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Teaching Scheme Examination Scheme

Lectures: 4 hrs/Week L Class Test -12 Marks
Tutorials: 1 he/Week .~ ~ % {iv o ~-Teachers Assessment — 6 Marks

Credits:s - . Attendance — 12 Marks
fedtsrs - nd'SeniesterBxam — 70 Marks

Course. Ob} ective

The objective of ¢

matketing and to ]

:is..'{:ciurse is t0 provide basic knowledge of Edﬁéépf‘s, principles; tools. and-techniques of

rowledge about various developments in the marketing,

Course Learning ‘Ou

soncepts of iarket
ecting marketing dedision
CO2: understand the dynamics of consumer behaviour and processio:
CO3; tinderstand and analyze the process of valus création throug
- development. B -
CO4: understand- and analyze the process of value creation through marketing decisions involying product

_pricing, <~

g:ﬂéjj:he"';efﬁ(_:jent and effective distribution strategy. SERURAEP N £
ndlyze.the process of value creation through marketing decisions inyolving -
and -also-to equip .them with .tho-knowledge of various developments, in i,

FE]
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Introduction to Marketing: Meaning, Nature, Scope and” Fmpy g; Core pis’ of marketing:
Marketing Philosophies; Services Marketing: Meaning and distinctive’characteristics larkefing Mix.
Marketing Enyironment: Need for studying marketing envitonment;. Micrg™environmental factors.
pany;. suppliers.- 1 arketing infermediaries, customers, competitors, publies; Macro environmental
, nomi tural, technological, politico-legal and sociv-. cuiltural.

| Types;Stages-in Consumer buying decision
process; Factors influencing consum FraT

Market Selection: Choosingrﬁiarket*-‘fvé}ué through STP: "Market Segmentation- Levels and bases of
segmenting consumer markets, Market Targeting~ concept and criteria, Product Positioning — concept and
bases; Product differentiation- concept and bases,
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Unit IiI;

Product Decisions: Concept and classification; Levels of Product; Designing value- Product- mix
dimensions, strategies and types; Branding- fiunctions, strategies, types and qualities of good brand name;
Packaging and Labeling- functions, types and ethical aspects; Product support services.

New Product Development: Product life eyecle — concept and marketing strategies; New product
development- concept and process: . o o C :

Unit IV: L
Pricing Decisions: Objectives; Factors. affécting pr
Ethical issues in"pricing dedisiong. * & - Wt
Distribution Decisions: Channels of distribution- type
choice of distribution channel; Distribution st‘rateg'ieé\;"D'istrl,bu_thp
logistics decisions; Wholesaling and retailing; Types of retail formats;
an overview; Enterging distribution trends. T

value- factors affecting
’ portance and major
tailing operations:

UhitY:_z -

fi¢ation process; Importance of Promotion; Communicating valiie- Deoision

cl ding: advertising, personal selling, sales promotion, public relations,
e infliensing promotic mix; Integrated Marketing Communication

Promotion Dei
about . Promotign s
publicity and dife

approach. R il
Developments in Marketing:; Re ationship Matketings convep
concept and issues. Rural marketing- Chafa’c;:jcgr,iétiés rivef
mix. Social marketing- concept, tools and issyes: Digita] market

i
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* Bizel, M. I, Wilker
= Kapoor, Nesrij: Prin
* Kotler, P., :Ar

PearsonEducati Indian edition, ..
» Mahajan, J.P. and Mahaja_ﬁAnujjama._Prihéiplé's_&gf_M kéting
» Sharma, K., & Swati Aggarwal.(2018). Principles of Mark
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I Readings

Lévy; M, (3017), Marketing (5% od.). MoGraw-Hill Education, . - " i
L, Koshy, A, & Tha, M. (2013). Principles of Marketing: A South
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