Svllabus of Management Department

.5t Semester

COM-HC-5016: PRINCIPLES OF MARKETING

Marks: 100 Credit: 6

Objective: The objective of this course is to provide basic knowledge of concepts,
principles,tools and techniques of marketing.

Contents:

Unit 1: Introduction:

Nature, scope and importance of marketing; Evolution of marketing;
Sellingvs Marketing; Marketing mix, Marketing environment: concept,
importance, and components (Economic, Demographic, Technological,
Natural, Socio-Cultural and Legal).

Unit 2:

a. Consumer Behaviour: Nature and Importance, Consumer buying
decision process; Factors influencing consumer buying behaviour.

b. Market segmentation: concept, importance and bases; Target market
selection; Positioning concept, importance and bases; Product
differentiation vs. market segmentation.

Unit 3: Product:

Concept and importance, Product classifications; Concept of product
mix; Branding, packaging and labelling; Product-Support Services;
Product life-cycle; New Product Development Process; Consumer
adoption process.

Unit 4:
a. Pricing: Significance. Factors affecting price of a product. Pricing
policies and strategies.



b. Distribution Channels and Physical Distribution: Channels of
distribution - meaning and importance; Types of distribution channels;
Functions of middle man; Factors affecting choice of distribution
channel; Wholesaling and retailing; Types of Retailers; e-tailing,
Physical Distribution.

Unit 5:

a. Promotion: Nature and importance of promotion; Communication
process;, Types of promotion: advertising, personal selling, public
relations & sales promotion, and their distinctive characteristics;
Promotion mix and factors affecting promotion mix decisions;

b. Recent developments in marketing: Social Marketing, online
marketing, direct marketing,services marketing, green marketing, Rural
marketing; Consumerism.



COM-DSE-HC-5036(C): ADVERTISING

Marks: 100 Credit: 6
Objective: The objective of this course is to familiarize the students with the basic
concepts, tools and techniques of advertising used in marketing.

Unit 1: Introduction:

Communication Process; Advertising as a tool of communication;
Meaning, nature and importance of advertising; Types of advertising;
Advertising objectives. Audience analysis; Setting of advertising budget:
Determinants and major methods

Unit 2: Media Decisions

Major media types - their characteristics, internet as an advertising
media, merits and demerits; Factors influencing media choice; media
selection, media scheduling, Advertising through the Internet-media
devices

Unit 3: Message Development
Advertising appeals, Advertising copy and elements, Preparing ads for
different media

Unit 4. Measuring Advertising Effectiveness:
Evaluating communication and sales effects; Pre- and Post-testing
techniques.

Unit 5:
a) Advertising Agency: Role, types and selection of advertising agency.
b) Social, ethical and legal aspects of advertising in India.



