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COURSE OUTCOMES: Students are able to
Understands the concept of market and marketing.(K1)
Identifies the process for market segmentation with its targeting and positioning of products in the

I
2

market.(K1)

3. Evaluates the concept in the product life cycle with all of its pricing policies. (K2)
4. Determines and describes marketing communication process.(K4)
5. Evaluates channels of distribution along with control concept.(KS)
To | Delivery
Ref | tal | Method
Unit No Outcome Topics/Activity Text | Pe
book | rio
ds
1. Introduction to Marketing
1.1 | Marketing Needs, Wants, T l}i;[z'
1.2 | Demands Products, Exchange Tlé'lrz,
1.3 | Transactions TI&F'
COl:Understands  the | 1.4 | Concept of Market and Marketing T, T2,
1 concept of market and R1 Chalk &
marketing.(K1) 1.5 | Marketing Mix (4P’s) T'éfl 9 | Talk, PPT,
) 1.6 | Concepts of Production, Product T1, T2, Active
Rl Learning
1.7 | Sales and Marketing TIP.{']FZ. & Tutorial
1.8 | Societal Marketing, Green Marketing TlﬁF’
1.9 | Indian Marketing Environment. Tlﬁ'ln’
CO 2: Identifies the II. Market Segmentation
pEoRER folr mar ]fet ‘ 2.1 | Identification of Market Segments TLT2,
5 segmentation with its L
targeting and positioning | 2.2 | Consumer and T1, T2,
of products in the Institutional/corporate Clientele i
marsEbi kL) 23 | Segmenting Consumer Markets Tlﬁju
Chalk &




24 | Segmentation Basis
: e Tutorial
25 | Targeting and in T1, T2, '
geting Positioning 3 g i
- Learni
2.6 | Evaluation and Selection of Target | T T2 s Eﬂ 18
Markets A3 ane
Stud
27 | Positioning significance T‘ﬁ;rz' !
28 | Developing Positioning Strétegy.
MID I EXAMINATION
III. Product Aspect
3.1 | Product, Product Mix Tlﬁ'{z'
3.2, | Product Life cycl T1, T2,
uct Life cycle (PLC) 2 o
33 ici T1, T2, :
C,Q 3. Evaluates the PricinE Aspects Rl
concept in the product | 3.4 | Obsolescence, Pricing, Objectives T, 12, Chalk &
life cycle with all of its of Pricing Rl Talk
arii - ! ' a
pricing policies. (K2) | 3.5 | Methods of Pricing T1, T2, | 10 ’
s € &1 PPT,
36 | Selecting the Final price Tlﬁ?’ Tutorial
3.7 | Adopting price T1, T2
3.8 | Initiating the price cuts T1, T2
3.9 | Imitating price increases T1, T2
3.10 | Responding to Competitor’s price T1, T2
changes. ;
IV. Marketing  Communication
4.1 | Communication Process T’]'un’
42 | Communication Mix T‘ﬁgz'
CO4. Determines and . 4.3 Integrated M arketlng - Tl, T2, K
describes marketing | Communication "
communication 4.4 | Managing Advertising Sales Tll’gz’
process.(K4) ] | Promotion 10 | Chalk &
4.5 | Public relations and Direct T‘f{;m' Talk,
Marketing ' PPT &
46 | Sale force— Determining the Sales T‘é;f?,
Force Size-Sales force
Compensation.

V. Distribution, Marketing Organisation and

Control
5.1 | Channels of Distribution-ln;ensive TII;jT‘z,
5.2 | Selective and Exclusive T1, T2,




Distribution 3 Chalk &
— Talk,
CO 5. Evaluates 5.3 Organizing the Marketing rll,urz. 10 PPT,
channels of distribution Department
along wlt:chsontml 54 Marketing Implementation TII’JZ’
concept.
I ) 5.5 | Control of Marketing Tl.’;'Z,R
Performance
56 | Annual Plan Control, Profitability TR
Control
3.7 | Efficiency Control T1,T2,
38 | Strategic Control Tl,’£2,R
CASE STUDIES 5
Total | 52
MID II EXAMINATION
END EXAMINATIONS

Text Books & Reference books:

T1 | Phillip Kotler: “Marketing Management “, Pearson Publishers, New Delhi, 2013.

T2 Rajan Saxena: “Marketing Management”, Tata McGraw Hill, New Delhi, 2012.

RI' | V 8 Ramaswamy & S Namakumari, Marketing Management Global Perspective

Indian Context 4th Edition, Mac Millan Publishers 2009,

R2 | Tapan K Panda: “Marketing Management”, Excel Books, New Delhi, 2012
R3

Paul Baines, Chris Fill, Kelly Page Adapted by Sinha K: “Marketing”, Oxford
University Press,Chennai, 2013
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