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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.
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ASSIGNMENT No. 1
(Units: 1–4)

Course: Marketing Theory and Practice (138)
          Semester: Spring, 2012
Level: BBA       
Total Marks: 100

Pass Marks: 40
Instructions:
You must answer the questions in your own words. (Copying from books is not permissible). Attempt all questions.
Q. 1
Define marketing and examine how marketers manage supply and building profitable customer relationships?
(20)
Q. 2
What is the relationship between strategic company planning and marketing planning?
(20)
Q. 3
What is meant by market segmentation? Also discuss the bases of market segmentation and target market strategies.
(20)
Q. 4
(a)
What are the basic methods of setting prices?
(10)

(b)
Discuss the market opportunity analysis?
(10)
Q. 5
(a)
What is meant by retailing? Also discuss the future of retailing.
(10)

(b)
Discuss the pricing objectives in detail.
(10)
ASSIGNMENT No. 2

Total Marks: 100
Instructions:

You must answer the questions in your own words. (Copying from books is not permissible)
Q. 1
Describe the concept of conflict and cooperation in distribution channel. Explain with the help of examples.
(20)
Q. 2
Discuss in detail, the management of advertising and sales promotion.
(20)
Q. 3
Select five different products of your own choice and explain the factors (including demand and competition) that have influenced its price?
(20)
Q. 4
Differentiate between domestic marketing and international marketing.
(20)
Q. 5
Discuss the steps involved in implementation of marketing strategy.
      (20)
MARKETING THEORY & PRACTICE

COURSE OUTLINES (BBA-138)
UNIT-1: AN INTRODUCTION TO MARKETING

1.1
The Field of Marketing
1.1.1. Nature and Scope of Marketing
1.1.2. Present Day Importance of Marketing
1.1.3. The Marketing Concept
1.1.4. Marketing Management and its Evaluation
1.2
The Marketing Environment
1.2.1 External Macro Environment
1.2.2 External Macro Environment
1.2.3 An organization’s Internal Environment

1.3 Strategic Marketing Planning

1.3.1
Managing a Marketing System

1.3.2
Nature and scope of Planning

1.3.3
Strategic Company Planning and Marketing Planning


1.4
Marketing Information Systems and Marketing Research



1.4.1
Meaning and Importance of Marketing Information System



1.4.2
Scope of Marketing Research and Procedure in Marketing Research

UNIT-2: TARGET MARKETS
Market Demographics and Buying Behaviour

Market Opportunity Analysis

Population: Its Distribution and Composition

Consumer Income and Its Distribution

Consumer Expenditure Patterns

Social Group and Psychological Influences on Buyer Behaviour

Importance and Difficulty of Understanding Consumer Behaviour

Cultural Influences

Social Group Influences

Psychological Determinants of Buyer Behaviour 

Decision Making Process in Buying

The Industrial Market 

Nature Scope and Importance of the Industrial Market

Characteristics of Industrial Market Demand

Determinants of Industrial Market Demand

Market Segmentation and Forecasting Market Demand

Nature of Market Segmentation

Bases of Market Segmentation and Target-Market Strategies

Forecasting Market Demand
UNIT-3: THE PRODUCT
3.1 Product Planning and Development
3.1.1 The Meaning of Product

3.1.2 Classification of Products

3.1.3 Importance of Product Innovation and Development of New Products

3.1.4 Organizing for Product Innovation

3.1.5 Why New Products Fail or Succeed

3.2 Product-Mix Strategies

3.2.1 Product Mix and Product Line

3.2.2 Major Product-Mix Strategies

3.2.3 Concept of the Product Life Cycle

3.2.4 Planed Obsolescence and Fashion

3.3 Brands, Packaging and other Product Features
3.3.1
Brands

3.3.2
Packaging and Labeling

3.3.3
Other Image-Building Features
UNIT-4: THE PRICE

4.1
Pricing Objectives and Price Determination


4.1.1
Nature and Importance of Price



4.1.2
Pricing Objectives



4.1.3
Factors Influencing Price Determination


4.2
Basic Methods of Setting Prices



4.2.1
Cost plus Pricing



4.2.2
Break Even Analysis



4.2.3
Prices based on a Balance between Supply and Demand



4.2.4
Prices Set in Relation to Market Alone


4.3
Pricing Strategies and Policies



4.3.1
Discounts and Allowances



4.3.2
Geographic Pricing Strategies



4.3.3
One Price versus Flexible Prices Strategy



4.3.4
Skimming and Penetration Pricing



4.3.5
Unit Pricing, Price Lining, Resale Price Maintenance, Leader Pricing and Psychological Pricing



4.3.6
Pricing Versus Nonprice Competition

UNIT-5: THE DISTRIBUTION-1
5.1 The Retail Market and Retailing Institutions

5.1.1
Middlemen and Channels of Distribution

5.1.2
Nature of Retail Markets

5.1.3
Classification of Retailers

5.1.4
The Future in Retailing


5.2
The Wholesale Market and Wholesaling Middlemen



5.2.1
Nature and importance of Wholesaling



5.2.2
Merchant Wholesalers



5.2.3
Agent Wholesaling Middlemen



5.2.4
Future of the Wholesaler

UNIT-6: THE DISTRIBUTION-II
6.1 Channel of Distribution Conflict, Cooperation and Management

6.1.1
Conflict and Cooperation in Distribution Channel

6.1.2
Selecting Channels of Distribution

6.1.3
Determining Intensity of Distribution


6.2
Management of Physical Distribution



6.2.1
Nature and IMPORTANCE OF Physical Distribution Management



6.2.2
The Strategic use of Physical Distribution Management



6.2.3
Major tasks in Physical Distribution Management

UNIT-7: THE PROMOTION
7.1 The Promotional Programme

7.1.1
Meaning and importance of Promotion

7.1.2
The communication Process

7.1.3
Determination of Promotional Mix

7.1.4
Determination of Total Promotional Appropriation

7.1.5
The Campaign Concept: An exercise in Strategic Planning


7.2
Management of Personal Selling



7.2.1
Nature and Importance of Personal Selling



7.2.2
The Strategic Personal Selling Process



7.2.3
Strategic Sales Force Management and operating a Sales Force



7.2.4
Evaluating a Sales Person’s Performance and Publicity


7.3
Management of Advertising and Sales Promotion



7.3.1
Nature and Objectives of Advertising



7.3.2
Developing an advertising campaign



7.3.3
Evaluating the advertising efforts



7.3.4
Organizing for advertising



7.3.5
Sales Promotion



7.3.6
Publicity and public relations

UNIT-8: MARKETING IN SPECIAL FIELDS
8.1 Marketing of Services

8.1.1
Nature and importance of services

8.1.2
Strategic Programme for the Marketing of Services


8.2
International Marketing



8.2.1
Domestic Marketing and International Marketing



8.2.2
Structures of Operating in Foreign Markets



8.2.3
A Strategic Programme for International Marketing



8.2.4
International Trade Balance

UNIT-9: MARKETING MANAGEMENT
9.1 Implementation of marketing Strategy and Performance Evaluation

9.1.1
Implementation of Marketing Strategy

9.1.2
Evaluating Marketing Performance

9.1.3
Sales Analysis and Marketing Cost Analysis


9.2
Marketing Societal Appraisal and Prospects



9.2.1
Criticisms of Marketing



9.2.2
Consumerism: A Criticism of our Marketing System



9.2.3
Responses to Criticisms



9.2.4
A Societal Orientation in Marketing

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

2. Principles of Marketing by Philip Kotler

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