouTube and LinkedIn. Issues:
Credibility, Fake News, Paid Influencers; Social Media and Hate/ Phobic campaigns. Analytics
and linkage with Social Media. The Social Community.

Unit 3: Email and Mobile Marketing (12 Hours)
Email Marketing: Introduction, email marketing process, design and content, delivery, discovery.
Mobile Marketing: Introduction and concept, Process of mobile marketing: goals, setup, monitor,
analyze; Enhancing Digital Experiences with Mobile Apps. Pros and Cons; Targeted advertising.



Issues: Data Collection, Privacy, Data Mining, Money and Apps, Security, Spam. Growth Areas.

Unit 4: Managing Digital Marketing

(12 Hours)

Content Production; Video based marketing; Credibility and Digital Marketing; IoT; User

Experience; Future of Digital Marketing.

Essential/recommended Readings (latest editions of readings to be used)

1. Dodson, lan. (2016). The Art of Digital Marketing - The Definitive Guide to Creating
Strategic, Targeted, and Measurable Online Campaigns. Wiley.
2. Ryan, Damien.(2008). Understanding Digital Marketing - Marketing Strategies for Engaging

the Digital Generation. Kogan Page Limited.

Suggestive Readings (latest editions of readings to be used)
1. Gupta, Sunil. (2018). Driving Digital Strategy. Harvard Business Review Press.
2. Tuten, Tracy L. and Solomon, Michael R. (2020 ). Social Media Marketing. (3 edition). Sage.
3. Bhatia, Puneet S. (2019). Fundamentals of Digital Marketing. (2 edition). Pearson.
4. Kotler, Philip. (2017). Marketing 4.0: Moving from Traditional to Digital. (1 edition). Wiley.

Note: Examination scheme and mode shall be as prescribed by the Examination Branch,

University of Delhi, from time to time

DISCIPLINE SPECIFIC ELECTIVE — MARKETING (DSE-9)

DSE 9: CUSTOMER RELATIONSHIP MANAGEMENT

Credit distribution, Eligibility and Pre-requisites of the Course

Management (DSE 9)

Course title & Code Cre Credit distribution of | Eligibility criteria | Pre-requisite of the
dits the course course
Lectu | Tutor | Practic (if any)
re ial all
Practic
e
Customer Relationship 4 3 1 0 Class XII Basics of Marketing

Learning Objectives

e To explore the concept of Customer Relationship Management (CRM), the benefits delivered
by CRM, the contexts in which it is used, the technologies that are deployed.
To familiarize the concept of CRM as a Business Strategy.
To equip the learners with CRM practices and technologies that enhance the achievement of

marketing objectives.

Learning Outcomes

On successful completion of the course the learner will be able to:



