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Digitalizing the Indian rural markets-e-rural marketing: select live case studies-ITC e-choupal, 
TARA haat, EID Parry’s Indiaagriline, Kandhamal Apex Spices Association for 
Marketing(KASAM) 
Communication strategy: Challenges in Rural Communication, A view of 
CommunicationProcess, Developing Effective- Profiling the Target Audience, Determining 
communicationobjectives, designing the message, selecting the communication channels, 
deciding thepromotion mix, Creating advertisement for rural audiences rural media- Mass media, 
Non-Conventional Media, Personalized media, Rural Media: The importance of the two-step 
flow ofcommunication Media Typology, The Media Model, Media innovation, Influence of 
ConsumerBehaviour on Communication strategies 
 
Practical Components: 

• Visit to the various Micro Finance Institutes, who extend their services in catering rural 
market. 

• Visit to a village and understand the market structure and also understand the functioning 
part of the rural markets 

• Students should come up with new product designing with the rural marketing mix 4 As 
(Awareness, Acceptability, Adaptability and Affordability) 

• Students can do a survey on corporate farming and its effect on income of the rural 
farmer. 

RECOMMENDED BOOKS: 
• Rural Marketing - Pradeep Kashyap& Siddhartha Raut, Biztantra. 
• Rural Marketing - Gopal Swamy T. P, 3/e, Vikas Publishing House. 
• Rural Marketing - Dogra &KarminderGhuman, 1/e, TMH. 
• Rural Marketing - Sanal Kumar Velayudhan, 2/e, Response Publication, 2007. 

 
REFERENCE BOOKS: 

• Rural Marketing – Krishnamacharyulu C. G &Lalitha Ramakrishnan, PearsonEducation. 
• Rural Marketing – Habeeb Ur Rahman, 1/e, HPH, 2004. 
• Rural Marketing – MinoutiKamat& R. Krishnamoorthy, 3/e, HPH. 
• Agricultural Marketing In India – Acharya , Oxford I B H. 
• Advertising & Marketing in Rural India- Tej K. Bhatia, 2/e, Macmillan. 
• Marketing of Agricultural Products - Richard Kohls and Joseph N. Uhl, 9/e, PHI. 

 

INTERNATIONAL MARKETING MANAGEMENT 
Subject Code                   : 16MBA MM406   IA Marks    : 20 
Number of Lecture Hours/Week : 03     Exam Hours: 03 
Number of Lecture Hours           : 56      Exam Marks: 80 
Practical Component                  : 02 Hours/ Week 
 
Objectives: 

• To introduce students to the international marketing management process, design 
andtheories 

• To develop skills relating to international trade. 
• To familiarize the steps involved in import export documentation. 
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Outcomes 
The student should be able to: 

� Be aware of the differences between domestic marketing and international marketing. 
� Draft international marketing Strategies 
� Note down the import export documentation. 

 
Unit 1:           (8 hours) 
International Marketing – Definition and Scope – Reasons and Motivations – Global 
VsDomestic Marketing – Concepts related to the management of international marketing 
function –World Trade and India’s foreign trade: an overview – Institutional framework for 
exports inIndia. 
 
Unit 2:           (8 hours) 
International Trade Theories- Absolute cost-comparative Cost- H-O Theorem- New 
TradeTheories- Porter’s Diamond Theory- Managerial Implications 
Global marketing environment – cultural Environment Political and Legal 
EnvironmentEconomic Environment.- Modes of entry in to foreign business 
 
Unit 3:           (10 hours) 
India’s Export – Import policy – procedure and Documentation - INCO terms - balance of trade 
and payments 

Unit 4:         (12 hours) 
International Product Policy and Planning – Need for product planning, Product adaptation, 
Product Standardization, Cross country segmentation, Product life cycle in International 
Marketing, International Packaging,  
International Market selection – International Marketing Research – International marketing 
Planning and control. 
 
 
 
Unit 5:           (9 hours) 
International Pricing and Promotion decisions- International pricing decisions-International 
promotionaldecisions-Evaluation of international marketing performance- coordination of 
internationalmarketing performance 
 
Unit 6:           (9 hours) 
International distribution strategy: International Channels – Channel alternatives – Importance of 
Channel decision – Factors influencing the Channel decision – Channel Selection decision –
International Retailing – Role of Logistics 
Practical Component: 

• Select the best method of entry for doing business in this country and decide on the 
relevant market segments to target in the selected country and overall marketing 
approach. 

• Review detailed guidelines for developing an international marketing plan 
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• Analyse international marketing environment to understand opportunities and threats that 
a company underlying the behaviors of international consumers and business associates. 

• Conduct international marketing research to generate information on 
consumers,competitors and other aspects of the international marketing environment. 

• Select countries for international expansion and an appropriate method of entry for 
international markets ranging from indirect export to joint venture to foreign direct 
investment. 

• Market segmentation, targeting, and positioning strategy for international markets 
 
RECOMMENDED BOOKS: 

• International marketing Management – An Indian Perspective, Varshney and 
Bhattacharya, Sultan Chand & Sons, New Delhi. 

• Global Marketing Management, Keegan, Prentice Hall of India, New Delhi. 
• International Marketing, Philip Cateora and John Graham,TataMcGraw Hill, New Delhi. 
• Export Management, D.C.Kapoor, Vikas Publishing House, New Delhi. 

 
REFERENCE BOOKS: 

• Essentials of International Marketing, Donald L. Brady, 1st Edition, 
JaicoPublishingHouse, 2011 

• Export: What, Where, How, Para Ram, Anupam Publishers, Delhi. 
 

SEMESTER IV  
Finance Specialisation   

 
MERGERS, ACQUISITIONS & CORPORATE RESTRUCTURING 

 
Subject Code    : 16 MBA FM401              IA Marks  :20 
Number of Lecture Hours/Week : 03     Exam Hours: 03 
Number of Lecture Hours  : 56       Exam Marks: 80 
Practical Component   : 02 Hours/ Week       
 
Course Objectives: 

• To facilitate understanding of corporate merger and acquisition activity and restructuring  
• To communicate to the students the role that M&A plays in the contemporary corporate 

world. 
• To understand how to use M & A as a strategic tool. 
• To compare and contrast the various forms of corporate restructuring. 
• To assess human and cultural aspects of M&A’s. 

 
Course Outcome: 
At  the end of the course, the students are able to: 

� Understand corporate merger and acquisition activity  
� Analyze the mergers & acquisition deals that have taken place in the recent past. 
�  Understand synergies of mergers & acquisition deals. 
� Compute the valuation associated with M&A. 
� Understand the  human and cultural aspects of M&A’s 
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