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WARNING

1. PLAGIARISM OR HIRING OF GHOST WRITER(S) FOR SOLVING THE ASSIGNMENT(S) WILL DEBAR THE STUDENT FROM AWARD OF DEGREE/CERTIFICATE, IF FOUND AT ANY STAGE.

2. SUBMITTING ASSIGNMENT(S) BORROWED OR STOLEN FROM OTHERS(S) AS ONE’S OWN WILL BE PENALIZED AS DEFINED IN “AIOU PLAGIARISM POLICY”.

Course: Principles of Marketing (5407)
   Semester: Autumn, 2025
Level: ADC/ADB/BS
Total Marks: 100
Pass Marks: 50

ASSIGNMENT No. 1

(Units: 1–4)

Q. 1
Discuss the evolution of marketing from its early development to the modern-day practices. How has the role of marketing changed over time in response to societal and business needs?
(20)
Q. 2
Explain how the legal and public policy environment can influence a company’s marketing strategy. Provide examples of marketing decisions affected by public regulations.
(20)
Q. 3
Identify and explain the key population factors that marketers consider when segmenting their markets. How do these factors impact consumer consumption patterns?
(20)
Q.4
How does consumer motivation influence purchasing behavior? Discuss how marketers can use motivation theory to design effective marketing campaigns.
(20)
Q. 5
Define the product life cycle. Briefly describe each stage and explain how pricing strategies should be adapted throughout the product's life cycle.
(20)
Total Marks: 100
Pass Marks: 50

ASSIGNMENT No. 2

(Units: 5–9)

Q. 1
Compare and contrast small-scale and large-scale retailing. What are the strengths and challenges associated with each in the context of modern consumer markets?
(20)
Q. 2
Describe the major functions performed by wholesalers in the marketing system. How do these functions benefit both manufacturers and retailers?
(20)
Q. 3
What are the essential components of a successful sales promotion campaign? Discuss the role of media and advertising in enhancing promotional effectiveness.
(20)
Q. 4
Outline the key steps involved in the marketing research process. Why is marketing research critical in making informed business decisions?
(20)
Q. 5
What is market segmentation, and how does it differ from market targeting? Explain the importance of evaluating segmentation effectiveness before targeting.
(20)

COURSE OUTLINE

Principles of Marketing 5407

Unit 1: Some Marketing Fundamentals

1.1
Meaning of Marketing

1.2
Historical Development and Importance of Marketing

1.3
Various Concepts and Points of View

1.4
Marketing Theory, various approaches, and Relationships with 


Sciences

1.5
Summary 

Unit 2
Marketing Functions

2.1
Overall Marketing picture and Strategies

2.2
Intrafirm and Interfirm Environment

2.3
Economic Environment

2.4
Public Policy and Legal Environment

2.5
Summary 

Unit 3
Consumer Behaviour

3.1
Marketing segmentation – Population Factors and Consumption

3.2
Consumer Motivation

3.3
Major Marketing stimuli & Consumption Factors

3.4
Influence of Personality and Environment

3.5
Industrial Consumers

3.6
Summary 

Unit 4
The Product and Price

4.1
Definition and Attributes of Products

4.2
Packaging, Branding, and Life-cycle

4.3
Pricing of Products

4.4
Discount

4.5
Summary 

Unit 5
Retail Marketing

5.1
Retailing as a channel of distribution
5.2
Small-Scale Retailing

5.3
Large-Scale Retailing

5.4
Techniques of Retailing and Direct Selling

5.5
Summary 

Unit 6
Wholesale Marketing

6.1
Nature of Importance of Wholesaling

6.2
Functions and Performance

6.3
Wholesaling Middlemen

6.4
Wholesaling Strategy and Future of Wholesaling

6.5
Summary 

Unit 7
Sales Promotion

7.1
Advertising and Media

7.2
Sale Process & sale-promotion Campaigns

7.3
The corporate Image

7.4
Advertising Expenditure and Strategic Considerations

7.5
Summary 

Unit 8
Marketing Information and Research

8.1
Marketing Information

8.2
Marketing Information System

8.3
Steps in Marketing Research Process

8.4
Behavioural and Motivational Research & Market Research Reports

Marketing Audit

8.5
Summary  

Unit 9
Marketing Policies and Segmentation

9.1
Marketing Policies and Segmentation

9.2
Market Segmentation

9.3
Market Targeting

9.4
Evaluation of Market Segmentation


9.5
Summary
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