Theory Paper

Part A-Introduction

Program: Class: BBA Year: Second | Session: 2026-
Diploma ' 27
Subject: Marketing Management T

1 | Course Code
2 | Course Title BBA

Course Type (Major 3

Course /Elective/
3 | Generic Major-4/C~\ |

Elective/Minor/Voca

tional/...)

4 | Pre-requisite (if any)

2
Course
Learning
3
outcomes _ 3.
(CLO)

On successful completion of t_h_lS(:Olll‘bL,*thL
students will be able to:

L.

Identify the marketing process and its

applicability in business operations.

. To communicate marketing information

persuasively and accurately in oral, written

and graphic formats.

Differentiate  between  categories of

consumer criteria for determining value.
Recognize how to identify target markets

and environments.

. List best practices for responsible

marketing.

To  know wvarious aspects of service

\w’b—”’ 1



marketing.

6 Credit Value 06

7 Total Marks Max. Marks: 30+70

Min. Passing
Marks:35

Part B-Content of the Course

Total No. of Lectures-Tutorials-Practical (3 hours per week): L-T-P:

Hours

90

Unit

Topics

No. of

Hours

Unit 1

Concept of Marketing in Bhartiya Knowledge System, Meaning,
Nature & Objectives. Bazaar-Haat Traditions, Melas &
Pilgrimage Markets; Segmentation by Season, Geography &
Community; Relationship Marketing Roots. Marketing System
forthe Welfare of All Beings ‘Sarva Bhuta Hite Ratah’, Dharma-
based Marketing Ethics, Value-based Buying & Selling (Satvik-
Rajas-Tamas Consumers), Panchakosha Model applied to
Consumer Needs, Selling Vs Marketing, Basic Concepts and
Approaches, Marketing Management Philosophies, Concept of
Holistic Marketing. Market Segmentation, Marketing Mix,

Marketing Environment, Marketing System.

Activity: Students will work in groups. They will select a real
world product or brand and develop a marketing mix for it and

suggest possible improvements in it as per their understanding.

18

Key words: Selling, Marketing, Segmentation, Bazaar—haat

Unit 2

Product Strategy. Product Classification & Product Mix,

Branding and Packaging Decision, Integrated Marketing

S =

18




Communication. Promotion Mix: Advertising, Publicity, Selling_,
Sales Promotion and Public Relations. The Katha-Prosanga

(Storytelling) Model of Integrated Marketing Communication.

Activity: Students will work in groups and prepare a video

advertisement or perform a role play on a product of their choice.

Key words: Product, Branding, Packaging, Promotion Mix, Decision

Unit
3

Pricing Decision: Methods and Strategies, Product Promotion,
Rural Marketing, Steps for taking Lead in Startups. Modern
Marketing, Future Marketing. Gram Swarajya (Village Self-
Reliance) as a Philosophy for Rural Marketing.

Activity: Students will work in groups. They will choose 10 real

life product and identify the pricing strategy being used.

Key w

ords: Pricing, Strategies, Startups, Future Marketing, Gram Swaraaj

18

Unit

Service Marketing - Introduction, Growth of Service Sector,
Concept, Characteristics, Classification of Service Designing,
Developing Human Resources. Marketing of Services with
Special Reference to Key Sectors — Hospitality, Professional
Public Utility and Educational Services. Atithi Devo Bhava as a

Blueprint for Service Excellence.

Activity: Students working in groups will be required to choose
any one service area out of the areas mentioned above. They will
then be required to make a list of all the mediums which should

be used for promotion of the selected service area.

18

Key words: Marketing, Professional services, Financial services, Hospitality.

Unit
5

Channel of Distribution, Logistics Supply Chain Management,
Factors affecting Choice of Channel, Types of Intermediaries and

their Roles. Types of Retailing. Retail Management, Internet

Marketing, Non-profit Marketing. The Haath Bazaar (Traditional

18

A
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Open Market).

Activity: Students groups will choose any recent promotional
poster posted on Internet by a company. They will then analyze

the poster to find out the good part and areas of possible

improvement and draft a redesigned poster accordingly.

Key words: Distribution Channels, Supply Chain, Intermediaries, Retailing,

Internet Marketing

Part C-Learning Resources

Text Books, Reference Books, Other resources

Suggested Readings:

I. Saxena Rajan, Marketing Managemet; Tata McGraw Hill Publishing Co. Ltd.
New Delhi (2019- 6th Edtion)

2. S.A. Sherlekar, Marketing Management, Himalaya Publishing House (2015)

3. Philip Kotler, Marketing Management, Pearsons Education (2015).

4. Krishna K. Havaldar & Shailendra Dasari, B2B Marketing Text & Cases, Mc
Graw, New Delhi. (202.1 -5th Edition)

5. Nair Rajan & Gupta C.B., Marketing Management, Sultan Chand & Sons,
New Delhi (2018)

6. Books published by Madhya Pradesh Hindi Granth Academy.

Suggestive digital platforms weblinks:
e http://ndLiitkep.ac.in/he document/inflibnet_epgp/inflibnet_epgp/IN_ I e

PP 1M 30733 P 1 M M 31797 31798%¢=2|marketing%20manag

ement|!

e http://ndLiitkgp.ac.in/he document/nptel/nptel/N M M M I N 12822598

45%e=4|marketing%20management|||

e http://ndliitkgp.ac.in/he document/nptel/nptel/N M M M I N 68471336

67¢=7|marketing%20management|||

e https://egyankosh.ac.in/handle/123456789/99354




e https://egyankosh.ac.in/bitstream/123456789/99356/1/Block-1.pdf

Suggested equivalent online courses: Through NPTEL and SWAYAM portal.

Part D-Assessment and Evaluation

Suggested Continuous Evaluation Methods:
Maximum Marks: 100
Continuous Comprehensive Evaluation (CCE): 30 marks University Exam (UE):

70 marks

Internal Class Test Total 30
Assessment: Assignment/Presentation
Continuous As per Ordinance Number 14
Comprehensive (1)
Evaluation (CCE):
External Assessment: Section(A): Objective
University Exam Section: | Type Quotations Rl
Time: 03.00 Hours Section (B): Short Questions

Section(C): Long Questions

Any remarks/suggestions: Theoretical exposition should be accompanied by
Discussions, Case-Studies preferably with Indian Context, Presentations and

Industry Based Assignments/ Activities.
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