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SEMESTER-III
COURSE1:FUNDAMENTALS OFMARKETING

Theory Credits:4 4 hrs/week

Course Objectives
Thecourseis designed to:
o Enhancestudents’knowledgeof thebasicsofmarketing.
o Makethestudentsunderstandtheneedandimportanceofmarketsegmentation,
targeting, and positioning.
o Helpstudentsunderstandthestepsinvolved indevelopingamarketingplan.
o Developpracticalinsightsintotheapplicationofmarketing concepts.

o Makestudents awareof therecenttrends in marketing.

CourseOutcomes (COs)

Uponsuccessfulcompletionofthiscourse,studentswillbeable: to
CO1:explainthefoundationalconcepts,evolution,androleofmarketinginadynamic environment.
CO02:identifytheimportanceofsegmentation,targeting,andpositioningstrategiesin consumer
and industrial markets.
CO3:analyzeproductlevelsandpricingstrategies,andapplylifecyclemanagementin marketing
decisions.
CO4:examineplacementandpromotionalstrategiesforeffectivemarketingcommunication and
distribution.

CO5:evaluaterecenttrendsinmarketingsuchasgreenmarketing, virtualanddigital marketing
practices.

UNITEINTRODUCTIONTO MARKETING:
Marketing-Definition, Evolution,coreconcepts,Marketingv/sSelling,RoleofaMarketing
Manager in the current scenario, Marketing Environment — Internal and External

Environment. Marketing Mix elements; Marketing Process.

Unitll: SEGMENTING, TARGETINGAND POSITIONING(STP):
Marketsegmentation, Meaning,itsbenefits,BasesforsegmentingConsumermarketand Industrial
market, Market Targeting, Patterns of Targeting, Product positioning concept Positioning

strategies.
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UNIT-III:PRODUCT ANDPRICING:
Concept, Levels of Products — core benefit, basic product, expected product, augmented
product and potential product, Product Life Cycle - concept, stages. Pricing: Meaning,

Objectives,PricingStrategies-Skimmingpricing,Penetrationpricingandpsychological pricing.

UNIT-I1V:PLACINGANDPROMOTIONALSTRATEGIES:
Place-Need and importance of distribution, Factors influencing selection of distribution
channel,ChannelsofDistribution.ElementsofPromotionalMix-Advertising, Publicity, Public

Relations, Sales Promotion, Personal Selling and Direct Marketing.

UNIT-V:Recent TrendsinMarketing:
GreenMarketing-Meaning, Importance, UseofInformationTechnologyinmarketing practices —

Virtual marketing, E-buying behavior. Digital Marketing- Meaning and Importance.

Student-CentricActivities
o conductamarketingsurveyandanalyzeconsumer preferencesfor aproductor brand
o createapositioningmap fordifferentbrandsin a product category
e grouppresentation onreal-world pricingstrategiesused byleadingcompanies
o roleplayonpersonal sellingand promotionalcommunication

o developabasicmarketingplanincludingSTP,4Ps,anddigitalpromotionforastart-up idea

ReferenceBooks:
1. PhilipKotler,MarketingManagement,PearsonEducation.
2. W.J.Stanton,Michael].Etzel&BrucelJ. Walker,FundamentalsofMarketing,
McGraw Hill International.
3. RamaswamyV.S.&NamakumariS,MarketingManagement:GlobalPerspective —
Indian Context, Macmillan.
4. TapanKPanda,MarketingManagement,ExcelBooks.
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SEMESTER-1V
COURSE 2:CONSUMER BEHAVIOUR

Theory Credits: 4 4hrs/week

Course Objectives
Thecourseis designed to:
o Explaintheconceptofconsumerbehaviouranddescribetheconsumerresearch
process in detail.

o Understandthe factorsaffectingconsumerbehaviourindetail.
e Analysetheconsumerdecision-makingprocess.
o Assessthe impact of consumermotivation and personalityon buyingbehaviour.
o Impartthebasicknowledgeofconsumerprotectionrights.
CourseOutcomes (COs)

Uponsuccessful completionofthiscourse,studentswillbeable:to
CO1:explainthesignificanceofconsumerbehaviourandconductconsumerresearchusing appropriate
tools.

CO2:identifyinternalandexternal factorsinfluencingconsumerchoicesand preferences.

CO3: analyze the stages of consumer decision-making and the impact of digital trends.
CO¢4:interpretkeytheoriesofmotivationandpersonalityandtheirrelevancetoconsumer

psychology.
CO5:evaluatemarketingcommunicationstrategiesandunderstandconsumerprotection rights

and legislation.

UNITELINTRODUCTIONTOCONSUMER BEHAVIOUR:
Definition, Nature, Scope, Consumer Behaviour’s Applications in Marketing: Consumer
researchprocess—DefiningResearchObjectives,Collecting&EvaluatingSecondaryData,

PrimaryResearch Design,CollectingPrimaryData, AnalysingData &Report Preparation.

UNITII:FACTORSAFFECTING CONSUMER:
Behaviour Factors influencing Consumer Behaviour— External Influences — Culture, Sub
Culture,SocialClass,ReferenceGroups,Family,InternalInfluences—Needs&Motivations,

Perception, Personality, Lifestyle, Values, Learning, Memory, Beliefs & Attitudes.

UNITIII: CONSUMERDECISIONMAKINGPROCESS:
Types of consumer decisions, Consumer Decision Making Process - Problem Recognition -
InformationSearch-AlternativeEvaluation—PurchaseSelection—PostpurchaseEvaluation,

Buying pattern in the new digital era.
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UNITIV:CONSUMER MOTIVATION&PERSONALITY:
ConsumerMotivation—Needs,Goals,Motivearousal, Maslow’sHierarchyofNeeds,Freud’s
Theory of Motivation , Consumer Personality — Self-concept theory, Psychoanalytic Theory,

Neo-Freudian Theory, Trait Theory.
UNITV:MARKETINGCOMMUNICATIONS,CONSUMER RIGHTS:

Marketing Communication Process, Types of Communication systems — Interpersonal,

Impersonal, Persuasive Communication, Consumer Protection Act 1986, Rights ofconsumers.

Student-CentricActivities
o conductaminiresearchprojectonconsumerpreferencesforaproductcategory

o groupdiscussiononpsychologicalfactorsaffectingonlineshoppingbehaviour

e role-playon consumer decision-making scenarios

e prepareareportonrecentconsumercomplaintsandprotection measures

o casestudyanalysis ofmarketingstrategiesbasedon consumerlifestyle segmentation
ReferenceBooks:

1. LeenG.SchiffmanandL.H.Kanuk:ConsumerBehaviour,PearsonEducation
2. Hawkins,Best,Coney:ConsumerBehaviourBuildingMarketingStrategy, TataMcGraw
Hill.

3. Kazmi:ConsumerBehaviour,ExcelPublishers.
4. Panwar,].S.BeyondConsumerMarketing,SageResponseBooks,NewDelhi.
5. MukeshChaturvediandAbhivanChaturvedi:CustomerRelationshipManagement An

Indian Perspective. Excel Books.
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