THEORY PAPER

Part A Introduction

Program: Honours/Research | Class :B.Com. | Year: IV | Session: 2024-25
Subject: Advertising, Sales promotion and Management
1 | Course Code M4-ASPM2T
2 | Course Title Marketing Management
3 | Course Type (Core Course/ Core Course - I1
Discipline Specific Elective/)
4 | Pre-requisite To study this course, a student must have had this subject in
Degree.
5 | Course Learning outcomes | On successful completion of this course, the students will
(CLO) be able to:
1. Know the Philosophy of Marketing
2. How to plan for new product development
3. Know about pricing Strategies
4. Working of Distribution Channel
6 | Credit Value 6
7 | Total Marks Max. Marks: 30 + 70 \ Min. Passing Marks: 35
Part B- Content of the Course
Total No. of Lectures 90 (in 2 hours per week):
Unit Topics No. of Lectures
I | Marketing Management: Concept Philosophy and Process; Mix: 18
Definition, Importance and Factors Determining Marketing Mix;
Meaning and nature of Product. Concept of Product Mix; Product
Planning and new Product Development; Product life Cycle: Product
Packing: definition Function and Requisites of good Packing,
Labelling.
IT | Pricing: Concept, Objectives and Factors Affecting Prices of Product, 18
Pricing Policies and Strategies, Types of Pricing Decisions, Pricing
Methods.
III | Distribution Channels: Concept, Objectives and Importance of 18
Channels of Distribution of Consumer Goods, Types of Channels of
Distribution, Factors Affecting Choice of Distribution Channels.
IV | Promotion: Meaning, Nature and Importance, Tools of Promotion, 18
Concept of Promotion Mix and Factors affecting Promotion Mix,
Emerging Trends in marketing.
V | Direct marketing: Features Functions, Advantages, Disadvantages 18

and direct Marketing Strategies.

Keywords/Tags: Marketing Philosophy, Product Mix, Packing, Pricing Methods.




Part C-Learning Resources

Text Books, Reference Books, Other resources

Suggested Readings:
1- Kotler, Philip. Marketing Management. NewDelhi. Mcmillan India Ltd., 1999.
2- Kotler, Armstrong, Agnihotri, Haque- Principles of Marketing- South Asian Perspective
(Pearson)
03- Dr Sumit Agarwal & Dr Sandeep Agrawal, Principles and Practices of Advertising and
Sales Promotion :An Indian Perspective, Redvick Book, 2021
04 S.A.Sherlekhar:MarketingManagement,Himalaya

05 Govindarajan:MarketingManagement:Concepts,Cases,challenges&Trends,PHI

2. Suggestive digital platforms/ web links
https://www.distanceeducationju.in/
https://ocw.mit.edu/courses/15-810-marketing-management-fall-2010/pages/readings/

Suggested equivalent online courses:

Part D-Assessment and Evaluation

Suggested Continuous Evaluation Methods:
Maximum Marks : 100
Continuous Comprehensive Evaluation (CCE) : 30 Marks University Exam (UE): 70 Marks

Internal Assessment : Continuous Class Test Assignment/Presentation

Comprehensive Evaluation (CCE) 30
External Assessment : Section(A) : Very Short Questions

University Exam Section Section (B) : Short Questions 70
Time : 03.00 Hours Section (C) : Long Questions

Any remarks/ suggestions:
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