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Upon successful completion of the course, the student will be able to:

col Unders_tand issue_s of marketing with an emphasis on learning to develop responsive
marketing strategies that meet customer needs
Course cor Make use of the key _analytical frameworks and tools used in marketing in relation to
Outcomes segmenting and targeting of products
co3 Get acquainted with the components of marketing mix, stages in new product
development
CO4 | Analyse the objectives and methods for pricing products and selecting channel members
CO5 | Evaluate the techniques of promotion mix
Contribution PO1 | PO2 | PO3 | PO4 | PO5 | PO6 | PO7 | PO8 | PO9 | PO10 | PO11 | PO12 | PSO1 | PSO2
of Course | CO1 3 3 2 3 3
Outcomes | CO2 3 3 2 3 3
towards CO3 3 3 2 3 3
achievement | CO4 3 3 2 3 3
of Program [ cos 3 3 2 3 3
Outcomes 1- Low 2-Medium 3-High

Course Content

UNIT-1 Introduction to Marketing: Definition, Nature, Scope, Importance of Marketing, Core col
Concepts of Marketing, Philosophies of Marketing.
UNIT-2 Market Segmentation ,Targeting and Positioning: Definition, Levels of Segmentation, Bases coz
of Segmentation, Target Market, Positioning Strategies.
UNIT-3 Marketing Mix:4P’s, Classification of Products, Product Life Cycle (PLC)-Stages, New co3
Product Development( NPD)- Types, Process
Pricing: Definition, Objectives, Pricing Strategies- Channels of Distribution: Definition,
UNIT-4 . Cco4
Functions, Levels
Promotion Mix: Definition, Objectives, Importance, Elements, Integrated Marketing
UNIT-5 I CO5
Communication(IMC)
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Books 17th Edition. New Delhi: 2018
2. RajanSaxena, Marketing Management, Tata-McGraw Hill, Fifth Edition New Delhi :2015
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Reference 2. G(_)Vindar_aja_n M., “MarkeFing Management, Concepts, Cases, Challenges and Trends”, PHI
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3. Karunakaran, “Marketing Management”, Himalaya Publishing House, Mumbai.
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Cengage Learning, New Delhi, 2012.
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