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Course Title il ﬁi"W"pv,i'fré(\its l‘,xam \ Marks
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: DSC103 Marketing communicationﬁéﬁgi‘mﬁﬁcgiﬁ'lilw\gl‘ﬁ‘;\‘lg"W R 513 hfq TgoC+15+
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SEMESTER - v ad
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soc+15-

l+5A 50P

Digital marketing
SEMESTER —- V

g0C+15-
+5A(S0P)

|
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80C+15-
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rcpreneurship develop
|

Elements of ent
+5A(50P)
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Service Marketing
SEMESTER — V1

Project Report

Sales Promotion and Public Realtions
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SEC: Skill Enhancement Course;

DSC: Discipline e vl
GE: Generic Elective T Theo C: Discipline Specific Course; DSE: Disclpline 5p edﬁ

ry; P: Practical; I Internal Exam U: University Exam:PR: Pro]
Report; WV: Viva-Voce Examination. 9

Note: i) A student should opt for either a or b of DSE Groups in V

SEM: 1 - PRACTICALS: ADOBE PHOTOSHOP - 50 Marks

SEM: 11 - PRACTICALS: ADOBE PREMIERE PRO - 50 Marks

SEM: 111 - PRACTICALS: 3D MAX (VOLUME ~ A) - 50 Marks
SEM: IV - PRACTICALS: 3D MAX (VOLUME - B) - 50 Marks
SEM: V () - PRACTICALS: MACRO MEDIA FLASH - 50Marks
SEM: V (b) - INNOVATIVE PRODUCT PRESENTATION - 50 Marks
SEM: VI (a) - PRACTICALS: WEB DESIGING HTML - - 50 Marks
SEM: VI (b) -DUMMY PRODUCT PRESENTATION - 50 Marks

Course Svllabus

GV NNY

esters per

The Marketing curriculum is offered in the semester pattern spread over three years with two sem

9 year. The papers include:
? Year I: MARKETING C‘OMMUNICATION AND ADVERTISING -1 (1 & 2%

9 Year 1l: ADVERTISING - I1 AND PERSONAL SELLING‘ (3 &4),

ENT OF SALESFORCE SIZE AND (a ) ENTREPRENEURSHIP DEVELOPMENT

B Year [1I: MANAGEM

(b) SERVICE MARKETING ( 5 & 6( a) and 6(b))

OTION AND PUBLIC RELATIONS & PROJECT WITH VIVA (1,8)

Year I1I: SALES PRQM

e
(o
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1A} v
“ BAMARKETING SYLLABUS 7
B.A - | year
SEMESTER - 1

. 1

¥

DSC - 103: Marketino
* a ; i ‘
rketing Communication and Fundamentals of Advertising

e

) Pa'per A |
) THPW: 4 Hrs
u: gxam Duration: 3Hrs i
y = Total number of hours: 60 Credits: '_4
{

&

Objective: This paper is i ",

communication and i:s,ls by familiarize the students with the concepts of marketing management,

understanding the im usage to markeh‘nig and to familiarize the students with the basic concepts and
portance of advertising, advertising planning and advertising budget.

o

o

Unit - 1

Market — Mai.gﬁo?% TﬂI(ON 10 MARKET_ING AND MARKETING ENVIRONMENT: Basic concept —

External EnVironmegm Ca eting M{x B Ma}'ket.lng Strategy — Marketing Environment — Internal Environment ~

Basriers of co S Omm\mlf:almn —Objectives — Importance of Communication — Communication process -
mmunication — steps in developing effective Marketing Communication.

mmg't O?V;;ﬁkvmw OF MARKETING COMMUNICATION AND TYPES OF COMMUNICATION:
T cting communication - Importance of Marketing communication — Role of Marketing
mmunication — Elf:ments in marketing communication -Process of marketing communication.

Types Qf c?mmumcation: Vertical communication (Downward, upward) — Horizontal communication- Grapevine
communication — Consensus communication — Limitations — Inter personal communication — Formal and informal
communication.

Unit - I : MEDIA FOR MARKETING COMMUNICATION AND FUNDAMENTALS OF ADVERTISING:
Overview of media — Media analysis - Integrated communication in marketing- Rural Marketing Vs. Urbar

Mazketing_— Contemporary Issues in marketing.
Advertising: Characteristics — Origin and Growth of advertising — Objectives of advertising — Importance ©
advertising in Modern marketing — Advertising vs. Marketing — Advertising Vs. Communication. ‘

Unit — IV TYPE OF ADVERTISING: Commercial, Non-Commercial, Classified and Display, Persuasive

? Institution, National & Local, comparative & Co-operative, Consumer & Industrial advertising — Primary & Selective

3 demand advertising- Role of advertising in the-Global Marketing — Scope of Advertising — Functions of Advertising.

5 Uit — V ADVERTISING PLANNING AND ADVERTISING BUDGET: Advertising Strategy — Advertising
Campaign — Campaign Planning — Basis of Campaign planning.

3 C . :
Advertising Budget: Steps involved in prepanng budget — Methods involved in framing- Advertising Budgst -

b} Factors affecting the advertising expenditure in company. ;

s 3 Practicals; Developing writin skills and communication practice with special reference to case studies, role plays,
Practicals: ping writing pec

5 and dialogues and stimulating situations.

B " Reference Books: ai e ‘ _

: L gt T

o L} . %, ! ! :Y .

© 1. Marketing Management : Philip Kotler . gt \i _
2. Marketing Management : R.K.Sharma 8 i N -

Bkt RCAgarwal (<58 0 Dr. G. SRINIVAS RAQ

M o ) ¥ Com, HBA., Ph.D., {PDF-USC)

\\&)-'/ ; Assistant P rofessor

55 pepartment af lCommeroe‘
Qsmania University,

TR

Hyderana

Scanned By Scanner App



B.A MARKE“[‘IN(; SYLLABUS
i : B.A < 1 year
SEMESTER - 11
DSC - 203: Advertising Agency

Paper : 203 ‘
» THPW: 4 Hrs

»
»
3
D
D
D
D
)
3
D
5
)
)
)
l
|

Exam Duration; 34
To?a} number of hours: 60 Credits: 4

AQVerﬁsir':({e:f?dv:; P“S_l(?ox{rsc Eresents the various classifications and functions of advertising, effects of d
. & and to familiarize the students with the i f advertising agency, Sales promotion an
Public relations in advertising, i A e "]

S ,
O REREE o gl ADVERTISING AGENCY Paper -2

thmi 'T-1 INTRODUCTION TO ADVERTISING AGENCY: Introduction - History of advestising agency and
vons of advertising agency — Feature of advertising agency — Importance in advertising — Structure of advertising

ageacy —Criteria for Selection of an advertising agency.

UNIT -1I  INTRODUCTION TO ADVERTISING MEDIA: Mcaning — Classification of ad-media — Indoor
media (Newspaper, Magazines, Radio, and TV. Cinema, Video) — Outdoor media (Poster, Displays, Electronic
Signboards, Travelling Displays, Sandwich men etc.) - Display media (Postcard, Envelop enclosure, booklet,
Catalogues- Sales letter-Widow Display- Interior Decoration- Show Room — Exhibitions- Show Cases- Trade Fairs) -
Factors to be kept in mind while selecting advertising media.

UNIT- Il ADVERTISING AND SALES PROMOTION: Sales promotion- Definition — Types- Features -
Increasing importance — Reasons — Advantages and Disadvantages of the combination of advertising and sales
promotion. y
Advertising and public Relations/publicity: Public Relations — Definition — publicity — Meaning — Advertising,
Public Relations and publicity — Advantages and Disadvantages

UNTT- 7V MEDIA PLANNING AND MEDIA SCHEDULING: Media Planning: Introduction to media planning —
Features of media planning- Imporiance of media planning — Steps involved in media planning — Factors influence
Media planning. ' ‘

Media Scheduiing: Introduction to Media Scheduling — Importance of Media Scheduling — Methods of media

UNIT -V EVALUATION OF ADVERTISING EFFECTIVENESS: Introduction to evaluation of ad\‘eﬁisi'n%
— Methods of measuring Advertising

effeciiveness — Importance of evaluation of adverﬁsing effectiveness
re - testing (check list method, Consumer jury survey method, Coupon Response method), Post -

Effectiveness — ek :
n method, Triple Association method, Attention method)

testing{Recall method, Recognitio »
with case studies, role plays, dialogues and

racticals: Preparation of advertising campaigh , skits, Dummy role p!

stimulating situations with practical implementation of advertising. .
] Q“Q:ﬁ.?“c -
Training: 4 Weeks internship in a company £ o oW s
& G \;)
Suggested readings: “\" < o¥ LW
1. Advertising — Sontakki — Himalaya Publishing House b“: (A \;\2}‘

-2 Advertising Planning and implementation —Sharma and i?@h&‘ gntlce Hall G SRINIVAS RAQC
/3. Advertising Management ~ concepts and casa ~ Maherfifa Mohan — Tata Mc Gra %i A5 i fom ,MEL PO, (PDF-UG)
© . .4 Belchand Belch — Advertising and promotion —Tata McGraw Hill. @&‘*‘ « SRl REE

: TURRTI s e

e e e P

i e Ao oS i
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B.A MARKETING SYLLABUS
“‘BJ\ - 1k year
DSC - 303: SEMESTER -~ 111
: Personal Selling and Media Management

Faper : 303
THPW: 4 Hrs

Exam Duration: 3Hrs

Total number of hours: 60 Credits: 4 /

| 4
UNIT — I+
L:PERSONAL SELLING AND PSYCHOLOGY OF SELLING:

Meaning, Nat
g, Nature and Scope of Personal Selling — Objectives of Personal Selling — Effective Selling and its Process -

Advantages and Limitati
. itations of Personal Selling - ing — Principlé | f Selling-
Psychol £ Selling Online. ing - Psychology of Selling Principlés of Psychology 0 Ing

UNIT - H: SALESMANSHIP:
Meaning, Origin and Evolution of Salesmanship — Features, Objectives and Scope of Salesmanship ~Characteristics
and Duties of Salesmen- Types of Salesmen —Advantages and Limitations of Salesmanship.

UNIT - ITl: MEDIA RESEARCH:

Meaning, Nature, Scope, Process andTypes Media Research — Tools and Techniques of Media Research — Role and
importance of Media Research — Media Research and Analysis.

UNIT - IV: MEDIA SELLING:

{a)viedia Mix: Meaning of Media Mix— Need for Media Mix —Factors Affecting Media Mix Decisions — Types of
media Mix Decision. ‘
{b}MediaChoice: Print, Audio, Television, Digital. Out of Home Media: Meaning —Factors Afte
Media — Types — Advantages and Disadvantages . R
{c)Emerging Media: Online — Mobile —Gaming — {n-flight — In Store — interactive Media.

L . r i - . et o - e s i te
{d)Media strategy : Meaning — Need for media strategy —Components Steps in Formulating Media Strategy

cting Selection of

UNIT - V: SALES ORGANIZATION:

nd Types-of Sales Organization - Structure of Sales Organization —

ning, Charact 's‘i'cs,Ob_' ctives, Functions 2 . .
SR & Steps in Setting up Sales Organization -Role and importance of

Criteria forsetting a successful sales organization
Sales Organization.

Suggested readings:
ent — Sontakki — Himalaya Publishing House

I. Personal selling and media managame’ 1 — Sharma and singh — prentice Hall
2 ssine Planning and implementation = % :
3 ?j;gg?gﬁg?;g%mdm agvertising — concepts and casa — Mahendra Mohan — Tata Mc Graw Hill.
4. Belch and Belch — Advertising and promotion — Tata McGraw Hill.
: s S % %
ol ol
ey
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b3 Y
BA MARKETING SYLLABUS

QE&A - {1 year
‘ SEMESTER - 111 »
PAPER- SEC 1: Ry : i
Ski : Elements of Emrcpreneurshlp
(Skill Enhancement Course)
; Pﬁﬂésffh;l Max. Magrks:40
Clt! H\‘h!“ ;: E Exam tion: 2Hrs
UNIT - I : ENTREPRENEURSHIP: ;
W o~ &kasfiig _ Need — Characteristics — Evolution and Development of entreprencurship Factors
ing entreprencurial growth — Entreprencur —Types of Entreprencur:
REPORT:

Meaning of fessihility- contests of 2 &a&'ﬁﬁgrmﬁ—hqm&ion@fmwﬁy report — Guidehines for feastbility
report. ~

UNIT - I : MARKET SURVEY: ;

Market Survey —Introduction- Objectives — Techmiques of market survey — PERT-Applications- Advantasss and
Disadvantases of PERT- LPM- Applications- Advantagss and Disadvantagess of CPM- Difference between PERT and
CPM.

ENVIRONMENTAL PROBLEMS:

Environmental problems —Meaning- various methads of cnvironmental problems - Measures and actions taken by
Segsested readings:

Sontakki — Himalaya Publishing House -
New Age Intemational

i . Entreprepcusship Development —
_ < Anil, S:C. Poomima, Mini K. Abrzham-
Mohan — Tata Mc Graw Hitl.

Publishers
3. Entesprenucrship Development— concepts and casa — Mahendra
4. Enterprenuesship Development — AKLsl b
5. Enterpresuership Dex elopment- The Basic-——Dibin Sekharan
g ; o v ¢
N o
# “{ % N
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+4 B.A MARKETING SYLLABUS
B.A - 1l year i
, ' SEMESTER — 1V
DSC ~403: DIGITAL MARKETING AND INTERNATIONAL ADVERTISING

+

Paper : 403 THPW: 4 Hrs

- Exam Duration: 3Hrs Creditg{' ¢
& Total number of hours: 60 '

Cqume Objectives:

i course seeks to provide knowledge about the concepts, tools, techniques, and refevance of digital marketing
and fnterna'tionai advertising in the present changing scenario. It also enables the student to léarn the
.apphcaﬁm of digital marketing and international advertising tools and acquaint about the ethical and legal aspects
Involved therein,

UNIT I: INTRODUCTION TO DIGITAL MARKETING:
Concept -~ scope- importance of d igital marketing - Traditional marketing versus digital marketing - Challenges and

Opportunities for digital ma rketing — Types of digital marketing- Digital-marketing mix.

UNIT II: INTERACTIVE MARKETING:
Interactive marketing: concept ~ Types of interactive marketing —Benefits of interactive marketing -'Social media

- marketing: concept and tools - "Online communities - Blogging: types and role - Video marketing: tools and
techniques - "Mobile marketing tools - PPC marketing - Payment options.

UNIT III: ETHICAL AND LEGAL ISSUES:
Introduction to Ethical issues — Implementation of Ethical and legal challenges in digital marketing - Regulatory

framework for digital marketing in India.

UNIT IV: INTERNATIONAL ADVERTISING:
{ntroduction to International advertising — Objectives of international advertising — Importance of international

2dvertising — Decision areas in international advertising — criteria for selecting an advertising for international
advertising.

UNIT V: PERSUASION ADVERTISING:
Concept and role of adverting —Communications models- Concept and role of Persuasion — Techniques of

Persuasion - Persuasion process — Major advertising decisions — Factors influencing advertising- Determining
advertising objectives and its budget. £

References

¢ Chaffey, D, F.E. Chadwick, R. Mayer, and K. Johnston {2015). Internet Marketing: Strategy,
Implementation, and Practice. Pearson india

® Frost, Raymond D., Alexa Fox, and Judy Strauss (2018). £- Marketing. Routledge

. ® Gupta, Seema{2018). Digital Marketing. McGraw Hill Education (India) Private Ltd.

. * Kapoor, Neeru. E-Marketing, Pinnacle learning

* Kotler, Philip, Hermawan Kartajaya, and Iwan Setiawan (2017). Digital Marketing: 4.0
Moving from Traditional to Digital. Pearson India

j?f‘rainino- 4 Weeks i . -
: ng: s internship in a pany ;
5 %:a‘ Qﬁc&@ O
- §¢&Q 0@‘& \l\”x \?9\:,\}6(-\
¥ < Loy : ~\)\\?“c,50‘ i
‘ &“‘& L5 A o P19 €77 arc® , B e
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BAMARKETING SY1.8.ARUS
qpf;\;lj\ - 1l year
P B QEE 3. 1 e a e SEMESTER - 1V
APER- SEC 2: LEADERSHIP AND TEAM DEVELOPMENT

(Skill Enhancement Course)

Paper : SEC . |
THPW: 2 Hm?. Credits: 2/
Fxam [hrmt{t‘mz 2Hrs

Course Objective

]ead(:rlsnhd.eﬂ‘ymg ObjCCﬁVf’f ({f this course is to create an in-depth understanding of the concept of

i 1P and team building as well as help undergraduate students to examine leadership in
porary context and leam principles of building highly cffective teams.

T T rveceeed ¢

UNITI: LEADERSHIP:
Styles a"f’ attributes of Leadership, Transactional and transformational leadership, Ethical leadership, culture and
1eadersh|p (the emerging trends in leadership are to be discussed withcase studies and projects).

UNIT O: GROUPS AND GROUP PROCESSES:
The nature and types of groups, Group dynamics- group cohesion, group roles and group norms, threat to group

effectiveness, Managing group and inter-group dynamics.

LEADERS AND GROUP DECISIONS:
Group decision making, Power and influence in teams, Leadership and team empowerment, Challenges in team

decision making.

Practical

Case studies can be used in teaching various units.

References "
e Luthans, £.{1997). Organisational Behavior. McGraw-Hill International Editions.
e Robbins, S. T., Judge, T. A,, & Hasham, E. S, (2013). Organisational Behavior.Pearson.
e Singh, K. (2015). Organisational Behavior: Texts & Cases (3rd Edition ed.). india:

Pearson. S
Griffin. R, W., Phillips, J. M., & Gully, S. M. (2017). Organisational Behavior:Managing

Peoplte and Organisations. Cengage Learning. '
J., & Baron, R. A. Behavior in Organisations. Prentice Hall of india Pvt.Ltd.,

s Greenberg,

; New Delhi. y N
p. K., Blanchard, D., & Johnson, D. Management of Organisational Behavior:

sources. Pearson Education,

¢ Hersey,
Leading Human Re
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* "N \““Yj.:i VING SYLEARUS
YA Fa e WA T veay
GENER1IC ELECTY SEMESTER v
E: MARKETING COMMUNICATION

Paper : G
i*\x‘ 3 5 g
P N lm'\“: Wi THIFW.: 4 ey
()hi‘\(-t‘ e & Credite 4

Ve This paper is & )
L PAPRT IS intended to familian ;
' ton and its us AWnhianze the students with the ( '
understanding S USage to marketing and to familiariee :t:chﬁﬁ\:a:::g‘f hy “\:ﬁ cing rasagement

Amfranae the students with the baste conoepts and

the tygx
Mtanee of adverti
Rrtis . N
— Thang, advertising planning and advertising bud
NFF -1 1 INTRODY e
Basic concen RODUCTION TO MARKETING AN :
!?n\‘iz\»m\l;y - Maket - Marketing . \hx‘iw“ {3 AND MARKETING ENVIRONMENT:
——— “Extonal Erniroament N \‘}“x\:\g\ M.‘} - Marketing :\‘t.\‘awa Marketing Fovironment - Tnternal
[ provess - Rarrers M‘\\“‘““““i\\‘a‘§}\\\1\\\j-mm N\_\M\}t‘.\' - lmpottance of  Communication
o T o0 - steps 1w developing effective Marketing Communication.
UNIT - iy ERVIEW QF )\ N
g 3 lA‘ ‘:\M\: X Yy B PR Y < A 1 P
l\kmm of Marketing “\“‘m::‘\‘l: ‘lcl’\\( COMMUNICA l‘mN .\N‘D TYPES OF COMMUNICATION:
i adion — B Wk\\‘a won - lu:qxw\tmmc of Marketing communication ~ Role of Marketing
Ty !u:\ ;‘ i 3 It marketing conmmunication Process of marketing comummication,
manpm ic&{cmi\m " m?a(\ mn.. Vertieal Lommunication (Downwand, upwand) - Horizontal communication- Grapevine
g Qnsensus conrnunication - Limitations -~ Tater personal communication - Formal and inforval

ComMMREMCALION.

3&‘ ‘“}G : ME!)IA FOR MAR{(E‘I‘!NG; COMMUNICATION AND FUNDAMENTALS OF
i TISING: Quenview of media — Media analysis - Integrated communication in markating- Rural Marketing
Vs. Urban Marketing- Contemporary Issues in marketing.

Advertising: Charactenistios — Ongin and Growth of advertising - Objectives of advertising ~ Importance of
advertising in Modem marketing - Advertising vs. Matketing - Advertising V. Communication,

& Local, conparative & Co-

UNIT - IV TYPE OF ADVERTISING:
Roke of advertiving in the

Commercial, Non-Commercial, Classified
operative, Consuner & Industnal advertining = &
Giobal Marketing — Scope of Advertising - Fanctions

and Digplay, Persuasive, Tnstitution, Nationad
— Primary & Selective demand advertising:

of Advertising.

V' ~rTON TO ADVERTISING MEDIA:
AT -V INTRODUCTION TO ADN th‘lbh\ A |
'ﬁelanirg —Cl;w‘ﬁcation of ad-media — Indoot media (Newspaper, Magaanes, R;Ad& and T:t.t
7 Displa s, Travelting Ot ich men ete
t i i Electionic Slgnboa«is. Traveliing stp\a}{s, Sandw \ b
OuPosttdocr el lﬁak&et Catalogues Saled letter-Widow Display- Intevior t‘)?coratmf}
(Pakais, Brt i ' be kept in mind white selecting advertising wmedia.

Exhibitions- Show (ases- Trade Fairs) - Factors t©

Cinema, Video) =
) - Display media
Show Room =

Reference Books:
& \ LR \‘!lxv-
at : Philip Kotler N QT'Q»\“:

1. Marketing Manageme
5 t : RK.Sharma

2. Marketing Managemen ! 6 LY
3.Marketing Management R.CAGINW ot k\i‘m\“‘g\\ m\f\\\(\ et nad
" QTR e @ Q
g @;‘ ':fﬁ\\\*“‘\‘ ! o
N ed®Tun

% M :

i deatiatiatt et gt it it f il AL AL AR A A R A S T 0 < 4 £ X
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. P B.A MARKETING SYLLABUS
DA N year
SEMESTER -~ V .

(DSE ELECTIVE —1)

Paper - ml;‘ l}l "MENTS OF ENTRIPRENEURSHIP DEVELOPMENT
oL = THPW: 4 Hrs

Exam D1 ion: 3 |
” uration: 3 Hrs, Credits: 4 :
/

Course Objectives

(Z:::;p‘;‘l:?:r:l:t;ks m| provide _knoylcdgc about the concepts, tools, lCC}1ﬂ?C[LICﬂ, and "w‘ﬁﬁ?ﬁgg

dcvclﬁpmcn{ 01! "’_f“f Ofgﬂngzalmn. It also cnables the st.udcnt to ‘lcam .t‘hc‘. cvcdiqcusq o

SWOl analysic °"“°P‘C“°“_l'5hll’ ;role of entreprencur for cstabhs‘hmcnt of organization, discuss
nalysis, study the environment problems and take the remedial measures to overcome them.

err_.. 1‘: ENTREPRENEURSHIP: ;
eaning - NGIEd — Characteristics ~ Evolution and Development of entrepreneurship Factors influencing _
entrepreneurial growth - Entrepreneur ~ Classification and Types of Entrepreneurs — Qualities of entrepreneurs:

Creativity, innovation and Entrepreneurship.

UNIT - II: MARKET SURVEY: i f
Introduction- ‘Objectives - Techniques of market survey — PERT-Applications- Advantages and Disadvantages 0
PERT- CPM- Applications- Advantages and Disadvantages of CPM- Difference between PERT and CPM.

UNIT - III: IDENTIFICATION OF OPPORTUNITIES: . : _
Introduction - Project formulation —preparation of project report- Criteria for selecting a particular pro;.ec‘t 5
converting Business opportunities into reality — SWOT Analysis ~ Meaning - Usefulness of SWOT analysis in

innovation.

UNIT -1V : LOCATION PROBLEMS: /
Location problems — Factors influencing location of projects — Environmental problems — measures and actions —

Technology utilization and Quality control.

UNIT - V : SMALL SCALE INDUSTRY: ; e
Setting up of Small Scale Industry — Steps involved in setting up Small Scale Industry.~Meaning of feasibility-

contents of a feasibility report- Preparation of feasibility, report - Guidelines for feasibility report .

Training: 4 Weeks internship in a company. J
Suggested readings:

1. Entreprencurship Development — Sontakki — Himalaya Publishing House :
2 .Enterprenuership Development — S.Anil, 8.C. Poornima, Mini.K.Abraham-New Age International

Publishers il
3. Enterprenuership Development — concepts and casa - Mahendra Mohan - Tata Mc Graw Hill.
4. Enterprenuership Development - A.K‘.La'l A
5. Enterprenuership Development- The Basic-----Dibin Sekharan

g A\t

1 Al
| AR -

RAC
RN ‘)ﬁv“;.uei\
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B.A
o MARKETING SYLLABUS
g B.A - 111 year
SEMESTER - V

Sg)ggllcmc'rwm ~11)
gzc: guDSE 7 CE MARKETING
) | ration:
¥ ation: 3 Hrs. 'EH];W: s
redits; 4

£

UNIT -1
Ccmceptl E)fs S?:VYICE MARKETING:
’ , : ices- Nature - " ;
Reasons for growth of SErvicessce‘i:‘zz Fhara_ctenstics of services- importance- Goods Vs Services-Emergence and
r in India- Classifications of services- Environment of Service Marketing.

UNIT-2: MAR)

intraduction o i g

Planning and creat? of marketing mix-Product , Price, Promation, Pla
ng of services-Identifying and classifying supplementary services-Produ

Branding of X
Ing of services-New Service development.

ce, Physical evidence, people, Processes-
ct life cycle of services-

UNIT-3:
introd u?)ctlf;;lg)cbmc e
snidiciry, desien _1ectives-Approa?hes-Methods-Problems in pricing. Promotion and personal Selling in service
§ Distribuéion ia ing the commuqxcation mix for services-Objectives of communication- Challenges and Opportu
1 Cl nnels for servicgs-Options for service delivery-Modes of delivery ~The role of intermediaries.

nities-

involved. Physical Evidence concept

UNIT-4: PEOPLE:
ncept- Types of process -

_Introduction-importance of people i
of Physical Evidence- Importance- Typeso
Role of process in various services.

Role of various people

n service marketing-
services - Process O

f Physical Evidence in various

TING OF SERVICES:
Tourism, Banking and

UNIT-5: CHALLENGES IN MARKE
itals -Educational Institutions,

introduction-Application of Service Marketing to Hosp
Hospitality Industries.

Suggested Readings:
ssence of Services Marketing , Adrian Payne, PHI
Himalaya Publishing House.,

g ,Oxford University Press.

e Adrian Payne: E
Jha, S.M: Services Marketing,

®
e GovindApte: Services Marketin
« C.Bhattacharjee: Service Marketing JExcel ?o?k_
e Sinha: Services Marketing, Himalaya publishing House.
(oSt
pe SRR Ao
SR\NNAS\*&-“GQ
or. G- ° e P or
@
5 ot U2 @
Shi g DGP:{menr}Ners‘&Y,\’\‘idem
Ogmé
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B.A MARKETING SYLLABUS
B.A - I year .
SEMESTER - VI

(DSE ELECTIVE - 1)
SALES PROMOTION AND PUBLIC RELATIONS

Fy

ih
s o THPW: 4 H 4
xam Duration: g * e
s 3 Hrs. Credits: 4

“UNIT -1:
IT - I: SALES PROMOTION: ,
thods of sales promotion: Consumer oriented

Meaning - N
— a;t "
b PmeOtiol:\re and growing Importance of sales promotion = Me
Manufacturing oriented sales promotion —Trade oriented sales promotion. \

I TTIITIIY

&
¥

FrITTY

rations— vellow Pages—
ms — free goods —
onon internet-

UNIT-1I:

Ma;:; tog;:fosgiLs OF SALES PROMOTION:

Exhibitions — Fash?s promotion — Samples— Point of purchases— Display — Demonst
ion shows — Consumer contest —Coupons — Lotteries— Gifts — Premiu

bate Patronage — Rewards —Sales promoti

Conventions — Conference — Trade Shows — Re

PROMOTION:.
pretesting — Post testing

ions for effective sales pro

_ UNIT - I : METHODS OF SALES :
g and evaluating the sales promotion

Developing sales promotion program —

programs — Making necessary modificat

— implementin
motion program-

UNIT - IV : PUBLIC RELATIONS:
Meaning — Functions of public Relations — jmportance of Public Relations — public Relations and Marketing -

Evaluation of Public Relations.

IIT — V: MEDIA RELATIONS: %
_internal communications — Newsletters — fvenis marketing and

Corporate image Building — Media Relations

sponsorship —Sports promotion = Crisis communication .

Suggested Readings:
{ Rajeev Batra, John G.Myes, David A- Aaker: Advertising Management, Pearson Education.
2. Raghuvir Singht Advertising-Planning and Implementation, Prentice Hall India.
3. Richard R Still, Cundiff W Edward and Govoni A P Norman: Sales Management,
Cases, Pearson Education.

Management, Tata Mc-Graw Hill.

4. K. K. Havaldar : Sales and Distribution
5. G.E. Belch and M.A. Belch: Introduction 0 Advertising and Promotion, lrwi
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B.
s A MARKETING SYLLABUS
e B.A - 1X1 year
SEMESTER — VI

(DSE ELECTIVE - 11)

o S Business Communication

Exam Durati 2 ‘

53 ation: 3 Hrs. THPW: 4 Hrs
Credits: 4 -

unication process

UNIT - I: COMMUNICATION:
§ Communication- Steps

Introductio
n-im bt
portance of Communication-Objectives of Communication-Comm

(Sender, Encodi

» Encoding, Mes: .

for effective c Ommunicas:i,g;: DTCOde. Feedback)-Importance of Communication-Barriers o
- Interpersonal Communication versus- Intrapersonal Communication.

Unit—1I :
: COMMUNICATION PROCESS MODEL:
Introduction - micat i
o e jon - Oral communication - Written communication - Non verbal communication process =
mmunication network — Management information system and telecommunication.

ommunication - Consensus

Unit —ITI: METHODS OF COMMUNICATION:
tion - Vertical communication - Grapevine ¢
Written communication — Electronic

Introduction - Horizontal communica
communication — Formal communication — informal communication —
communication — Media for written communication.

Uit —IV : MODELS OF COMI\'IUNICATION:
L‘ass wells Basic Communication - Mathematical Model
\

of communication -

Models of Communication-

Gerbner’s general model of communication.

Unit — V : INFORMATION TECHNOLOGY AND COMMUNICATION:

ation Concept-Effects and effectives consequences - IT & Business sector : Electrome
_ Telecommunication company — Electronic data interchange-

Introduction - Inform
emet & Its Importance

commerce — Applications Int
Advantages ~Limitations.

Suggested Readings:
ender pal , Himalaya publisher.

1. Business communication : Raj ! .
2. Business communication : Chunnawala , Himalaya publisher.
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Paper —DSE -1 (P
n ROJ ,
e b e ECT REPORT)
THPW: 4 Hrs
Marks : Project w :
: ork-70
i Viva-voice-30 marks.
OBJECTIVES: /
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B.A D e
+ MARKETING SYLLABUS
SE B.A - 1 year 3

CMESTER - Vi

1. To impant skills
amo %
ng the students to write a report of their choice in a given arca/field.

2. To enable the stud
ents to develop necessary insights into the practical field by making use of functional

k=o =

wledge of different area attained in the previous years.
Internship;

students have to undergo an int ip for one

j econd year,
month with (_Jompanies and other Business orgarﬁzaﬁons(including Chartered Accounting Firms)
The student should submit a brief report not exceeding 10 pages on leaming’s of internship and a certificate

from the organization, along ¥ ;th the project work.

Project Work Guidehlines:
reporton 2 selected topic of their choice , Selecting from the ‘proad

Faculty membeT.

During the summer vacationat the end of the s

The students have 10 submit a project

areas of their curriculum, guided by 2
ic that should compnse of 50 to 30

repare 2 project reporton a selected top 03
ggested by the RBoard of Qtudies W

The students arc expected {0 P
be valued by the External Examiners st
December of the yeat-

pages. The project report 1s t0
ect report is 10

be submitted at the college by 30

Commerce. The proj
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