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Thére will be three sections of the question paper. In section A there will be 10 short answer guestions
of 2 marks each. All questions of this section are compulsory. Section B will comprise af 10 questions
. of § marks each out of which candidates are required to attempt any seven questions. Section Cwill be

having 5 questions of 15 marks each out of which candidates are required to attempt any three questions.
The examiner will set the questions in all the three sections by covering the entire syllabus of the

concerned subject.

Course Inpﬁts:.

_ Unit-1  Imtroduction: Concept, nature, scope and importance of marketing: Marketing concept and its evolution;
Marketing mix; Strategic marketing planning — An overview. '

Market Analysis and Selection: Marketing environment-Macro and Micro Components and their
impact on marketing decisions. Market segmentation and positioning, Buyer behaviour, Consumer
decision making process. ‘

Unit-2  Product Decisions: Concept of a product, Classification of products; Major product decisions; Product
fine and product mix; Branding, Packaging and labeling, Product life~cycle-strategic implications, New
product development and consumer adoption process. '

Unit-3  Distribution Channels and Physical Distribution Decisions: Nature, functions and types of
distribution channels; distribution channel intermediaries; Channel management decisions; Retailing
and wholesaling. Decision — areas in the Management of Physical Distribution.

Unit-4  Pricing Decisions: Factors affecting price determination; Pricing policies and strategies, Promotion
Decisions; Communication process; Promotion mix advertising, personal selling, sales promotion,
publicity and public relations; Determining advertising budget; Copy designing and its testing; Media

~ selection; Advertising effectiveness; Sales promotion — tools and techniques.

Unit-5 Marketing Research: Meaning and scope of marketing research; Marketing research process.
Marketing Organisation and Control: Organizing and controlling marketing operations.

Issues and Developments in Marketing; Social, ethical and legal aspects of marketing; Marketing of
services; International marketing; Green marketing; Cyber marketing; Relationship marketing and other
developments in marketing.




