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UNIT 1 PRINCIPLES OF MARKETING

1.1 The Field of Marketing
111 Nature and Scope of Marketing
1 Present Day Importance of Marketing
113 ‘The Marketing Concept
1 Marketing Management and its Evaluation
12 The Marketing Environment

121 External Macro Environment
122 External Micro Environment
123 An organization's Intemal Environment
13 Strategic Marketing Planning
131 Managing a Marketing System
132 Nature and scope of Planning
133 Strategic Company Planning and Marketing Planning
14 Marketing Information Systems and Marketing Research
141 Meaning and Importance of Marketing Information System
142 Scope of Marketing Research and Procedure in Marketing
Research

UMIT 2 TARGET MARKETS
2.1 Market Demographics and Buying Behaviour

211 Market Opportunity Analysis
212 Population: lts Distribution and Composition
213 Consumer Income and Tis Distrihuion
214 Consumer Expenditure Patterns
22 Social Group and Psychological Influences on Buyer Behaviour
221 Importance and Difficulty of Understanding Consumer Behaviour
222 Cultural Influences
223 Social Group Influences
224 Psychological Determinants of Buyer Behaviour
225 Decision Making Process in Buying
23 The Industrial Market
231 Nature Scope and Importance of the Industrial Market
232 Characteristics of Industrial Market demand
233 Determinants of Industrial Market Demand
24, Market Segmentation and Forecasting Market Demand
241 Nature of Market Segmentation
242 Bases of Market Segmentation and Target-Market Strategies

243 Forecasting Market Demand
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3.1 Product Planning and Development

301 ‘The Meaning of Product
312 Classification of Products
313 Importance of Product Innovation and Development of New
Products
314 Organizing for Product Innovation
315 Why New Products Fail or Succeed
32 Product-Mix Strategics
321 Product Mix and Product Line
322 Major Product-Mix Strategies
323 Concept of the Product Life Cycle
324 Planned Obsolescence and Fashion
33 Brands, Packaging and other Product Features
331 Brands
332 Packaging and Labeling
333 Other Image-Building Features
UNIT 4 THE PRICE
4.1 Pricing Objectives and Price Determination
411 Nature and Importance of Price
412 Pricing Objectives

413 Factors Influencing Price Determination

42 Basic Methods of Setting Prices

Cost plus Pricing

Break Even Analysis

Prices based on a Balance between Supply and Demand

424 Prices Set in Relation to Market Alone
43 Pricing Strategies and Policies
431 Discounts and Allowances
432 Geographic Pricing Strategies
433 One Price versus Flexible Prices Strategy
434 Skimming and Penetration Pricing

435 Unit Pricing, Price Lining, Resale Price Maintenance, Leader Pricing and
Psychological Pricing
436 Pricing Versus Nonprice Competition
UNIT 5 THE DISTRIBUTION - T
51 The Retail Market and Retailing Institutions

511 Middlemen and Channels of Distribution
512 Nature of Retail Markets
513 Classification of Retailers

514 The Future in Retailing

52 The Wholesale Market and Wholesaling Middlemen
521 ‘Nature and importance of Wholesaling
522 Merchant Wholesalers
523 Agent Wholesaling Middlemen
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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

OTHER(S) AS ONE’S OWN WILL BE PENALIZED AS DEFINED IN

“AIOU PLAGIARISM POLICY”.

ASSIGNMENT No. 1

Course: Principles of Marketing (8407)                    Semester: Autumn 2018

Level: BBA (4 Years)                                           Total Marks: 100

Pass Marks: 50

Instructions: You must answer the questions in your own words. (Copying from books

is not permissible). Attempt all questions.

Q. 1 Discuss the importance and scope of marketing. Also list and describe the ten types

of entities marketed by marketing people.                                 (20)

Q. 2 How the strategic planning is carried out at different levels of an organization?

Elaborate with the help of examples.                                     (20)

Q. 3 Define marketing intelligence system. Discuss the various steps to improve the

quality of marketing intelligence of an organization.                        (20)

Q. 4 Define marketing research. List and explain the six steps of the marketing research

process.                                                              (20)

Q. 5 Explain, in how many ways business markets are different from consumer

markets? Also differentiate the three types of buying situations during the purchase

decisions.                                                             (20)

ASSIGNMENT No. 2

Total Marks: 100

Pass Marks: 50

This assignment is a research-oriented activity. You are required to obtain information

from a business/commercial organization and prepare a report of about 1000 words on

the topic allotted to you to be submitted to your teacher for evaluation.
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THE DISTRIBUTION - 1

Channel of Distribution Conflict, Cooperation and Management
6.1.1 Conflict and Cooperation in Distribution Channel

612 Selecting Channels of Distribution

613 Determining Intensity of Distribution

Management of Physical Distribution

621 Nature and Importance of Physical Distribution Management
622 The Strategic use of Physical Distribution

623 Major tasks in Physical Distribution Management

THE PROMOTION

‘The Promotional Programme

711 Meaning and importance of Promotion

712 The communication Process

713 Determination of Promotional Mix

714 Determination of Total Promotional Appropriation

715 ‘The Campaign Concept: An exercise in Strategic Planning
Management of Personal Selling

721 Nature and Importance of Personal Selling

722 “The Strategic Personal Selling Process

723 Strategic Sales Force Management and operating a Sales Force
724 Evaluating a Sales Person's Performance and Publicity
Management of Advertising and Sales Promotion

731 Nature and Objectives of Advertising

732 Developing an advertising campaign

733 Evaluating the advertising cfforts

734 Organizing for advertising

735 Sales Promotion

736 Publicity and public relations

MARKETING IN SPECIAL FIELDS
Marketing of Services

811 Nature and importance of services

$12 Strategic Programme for the Marketing of Services
International Marketing

821 Domestic Markeling and Intemational Marketing
822 Structures of Operating in Foreign Markets

823 ‘A Strategic Programme for Intemational Marketing
824 International Trade Balance

MARKETING MANAGEMENT
Implementation of Markefing Strategy and Performance Evaluation

9.1l Implementation of Marketing Strategy

9.12 Evaluating Marketing Performance

913 Sales Analysis and Marketing Cost Analysis
Marketing Societal Appraisal and Prospects

921 Criticisms of Marketing

922 Consumerism: A Criticism of our Marketing System





You are required to select one of the following topics according to the last digit of your

roll number. For example, if your roll number is P-3427180 then you will select topic # 0

(the last digit): -

Topics:

0)   Marketing Management and its Evaluation

1)   Factors Influencing on Consumer Buying Behavior.

2)   Global Marketing Strategies

3)   New Product Development Issues and their Measures

4)   Marketing Decision Support Systems

5)   Market Segmentation.

6)   Implementation of Total Quality Marketing

7)   Pricing Strategies and Factors Affecting.

8)   Future of Traditional Distribution System.

9)   Marketing Societal Appraisal and Prospects

The report should follow the following format:

1)   Title page

2)   Acknowledgements

3)   An abstract (one page summary of the paper)

4)   Table of contents

5)   Introduction to the topic (brief history & significance of topic assigned)

6)   Practical study of the organization (with respect to the topic)

7)   Data collection methods

8)   SWOT analysis (strengths, weaknesses, opportunities & threats) relevant to the

topic assigned

9)   Conclusion (one page brief covering important aspects of your report)

10)  Recommendations (specific recommendations relevant to topic assigned)

11)  References (as per APA format)

12)  Annexes (if any)

GUIDELINES FOR ASSIGNMENT # 2:

     1.5 line spacing

     Use headers and subheads throughout all sections

     Organization of ideas

     Writing skills (spelling, grammar, punctuation)

     Professionalism (readability and general appearance)

     Do more than repeat the text

     Express a point of view and defend it.

WORKSHOPS

The workshop presentations provide you opportunity to express your communication

skills, knowledge & understanding of concepts learned during practical study assigned in

assignment # 2.

You should use transparencies and any other material for effective presentation. The

transparencies are not the presentation, but only a tool; the presentation is the

combination of the transparencies and your speech. Workshop presentation

transparencies should only be in typed format.

3

4

5

9.2.3       Responses to Criticisms

9.2.4       A Societal Orientation in Marketing

6

BOOKS RECOMMENDED:

1.   Fundamentals of Marketing by William J. Stanton, Charles Futrell

3.   Principles of Marketing by Philip Kotler

4.   Basic Marketing by E. Jeromme Mc Carthy, William D. Perreault Jr.
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