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Course Objective ™

The objective of this" course is to prowde basic knowledge of concepts, principles, fools aﬁd_teehniques of
marketing, . - : e

Course Learning Dutco'iries N

et

After completing the course, the s‘rudent shall be able to: - sy
-~ CO1: develop understandmg of basic concepts of marketing, marketmg phﬂosoph'

‘ conditions effecting marketing decisions of a firm. g

-, €O2: understand the dynamics of consumer behaviour and processf’of:rﬂa,rket selec

.. CO3: understand and analyze the process of value creation through marI’{eting'-fie"

. development. PR
CO4: understand and: analyze the process of value creation through marketing dec1smns 1nv01v1ng product
‘pricing-and its distribution. o R

© COS: under ;and and: analyze the process of value creation through marketing decisions mvolvmg product
' promotion and algo to equip them with the knowledge of various developments in marketing’ area that
may govern marketing'decisions of a firm, ., -

CO6: able to apply and develop marketmg strategy and plans.

Unit

Introduction: Nature, scope and importance of marketing; Evolution of malketlng
Marketing environment; Micro and Macro environmental factors. i
Consumer Behavmur — An Overview; Consumer buying process; Factors mﬂuencmg -consymer buying
decisions,. : -

UnitIl -

Market Selection _ark_e ;-segmentatlon — concept, importance and bases; Target. market selection;
Positioning concept,dmportance and bases; Product di [ferentiation vs. Market segmentation,

Product: Meaning and: 1mportance product classifications; cancept of product mix; branding, packaging and
labelling; after-sales services; praduct llfe—oycle new product development

Unit ITI

Pricing: Significance; Factors affecting price of a product; major pricing methods; Pricing policies and
strategies,

Promotion: Nature and importance of promotion; promotion rools: advertising, personal selling, public
relations; sales promotion and publicity — concept and their distinctive characteristics; promotion mix; factors
affecting promotion mix decisions; and integrated marketing communication approach.
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® Unit 1V
Distribution: Channels of distribution - meaning and importance; types of distribution channels; wholesaling
and rotailing; factors affecting choice of distribution channel; distribution logistics, meaning, importance and
decisions.

Unit V

‘Retailing: Types of retailing - store based and non- store based retailing, chain stores, speciality stores,
supermarkets, retail vending machines, mail order houses, retail cooperatlves Management of retaﬂmg
operations: an overview; Retailing in India: a changing scenario, ) .

Recent developments in marketing: Social Marketing, Online- -Marketing, D
Marketing, Greéen Marketing, Relationship Marketing, Rural marketing.

arketing, Services

Suggested Readmgs;

‘Kevin Lane; Koshy, Abraham, and Mithileshwar Tha, Marketmg Management
A South ‘Asiani Perspeotwe Pearson Education.
. Pa}mei*, Adriafi uction to. Maﬂcetmg, Oxford University Press, UK

¢ Lamb, Charles W.; Hau Joseph F’, and Carl McDamcl Pnnclples of Malk_ in

5+ Publishing, Ohio )

e Chhabra, T.N., Principles of Marketing, Sun India Publication.
. Kumar Arun & N. Meenakshi, Markeiing Management, Vikas Publications;

. (Hmdl and Enghsh)

. 'Prlde W1111am M and D.C. Fmeil Malkehno Plamung, Implementatmn &“'Control Cengage
Learnmg
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Etzel, Michael I., Walker, BmceJ ., Staton, William J., and AJay Péndi’t, Marketing Coneepfsand Cases,
Tata McGraw Hill (Special Indian Edition). ' S '
. McCarthy, E. Jerome; Cannon, Joseph P., and William D. Penault I, Bas:o M

Approach MeGraw HlIls
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