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Objective: To familiarize the students with the basic concepts and principles of 
marketing and to develop their conceptual and analytical skills to be able to manage 
marketing operations of a business firm. 
Prerequisite: Required Basicunderstanding of Marketing Process 
 
Course Outline 

Sr.no. Course Content No. of 
Hours 

1. Introduction: 
Nature and Scope of Marketing; Core Marketing Concepts; 
Evolution of modern marketing concept; Modern marketing 
concepts; Marketing Mix; Marketing management process-a 
strategic perspective; Customer quality, value and satisfaction; 
Planning and control. Marketing Environment: Significance of 
scanning marketing environment; Analyzing macro environment of 
marketing-economic, demographic, socio-cultural, technological, 
political and legal segments; Impact of micro and macro 
environment on marketing decisions. 
Buyer behaviour: Need for studying buyer behavior; Consumer vs. 

15 



business buying behaviour; Consumer buying decision process and 
influences; Industrial buying process. Market Segmentation, 
Targeting 
and Positioning: Bases for segmenting a consumer market; Levels of 
market segmentation; Factors influencing selection of market 
segments; Criteria for effective market segmentation; Target market 
selection and strategies; Positioning – concept, bases and process. 

2. Product and Pricing Decisions: 
Product - concept and classification; Major product decisions; New 
product development; Packaging and labelling; Product support 
services; Branding decisions; Product life cycle – concept and 
appropriate strategies adopted at different stages. Pricing- 
Objectives, 
Factors affecting price of a product, Pricing policies and strategies. 
Ethical issues in Product and pricing decisions. 

11 

3 Distribution Decisions: 
Channels of distribution – concept and importance; Different types 
of distribution middlemen and their functions; Channel 
management, selection, motivation and performance appraisal of 
distribution middlemen; Distribution logistics – concept, importance 
and major 
logistics decisions; Channel integration and systems. Ethical issues 
in distribution decisions. Retailing and Wholesaling: Types of retail 
formats; Retail theories; Retailing strategies; Non-Store retailing; 
Wholesaling-nature and importance, types of wholesalers; 
Developments in retailing and wholesaling in Indian perspective. 

13 

4. Promotion Decisions: 
Role of promotion in marketing; Promotion methods; Integrated 
Marketing Communication – Concept; Communication process and 
promotion; Determining promotion mix; Factors influencing 
promotion 
mix; Developing advertising campaigns. Ethical issues in promotion 
decisions 

06 

 Total Hours 45 
Learning Outcomes: 

Theoretical: Understand the Marketing Strategy. 

Practical: Implementation of Marketing Strategy. 

Teaching & Learning Methodology: The following pedagogical tools will be used to teach this 

course: 

(A)Lectures  
(B)Case Discussions 

  (C)Quiz/Class Participation/Assignment, etc 

Books Recommended: 

1. Kotler, Philip; Keller, Kevin Lane; Koshy, Abraham, and MithileshwarJha, 
Marketing Management: A South Asian Perspective, Pearson. 
2. Lamb, Charles W.; Hair, Joseph F., and Carl McDaniel, Mktg, Cengage Learning. 
3. Etzel, Michael J., Walker, Bruce J., Staton, William J., and Ajay Pandit, 
Marketing Concepts and Cases, Tata McGraw Hill (Special Indian Edition). 


