
● The Consumer Protection Act, 2019 
● Real Estate (Regulation and Development) Act, 2016 

 
 

Web Resources 
● www.consumeraffairs.nic.in 
● www.bis.org 
● https://fssai.gov.in 
● https://irdai.gov.in 
● https://rbi.org.in/Scripts/Complaints.aspx 
● www.confonet.nic.in 
● www.ncdrc.nic.in 
● https://ascionline.in 

 
 
 

Note: Suggested readings will be updated by the Department of Commerce and uploaded 
on Department’s website. 

 
 
 

BAC: DSE (ASPSM) – 6.1: Digital Marketing (Major) 
 
 

Learning Objectives 
The course aims to provide knowledge regarding the concepts, tools, techniques and 
relevance of digital marketing in the current scenario. It also enables the learners to learn 
the practical application of the Digital Marketing tools and the ethical and legal issues 
involved therein. 

 
Learning Outcomes 
After completion of Course, learners will be able to: 

1. Discuss the importance and scope of digital marketing. 
2. Apply digital marketing management strategies. 
3. Assess the importance of presence of digital marketing in present times. 
4. Discuss the significance of digital marketing tools, such as, SEO, Social media 

platforms, online advertising, Blogging etc. 
5. Analyse the ethical considerations and the regulatory framework of digital 

marketing in India. 
 

SYLLABUS OF BAC: DSE- 6.1 
 

Unit 1: Introduction (9 hours) 
Concept, Scope and Importance of Digital Marketing, Traditional Marketing vs Digital 
Marketing, Challenges and opportunities for Digital Marketers, Digital Marketing 
landscape: an overview of Indian Markets 

 
Unit 2: Digital Marketing Management (9 hours) 
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Digital marketing-mix, Segmentation, Targeting, Differentiation and Positioning: Concept, 
Levels, and strategies in digital environment, Digital Technology and Customer 
Relationship Management, Digital Consumers and their Buying Decision process. 

 
Unit 3: Digital Marketing Presence (9 hours) 
Concept and role of Internet in Marketing, Online marketing Domains, The P.O.E.S.M. 
Framework, Website design and domain name branding, Search Engine Optimization 
stages, Types of traffic, Online Advertising: Types, formats, requisites of a good online 
advertisement, Email marketing: types and strategies 

 
Unit 4: Interactive Marketing (9 hours) 
Interactive Marketing: Concept and options, Social media marketing: concept and tools, 
Online Communities and Social networks, Blogging: types and role, Video marketing: 
tools and techniques, Mobile marketing tools, PPC marketing, Payment options and 
Gateways 

 
Unit 5: Ethical and Legal Issues (9 hours) 
Ethical Issues and Legal Challenges in digital marketing, Regulatory framework for digital 
marketing in India 

 
Exercises 

The learners are required to: 
1. Assess the significance of digital marketing in present times. 
2. Discuss marketing strategies of Companies who have succeeded in marketing their 

products through online platforms. 
3. Create a hypothetical online venture and discuss its marketing and advertising 

strategies. 
4. Analyse the importance of presence of digital marketing in present times. 
5. Design a hypothetical advertising campaign for various social media handles such as 

Facebook, Instagram, Twitter, LinkedIn, SnapChat etc. 
6. Implement various tools using free software available online, such as, Google 

Adword, Google Analytics etc. 
7. Design e-mail marketing campaigns using mail chimp or other free software 

available online. 
8. Discuss case studies on ethical and legal challenges in digital marketing. 

 
Suggested Readings 

 
● Chaffey, D., Chadwick, F.E., Johnson, K., & Mayer, R. (2008). Internet 

Marketing: Strategy, implementation and practice. (3rd ed.). New Jersey, United 
States: Pearson Hall. 

● Charlesworth, A. (2018). Digital marketing: a practical approach. (3rd ed.). 
Abingdon, United Kingdom: Routledge. 

● Frost, R. D., Fox, A., & Strauss, J. (2018). E-marketing. (8th ed.). Abingdon, 
United Kingdom: Routledge. 

● Gay, R., Charlesworth, A., & Esen, R. (2007). Online marketing: a customer led 
approach. (illustrated ed.). India: OUP Oxford. 
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● Gupta, S. (2018). Digital marketing. (standard ed.). Delhi, India: Tata McGraw 
Hill Education. 

● Kapoor, N. (2021). Concept building approach to digital marketing. (2nd ed.). 
Delhi, India: Cengage Learning India Pvt. Ltd. 

● Kotler, P., Kartajaya, H., & Setiawan, I. (2017). Digital marketing: 4.0 moving 
from traditional to digital. (1st ed.). New Jersey, United States: John Wiley & 
Sons. 

● Ryan, D., & Calvin, J. (2016). Understanding digital marketing: marketing 
strategies for engaging the digital generation. London, United Kingdom: Kogan 
Page. Oxford University Press. 

● Tasner, M. (2015). Marketing in the moment: the digital marketing guide to 
generating more sales and reaching your customers first. (2nd ed.). London, 
United Kingdom: Pearson Education. 

 

Note: Suggested readings will be updated by the Department of Commerce and uploaded 
on Department’s website. 

 
 

 
 

Learning Objectives 
The course aims to acquaint the student with the concept, tools and importance of 
Distribution logistics in Marketing. 

 
Learning Outcomes 
After completion of the course, learners will be able to: 

1. Analyze the concept of Logistics management. 
2. Discuss the concept of inventory management and recognise the tools for 

operational efficiency. 
3. Evaluate the various channels of distribution. 
4. Assess various modes of transportation for distribution. 
5. Evaluate the use of advanced technology in distribution logistics. 

SYLLABUS OF BAC: DSE- 6.2 
 

Unit 1: Introduction to Logistics (7 hours) 
Concept, Evolution, Components and Process. Dimensions of Logistics – Micro and 
Macro; inbound, outbound, Functional applications-HR, Marketing, Operations, Finance 
and IT, Role and importance of Logistics. 

 
Unit 2: Inventory and Material management (9 hours) 
Procurement, Inventory management: methods and tools of operational efficiency. EOQ, 
JIT, 3PL, and 4PL 

 
Unit 3:Distribution (11 hours) 

BAC: DSE (ASPSM) -6.2: Distribution Logistic Management (Major) 
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