
  

        
 

 

Course Title: Direct Marketing  

Course Level:PG   

Course Code: MKTG710   

Credit Units: THREE 

            

 

Course Objectives:  

 

Direct Marketing course provides an introduction to digital and offline direct marketing. The course covers all major direct marketing media: direct mail, 

broadcast, print, catalog etc. with a special emphasis on the use of different platforms such as email, SMS text, paid search, Mobile apps and social media. 

Student will learn how databases to be created and accessed for the direct marketing. Students will learn measurability and accountability of direct marketing 

and its relationship to the 4P’s. Direct marketing is quickly becoming an integral part of the marketing strategies of general marketing as well as the method of 

operation of traditional direct marketers. The course focuses on the marketing perspectives and technologies that are distinctly used for direct marketing and 

expose students to lead generation and retention activities in both B2B and B2C Environment.  

Prerequisites: 

 

The student opting for this course should have successfully completed the course of Marketing Management. The student is expected to combine the learning 

across specialization courses including Brand Management, Consumer Behavior and Market Research. 

 

Student Learning Outcomes: 

 

After learning this course students’ will be able to: 

 

 To identify managerial issues in Direct Marketing and analyze the offer , list and creative in response rate; 

 To design a comprehensive direct marketing strategy and improve prospecting skills.  

 To apply new media and evaluate the direct marketing efforts for the organization. 

 Develop a budget, estimate revenues for Direct marketing activities and fulfillment planning.  
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 Demonstrate the ability to conceive ideas, manage the creative process, evaluate information and use it to plan and develop campaign strategies. 

 

Course Contents/Syllabus: 

 Weightage (%) 

Module I Conceptual Framework of Direct Marketing  

15% Basics and scope of Direct Marketing, Objectives of Direct Marketing, Advantage & Disadvantage of Direct 

Marketing, Integrated Direct Marketing, Business, Strategic & Direct Marketing planning. 

Module II Analyzing & Encashing  Marketing opportunities for Direct Marketing  

25% Research design for direct marketers, The Customer Database: Analysis and Application, Consumer & Business 

mailing list, offer, Media of direct marketing- Magazines, Newspaper, TV/ Radio, Co-Ops, Telemarketing, 

Internet E-communications, Managing Direct Sales Force. 

Module III Managing the Creativity Process in Direct Marketing  

25% Introducing Creative Practices and techniques, Direct Marketing Creativity, Basic Steps of Managing catalogue 

& print advertising, Innovation through Creativity & testing The Strategic drivers of Creative Practices. 

 

Module IV Direct Marketing into Business  

20% B to B Marketing, Making a lead generation programme, Overview of E-commerce. 

 

Module V Direct Marketing Implementation and Control   

15% Marketing Intelligence- Modeling for business decision support, Mathematics tool for control in Direct 

marketing, Future of Direct Marketing. 

 

 

Pedagogy for Course Delivery: 

 

The Class sessions will consist of a combination of lecture/discussions, discussions of direct marketing cases/issues and common problems. The 

lectures/discussions are designed only to reinforce and expand on, your original thinking. This is a highly interactive course in which involvement and 

participation are valued. Students are expected to come to class ready and able to discuss the assigned readings and conceptual material made available so be 

prepared to contribute.  

 

 

 

Assessment/ Examination Scheme:   

  

Theory L/T (%) Lab/Practical/Studio (%) End Term Examination 



30% NA 70% 

Theory Assessment (L&T): 

Continuous Assessment/Internal Assessment End Term 

Examination 

Components  (Drop 

down) 

 

Mid-Term Exam 

 

Project 

 

Viva 

 

Attendance 

 

Weightage (%) 10% 10% 5% 5% 70% 

 

Text & References: 

 

 Bob stone & Ron Jacobs (2011), Successful Direct Marketing Methods, Tata McGraw Hill. 

 Nash & Edward L (2009), Direct Marketing Hand Book, Tata McGraw Hill 

 

Journals  

 

• International Journal of Advertising 

• Journal of Advertising Research 

• Journal of Advertising 

 

Any other Study Material: 

 

• Spiller, Baier, “Contemporary Direct & Interactive Marketing” (2
nd

 edition, Prentice Hall) 
 

 

 

 


