	Sl.No.
	Syllabus
	Curriculum
	Deployment Strategy and Tool
	Cross-cutting issues integrated
	PO, PSO and CO
	Attainments
	Attainment Verification

	1.
	Marketing Management
	1.Make students have an understanding of the fundamental concepts of

marketing & the environment in which marketing system operates.

2.To analyze the motives influencing buying behaviour & Describe

major bases for segment marketing, target marketing, and market positioning.

3.Identify a Conceptual framework, covering basic elements of the

marketing mix.

4.To understand fundamental premise underlying market driven strategies.
	1. Chalk and Talk method

2. PPT 
3. Videos 

	1.Marketing challenges and opportunities

2.Segment Marketing, Target Marketing and market positioning 
3. Marketing Mix 

4. Pricing Decision 

5. Promotion Strategy 

	Apply knowledge of management theories and practices to solve business problems. 
Foster Analytical and critical thinking abilities for data-based decision making.  

Ability to develop Value based Leadership ability.  

Ability to understand, analyse and communicate global, economic, legal, and ethical aspects of business.

Ability to lead themselves and others in the achievement of organizational goals, contributing effectively to a team environment. 

Graduates will be able to understand, analyze and work with numerical and qualitative data and provide desired solutions to the stakeholders  

Graduates will be able to use technology with ease in their specific domain of expertise 

Graduates will be endowed with life-long learning skills, critical thinking skills and research outlook 

Prepare graduates for entrepreneurship, ethical leadership and social value creation

Develop graduates for corporate jobs with global outlook
	
	

	
	
	· 
	4. 
	· 
	1.Develop an ability to assess the impact of the environment on

marketing function.

2. To formulate marketing strategies that incorporate psychological and

sociological factors which influence buying.

3. Explain how companies identify attractive market segments,

differentiate and position their products for maximum competitive

advantage in the market place.

4. Build marketing strategies based on product, price, place and promotion objectives.

5. Synthesize ideas into a viable marketing plan.
	
	1. 

	
	
	· 
	5. 
	· 
	
	
	2. 


Diary

	Sl.No.
	Date
	Topic/Chapter/Module
	Curriculum
	Deployment Strategy and Tool
	PO, PSO and CO
	Attainments
	Attainment Verification

	1.
	17-10-2018 to 21-11-2018
	Unit – 1
Introduction 

Introduction, Definitions of market and

marketing, Selling Vs marketing, The Exchange Process, Elements of

Marketing Concept, Functions of Marketing, Old Concept or Product oriented

Concept, New or Modern or Customer- oriented Concept,

Marketing Myopia, Marketing Environment analysis, (Micro and Macro),

Marketing in the 21st century opportunities, challenges & Ethics. 
Unit – 2 

Buyer   Behaviour Analysis 

Meaning and Characteristics, Importance,

Factors Influencing Consumer Behaviour, Consumer Purchase Decision

Process, Buying Roles, Buying Motives. The black box model of consumer

behaviour. B2B marketing Vs Consumer Marketing.


	Make students have an understanding of the fundamental concepts of

marketing & the environment in which marketing system operates.


	· Chalk and Talk method

· PPT 

· Videos 
· Chalk and Talk method

· PPT 

· Videos

	Apply knowledge of management theories and practices to solve business problems. 


	
	

	
	
	
	· 
	· 
	.Develop an ability to assess the impact of the environment on

marketing function.


	
	· 

	
	
	
	· 
	· 
	
	
	· 

	
	
	
	· 
	· 
	To formulate marketing strategies that incorporate psychological and

sociological factors which influence buying.


	
	· 

	2.
	22-11-2018 to 13-12-2018
	Unit – 3 
Concept of

Market Segmentation, Benefits, Requisites of Effective Segmentation,

Bases for Segmenting Consumer Markets, Market Segmentation Strategies.

Targeting - Bases for identifying target Customer target Marketing

strategies, Positioning - Meaning, Product Differentiation Strategies, Tasks

involved in Positioning. Branding - Concept of Branding, Types, Brand

Equity, Branding strategies.

Unit – 4 
Concept, product hierarchy, product line, product

mix, product mix strategies, Product life cycle and its strategies, New

Product Development, packing as a marketing tool, Role of labeling in

packing. Services Marketing & its Characteristics.

. 

	To analyze the motives influencing buying behaviour & Describe

major bases for segment marketing, target marketing, and market positioning.


	· Chalk and Talk method

· PPT 

· Videos 
· Chalk and Talk method

· PPT 

· Videos 


	Explain how companies identify attractive market segments,
	
	

	
	
	
	· 
	· 
	
	
	· 

	
	
	
	· 
	· 
	Build marketing strategies based on product, price, place and promotion

	
	· 

	3.
	17-12-2018 to 22-01-2019
	Unit – 5 

Pricing Decisions 

Significance of pricing, factor influencing pricing

(Internal factor and External factor), objectives, Pricing Strategies-Value

based, Cost based, Market based, Competitor based, Pricing Procedure. 

Marketing Channels

Meaning, Purpose, Factors Affecting Channel

Choice, Channel Design, Channel Management Decision, Channel

Conflict, Designing a physical Distribution System, Network Marketing. 

Unit – 6 

Integrated Marketing Communications (IMC)-

communication objectives, steps in developing effective communication,

Stages in designing message. Advertising: Advertising Objectives,

Advertising Budget, Advertising Copy, AIDA model, Traditional Vs

Modern Media- Online and Mobile Advertising, Social Media for

Advertising. 

Tools and Techniques of sales promotion, Push-pull

strategies of promotion. Personal selling: Steps/process involved in

Personal Selling. Publicity/Public Relation-word of mouth, sponsorships.

Database marketing: Basic concepts of e-commerce, e-marketing, m-

Commerce, m-marketing, e-networking, CRM, MkIS. 

Marketing Planning

Meaning, Steps involved in Marketing planning.

Marketing Audit- Meaning, components of Marketing Audit. Marketing

Strategic Planning Process. 


	To understand fundamental premise underlying market driven strategies.
	· Chalk and Talk method

· PPT 

· Videos 
· Chalk and   Talk method

· PPT 

· Videos 


	Synthesize ideas into a viable marketing plan. 

	
	

	
	
	
	· 
	· 
	Synthesize ideas into a viable marketing plan.

	
	· 


