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Total Marks: 100
Pass Marks: 50
ASSIGNMENT No. 1
(Units: 1–4)

Note:
Attempt all questions.

Question 1









     (20)

Explain the various marketing concepts and points of view. How is marketing theory related to other social and behavioral sciences?
Question 2









     (20)

Analyze the intrafirm and interfirm environments affecting marketing decisions. How do economic, legal, and public policy environments influence marketing activities?
Question 3









     (20)

Discuss the factors influencing consumer behavior, including motivation, personality, and environment. How do industrial consumers differ from individual consumers?
Question 4









     (20)

Explain the concept of pricing. Discuss various pricing methods and the role of discounts in marketing strategy.
Question 5









     (20)

Discuss modern techniques of retailing. How does direct selling differ from traditional retailing methods?
Total Marks: 100
Pass Marks: 50
ASSIGNMENT No. 2

(Units: 5–9)

Note:
Attempt all questions.

Question 1









     (20)

Who are wholesaling middlemen? Discuss wholesaling strategies and examine the future of wholesaling in a changing marketing environment.
Question 2









     (20)

Describe the sales process and sales promotion campaigns. How do corporate image and advertising expenditure influence marketing success?
Question 3









     (20)

Describe the steps involved in the marketing research process. Discuss behavioral and motivational research and the significance of marketing audit.
Question 4









     (20)

Explain market targeting and evaluation of market segmentation. What criteria should be used to assess the effectiveness of a segmentation strategy?
Question 5









     (40)

You are required to select one local business, such as a retail shop, service provider, or small firm operating in your nearby area, and study its basic marketing practices through direct observation. You should briefly describe the nature of the business, the products or services offered, and explain in simple terms what marketing means for that business. You should also identify the main category of customers served by the business and mention one or two important factors that influence customers to purchase from it, such as price, quality, convenience, or service.

In addition, you should describe one major product or service of the business, indicate its general price level, and mention whether any discounts or offers are provided. You should also observe and explain how the business promotes itself, such as through signboards, posters, word of mouth, or social media, and state which promotional method appears to be the most effective. The assignment should be based on actual field observation and presented in a short report of about two to three pages, concluding with brief personal observations about the effectiveness of the business’s marketing practices.

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 Distributions

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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