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COURSE OBJECTIVES

The objective of this course is to help the students understand the fundamental concepts and principles
of Marketing and Marketing Management. The course will be useful to real understand basic marketing
decisions, marketing practices and marketing environment. The topics in the course should be discussed
in relations to real marketing practices within and outside India.

COURSE CONTENT

[ Unit - 1 || Introduction to Modern Marketing |

Concept, meaning, nature and Importance of marketing management. Concepts of marketing-
Exchange, product, production, selling, marketing and societal marketing concepts.
Difference between marketing-selling- societal marketing concept. ~ Marketing Mix —
meaning, elements and factors affecting marketing mix.

| Unit — 2 || STP — Segmentation, targeting and positioning.

Market segmentation — Concept, objectives, significance and bases for segmenting consumer
market (consumer characteristics and product characteristics approach) and Industrial market.
Marketing targeting — concept of market targeting and target marketing, strategies of
targeting. Positioning — concept, process.

Unit-3

[ Consumer Behaviour

Concept, Importance, Factors affecting consumer behavior (Cultural, Social, personal and
psychological factors), Buying decision process — meaning, stages and managerial
Implications.

Unit — 4 || Marketing Environment and study of competitors

Marketing Environment — Concept, factors and variables.

Online Marketing — concept, process, benefits and limitations

Green Marketing — Concept, Green Marketing Mix, Efforts and Importance
Analyzing Competition — Concept and Importance. Process of analyzing competition,
detailed study of marketing strategies for Market Leader, market challengers, Market
followers and Market Nichers.
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