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Course Objectives:  

The objective of this course is to enrich and impart the students to understand the concepts, principles, 

tools and techniques to plan, organize and implement in the changing marketing land scope.  

Unit 1 Introduction to Marketing                                                                                    6 Hours  

Meaning, Nature Scope of Marketing, Marketing Process, Marketing Management Concepts, (Production 

Concept, Product Concept, Selling Concept, Marketing Concept and Societal  Marketing Concept), 

Marketing Mix: 4Ps and 4Cs, Major Trends and Forces that are Changing the Marketing land Scope 

Unit 2 Marketing Environment Analysis                                 8 Hours  

Meaning, Micro and Macro Environmental Factors Affecting Marketing, Consumer Behavior, 

Characteristics Affecting Consumer  Behavior, Types of  Buying  Behavior, Consumer Buying Decision 

Process, Buying Decision Process for New Product, Business Buying Behavior, Business Buying Process 

Unit 3 Market Segmentation                                                   6 Hours  

Meaning, Requirements for Effective Segmentation, Bases for Consumer and Business Market 

Segmentation, Market Targeting (differentiated and undifferentiated), Niche Marketing, Positioning 

Unit 4 Products, Services and Brands   8 Hours 

Meaning of product, Product and Service Classifications, Individual Product Decisions, Product Mix 

Decisions, Branding, Packaging, Labeling, Service Marketing, Characteristics of Service, New Product 

Development Process, Product Lifecycle Strategies 

Unit 5 Pricing                                                                          6 Hours  

Meaning, Factors Affecting Price Determination, New Product Pricing Strategies (Market – Skimming 

Pricing and Market Penetration Pricing) Product Mix Pricing Strategies, Price Adjustment Strategies, 

Price Changes, Public Policy and Pricing  

Unit 6 Distribution Channels and Logistics                       8 Hours  

Nature and Importance of Marketing Channels, Direct Marketing Channel and  Indirect Marketing  

Channel, Channel Behavior and Organization, Channel Design Decisions, Channel Management 

Decisions, Nature and Importance, Retailing, Retailer  Marketing Decisions, Wholesaling, Wholesaler 

Marketing  Decisions      

Unit 7 Promotion                                                                    6 Hours  

Meaning, Components of Promotion, Advertising, Developing Advertising Strategy, Public Relations 

Role and impact of Public Relations, Personal Selling Process, Seles Promotion, Rapid Growth of Sales 

Promotion, Publicity  
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