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Objective:
The objective of this course isto facilitate understanding of the conceptual framework of marketing
and its applications in decision making under various environment constraints.

Courselnputs:

1 Introduction : (10)
Concept, nature, scope and importance of marketing; Marketing concept and its evolution;
Marketing mix; Strategic marketing planning an overview.

2. Market Analysisand Selection : (15)
Marketing environment- macro and micro components and their impact on marketing
decisions; Market segmentation and positioning; Buyer behavior; Consumer Versus
organization buyers, Consumer decision- making process.

3. Product Decisions: (15)
Concept of a product; classification of products;, Major product decisions; Products line and
product mix; Branding; Packaging and labeling; Product life cycle strategic implications,
New product development and consumer adoption process.

4, Pricing and Promotion Decision: (15)
Factors affecting price determination, Pricing policies and strategies,; Discounts and
rebates. Communication process; Promotion Mix advertising, personal selling, sales
promotion, publicity and public relations.

5. Distribution Channels and Physical Distribution Decisions:: (10)
Nature, functions, and types of distribution channels; Distribution channel intermediaries;
Channel management decisions; Retailing and wholesaling.

6. Marketing Research : (05)
Meaning and scope of marketing research; Marketing research process.

7. I ssue and Developmentsin Marketing: (15)
Social; ethical and legal aspects of marketing; Marketing of services; International
marketing; Green marketing; Cyber marketing; Relationship marketing and other
development in marketing.

Note : Case Sudy (15)
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SERVICE MARKETING AND CUSTOMER RELATIONSHIP MANAGEMENT

Objective:
This Course acquaints students with the basic issues in service marketing and customer relationship
management.

Course lnputs:

(A) Service Marketing

1 I mportance of Services Sector (10)
Nature and types of services and goods marketing; services marketing triangle.
2. Environment for Services Marketing : (20)

Macro and Microenvironments, Understanding service customers- models of
service consumer behaviour; Customer expectations and perception; Service
quality and Gap model.

3. Marketing Segmentation and Selection: (05)
Service maker segmentation; Targeting and positioning.
4, ServicesMarketing Mix : (20)

Need for expanded marketing mix; Planning for services offer; Pricing,  promotion
and distribution of services; Management of people; processand physical evidence;
Matching of demand for and supply of services;

5. Service Marketing Applications: (15)

Marketing of financial, hospitality, hospital, tourism and education Sservices,
International marketing of services and GATS

(B) Customer Relationship M anagement

1 Relationship Marketing and Development Process: (15)
Meaning, nature and scope; Types of relational exchanges; Attributes and
determinants of relational exchanges; Networking- nature role and mechanism.

2. Developing and Managing Relationships: (15)
Customers selection; Relationship;
Strategies; Implementing CRM; Mistakes in implementing CRM; Role of
information
Technology in relationship building-e- CRM.
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INTERNATIONAL MARKETING

Objective
The objective of this course is to expose students to the conceptual framework of international
marketing management.

Course | nputs:

1. Introduction to International Marketing: (20)
Nature and significance; Complexitiesin international marketing; Transition from
domestic to transnational marketing; International maker orientation-EPRG
framework; Ethical and Social issues.

2. International Marketing Environment : (20)
Internal environment; External environment- geographical, demographic, economic,
socio-cultural, political and legal environment; impact of environment on international
marketing decisions. Information technology, impact of globalization; WTO

3. Foreign Market Selection : (10)
Global market segmentation; selection of foreign markets, International positioning and
market entry strategies.

4, Product Decisions: (10)
Product planning for global markets, Standardization vs. Product adaptation, New
product devel opment; Management of international brands.

5. International Pricing and Promotion Decisions:: (20)
Environmental influences on pricing decisions, international pricing policiesand strategies,
Complexities and Issues; International advertising, Sales promotionand  public relations.

6. Distribution and L ogistics: (10)
Selection of Foreign distributors/ agents and managing relations with them,

International logistics decisions.

7. International M arketing Planning, Organising and Control : (10)
Issues in international marketing planning; International marketing information  system,
Organising and Controlling, International marketing operations.
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