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‘Unit-1

'-"Uth

G TS S T W A T T S S

' Envuronment Economlcal Socro Cultural and Pohtlcal Brandlng and. Packaglng

- '_ 'Umt 3

INTERNATIONAL MARKETING

| UINTEMGBOG

Total Marks-100

* Passing Marks-35

Sub. Type- .Maj_or (Credit-6)

Lectures: - 90 Hrs -

'_ .' Pre-requisite (if any) - The student must have studies this group in 2" year- (_Diplorhe)"

Part A- _Iritrod_uctioﬁ “

| Course learning outcom_es {CLO)

On -suCces_sfuI completion of this course, the students will be able to:-

T Proficient in |mport Export procedure
~ > Student able to know about international marketing strategy
¥ The com ponents and process of !og:st!cs g!obal marketmg
> Tolearn role of government pollc:es and challenges faced to mternatlonal competltlon

Pa:r_t B._-‘-COnteht-'of .t_h‘e_'cour-se-_ o

.‘w’%

o Hlstorlcal background ‘of mternat’?nal marketlng in Indla Internatlo%el Marketlng Deflnltion"
- _Nature and Scope of mternatlona] market, Domestlc marketmg V/S1ntemat|0nal Ma rketlng,
- ' DeC|5|ons relatmg Entry in the forelgn market - ' '

W o . : . ﬁ%

\,» - e

Product Plannmg for !nternataonal Market Product desngnmg, Advertlsmg Internatlonal busmess o

EEY

f’n

__ 'Internatlonal Pncmg factors mﬂuencmg lntematlonal Prlce Pncmg Process ahd methods
o 'Internatlonai Pnce Quotatlon and Payment Condltlons Methods of Payment m mternatlonal

arketlng S f




.
.
' o Unit-d S - o - : .
S e e om g oy | %
' International Dlstrlbutlon Channels- functlons Types of Channels, and Loglstlcs decasmns Se[ectmn and ' i
( o appointment offofetgn agent. v ' |
e - u'nit.-s S . . o PR L,
I : R : ?}3 o
.- . Indran Import Export Pollcy and Practu:e Steps of Commencement of an Export busmess Export Pncmg and
- S Export finance. :
_‘\' . ‘f . £y
(’ %%} - N
Part C Learnmg Resources
3

_ Suggested Readlngs

¢ o Text Books, Refereh_cé-BOoks,- .O_the_r resources .
o © 1.Dr P:K. Jain rinternational Marketing
- 2. Jaih'S.C.: International marketihg CBS publications, New Delhi. '

3. Vasudev PK; Ihtern.at_i'onal_'Marketing, Excel Books, New Delhi.
.- 4. Rathore VS : International_Marketing '

© 5. Jain SC: Internat:io'nal'Mark_etin'g,' Sahitya Bhawan 'Pu.bi_icati'oh,- Agra




Classﬁ“catlon of Ser\nce Marketlng, Factors Leadmg to a Serwce Economy

| . -Umt 2

MARKETING OF SERVICES
UI_NTEMG_'soj
Total Marks-100

Pas'si.n'g' Marksi35

Sub. Type- Dtsmpllne Specn‘lc Electlve (Credlt 4)

Lectures - 60 Hrs

' 'Pre-r’equisit'e (if any} - The student must have studies this group in 2" year- (Diploma)

Part A- Introduction

'.Coufs_e.lear_ning Qutcbme_s (cLo)

On successful co_m'hletion' of this course, the students will be able to:

. i'mpr'ove knowledge about marketing of services

. Understandmg of the concept tof ser\nce consumer behawor
s Toim part knowledge about-strategic' |ssues :
s Inservice marketing and challenges

| Pér_t_. B - Content of the course .

Unit-1

. g ‘ o
lNTRODUCTIONTO SERVICE MARKETING Meanlng, Deﬂmtlon Characterlstlcs Components

z?'éf"m :
%‘:_,. i T

P‘s

SERVICE CONSUMER BEHAVIOUR Understandmg the Service Customer asa Deusmn Maker, -

- Customer purchase is assoc:ated W|th Risk, How Servlce Customers Evaluate. the Serwce The Servlce.

- _ Consumer De{:|510n Process and The. Decrs;d% Maklng Process in the Serwce Sector Components of -
o _Customer Expectatlons Serwce Satlsfactlon Serwce O,uallty Dlmensmns ' T




o

TR

_ump3'

ﬁw.ﬂ_ a

THE SERVICE DELIVERY PROCESS Managmg Service Encounters Common Encounter Sntuataons

- Managmg Servn:e Encounters for Satlsfactoinutcomes Ser\nce Failure Serwce Recovery Process
of Service Recovery, Customer Retentlon and Beneflts '

i

Unit-

- :STRATEGIC ISSUES IN SERVICE MARI(ETING Market Segmentatlon in. th’ge Ma rketing of Ser\nces
_ Target mar’ietlng Posutlonmg of Services-How to Create%a p05|t10n|ng Strategy Developmg and

mamtalnlng Demand and Capauty

'Unns

-\4“5 ) . %3 .

.CHALLENGES OF SERVICE MARKETING Marketing pianmng for Ser\nces Developmg and Managlng

the Customer Service Functlon Developmg and Mamtalnmg Quallt\; of Ser\nces v;‘

RELATIONSHIP MARKETING The Ievels of Customer Reiatlonshlps Dlmensmns of a Relationshlp,

Goal of relatlonshlp marketlng
. L

s

Part C Learnmg Resources

Suggested Readmgs
.Text Books Reference Books, Other resources
1. Balajl Dr B "Ser\nce Marketlng & Management" S Chand Pubhcatlon New Delhl

2.' Raw_s’ha_nke_r-."Sem.ce Ma_rke_tlng &-_Management;m Indua Pe_rspe;tlve_ Excel__Book Publication; "




AT

B B B

ADVERTISING AND SALES MANAGEMENT

UADVEMG308

Total Marks-100

P'assing Marks-35

. Sub Type DlSClphne Specn‘:c Electlve (Credlt 4)

Lectures -60 Hrs

Pre-requisite (_if a_ny_) - The student mhs_t have stu_di_es this group in 2nd year—-{'Dipio'ma_)'

Pa rt A- lntrod uct:on

Course Iearnlng outcomes (CLO)
- On successful completlon of thIS course, the students W|Ii be able to:

& With th'e Figorous cu rriculum students will involve as highly innovative and committed

professmnais with strateglc marketing and commumcatlon skills reqwred for effectwe
selling. L '

. ‘Student will be aware of deve[oplng and managmg dynamlc customers and busmess

~relationships. - _ , - _
- Students will be groomed w;th customer centrlc creative thinkmg and strong
commumcatlon to be effectwe in‘the area of marketlng and sales.

e Open up to the numerous future pOSSIbllItiES of hlgher educatlon as weII as of gettmg

placed W|th re puted corporate in the countr\;r

. Pa__r-t B - Conte_nt__‘-.of the course
. Unit-1

Advertrsmg- 1ntroduct|on Concept Scope objectlves and functlons ofadverttsmg Role of
'advertlsmg in: marketlng mix and the advertlsmg process legal, ethlcal and- socual aspect of -
' advertlsmg ' - o

- '-Unit-z. -

o Pre Iaunch Advertlsmg Dec:suon- Determlnatlon of target audlence, Advertlsmg med;a and'._ o
: the:r chorce Advert:smg Measures Iayout of advemsmg and advertlsmg appeal




'Unlt 3

Message Des:gn and Development Advertlsmg copy development types of appeal
Advert:smg copy testmg Measuring Advertrsmg Effectiveness- Managlng advertasmg agency

' 'cllent relat:onshlp, promotional scene in Indla Techmques for testlng advertlsmg
Effectlveness o

Unlt—4

Personal Selhng- Meamng and lmportance of personal sellmg Advertlsmg and sales

.promotlon Methods and procedure of personal sellmg

Control process Analyms of sales volume, Costs and profltablllty managlng expenses of sa[es
personnel evaluatlng sales force performa nce.. : ' S

_Unlt-S

" Sales Orgamzatlon- Settmg up a saies orgamsatron pla nmng process pnncrples of
-determmlng sa[es organlzatlon ' :

Sales Plannmg- Importance and types of saIes plannlng, sales plannlng process saies
forecastlng, _determmlng sales terrltorles sales quota and sales budget '

Part C Learnmg Resources

'Suggested Readmgs '
Text Books Reference Books Other resources

-1 Phlllp Kotler Kevm Lane Kelier A[exander Chervev Jagdlsh N Sheth G Shamesh
Marketlng Management Pearson Indla Educatlon Servrce Pvt Ltd 16th Edit;on 2022

2 C N. Sontakki Neeta Gupta AnUJ Gupta, Marketlng Management Kalyani Publlshers New:.-

- 'Delh:

3 PI”aI R S N Marketmg Management SChand &Co Ltd




