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Pre-requisite for the course (if any) NIL 

Course Learning Outcomes (CLO) After completing this course, the learner will be able to: 

1.  understand the basic concepts of marketing and assess 

the marketing environment. 

2.  analyse the consumer behaviour in the present scenario 

and marketing segmentation. 

3.  discover the new product development and factors 

affecting the price of a product in the present context. 

4.  understand the  promotional and distribution strategies 

along with the recent developments in the field of 

marketing. 

 

Credits 
Theory Tutorial Total 

03 01 04 

Internal Assessment Marks 30 - 30 

End Term Exam Marks 70 - 70 

Exam Time 03 Hrs.  03 Hrs. 

Part-B Contents of the Course 

Instructions for Paper Setters 

1. The examiner will set 9 questions in all covering the course learning outcomes (CLOs). 

Question No. 1 will be compulsory and comprises of seven parts of 2 marks each. Question 

Nos. 2 to 9 will carry 14 marks each, having two questions from each unit.  

2. Students are required to attempt 5 questions in all, selecting one question from each unit and 

the compulsory question. 

Unit Topics Contact Hours 

I Marketing: Concept, nature, scope and importance; Evolution of 

Marketing; Understanding marketing in new perspectives; Marketing 

environment: Concept, importance; Micro environmental factors: 

Suppliers, marketing intermediaries, customers, competitors, public; 

Macro environmental factors: Demographic, economic, natural, 

15 



technological, politico-legal and socio- cultural. 

II Consumer behaviour: Concept, nature and importance, consumer 

buying decision process, factors Influencing consumer buying 

behaviour; Market segmentation: Concept, importance and bases; 

Target market selection; Positioning: Concept, importance and bases. 

15 

III Product: Concept, importance and classification; Branding, 

Packaging and Labelling; Product life cycle; New product 

development; Pricing: Concept, significance, price determination, 

pricing methods, pricing policies and strategies. 

15 

IV Promotion: Nature and importance; Advertising, personal selling, 

sales promotion and publicity/public relations; Factors affecting 

promotion mix decisions; Distribution: Concept, importance and 

types of distribution channels; Factors affecting choice of distribution 

channel; Retailing; Wholesaling. Overview of recent developments 

in marketing: Social marketing; Online marketing; Direct marketing; 

Green marketing; Relationship marketing. 

15 

V* --  

Suggested Evaluation Methods 

Internal Assessment: 

 Theory 

Class Participation 

Seminar/Presentation/Assignment/Quiz/Class Test etc. 

Mid Term Exam 

 End Term Exam 

Part-C Learning Resources 

Recommended Books/E-Resources/LMS: 

 Grewal, Dhruv and Michael Levy; Marketing; Tata McGraw Hill. 

 Kumar Arun & Meenakshi N., Marketing Management, Vikas Publishing House Pvt. Ltd., 

New Delhi. Third Edition 

 Michael, J. Etzel, Bruce J. Walker, William J Stanton and Ajay Pandit, Marketing: 

Concepts and Cases. (Special Indian Edition)., McGraw Hill Education 

 Philip Kotler, Principles of Marketing. Pearson Education. 

 Ramaswami, V.S. and Namakumari, S.; Marketing Management; MacMillan India Ltd.  

 Saxena Rajan, Marketing Management, Tata McGraw-Hill Publishing Company Ltd., New 

Delhi. Fifth Edition. 

 

* Applicable for courses having practical component. 

 

  


