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" DIPLOMA IN MARKETING MANAGEMENT
~ ONE YEAR

o APPLIED ECONOMIC & MANAGEMENT BOARD-
SYLLABUS

» ‘j'Paper =) Marketmg management.
“ Paper - llA - Sales management. .
- -paper - Il Advertising Management.

Paper - IV International Marketing & management
" Paper - V.. . Research and methodology

" Duration - “Three Hours.

Max Marks ';,: One’ Hundred - -

PAPER - I

MAEKETING MANAGEMENT
COURSE CONTENTS o :

(!) Introduction

Concepts of market, marketlng and marketmg management marketmg of industrial and
consumer goods and services; marketmg functions; marketing mst;tu’uons

(), Consumer Demand’ and product strategy

. ~(a) Consumers demand

Analysns of consumer demand Determlmng faotors of consumer behaviour and
_motivation;: Buymg process Howards seth model; Organisational buying behaviour;
Preparatlon and consumer profile. - .

 (b) Product strategy : : ’ e
. Product concept; classnflcatuon of product; Product life cycle; Product strategy; New

- product development Reasons forproduot failure; Product differentiation & market
segmentatlon :




() Marketing strategy, planning and pricing :

(@) Market Strategy :

Concept types and requisites; factors affecting- stratefles steps in 1mplementatmg
strategies; Reasons for failure; making strategles effective.

(b) Planning : : : '

Concept, 1mportance and steps in marketmg planning; strateglc planmng model
Check list of marketing plan marketing diecision- makmg
(c} Pricing:
~ Essentials of a sound pricing policy;- Re-sale price maintenance, and discount -
structure; Administered and mark-up pnces -
(IV) Marketing information and research :

(a) Marketing information :

Need and characteristics; Informatxon inputs and sources; operating statements and
ratios; Analysis of sales rocords ‘

(b) Marketing research : : ' i
Importance, objectives and areas of marketlng research Preparatlon of question-
naire; market survey.

(V) Legal aspects of marketing :

A study of legal provisions relating to :

(i) Restrictive and unfaire trade practlces
(i) Packaging and price display, .
(i} Patants, Trademarks and copy nghts ,
(iv) Weights and measures, , T
(V) Quality control, : o s
(V1) Protection of consumers Interests, L
( I) Essential commodities- storage destnbutlon and pricing.
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. PAPER - 1l
SALES MANAGENENT
Sales Planning and policies
(a) Sales Planning:
Planning process; Setting objectives; sales forecasting; sales programme planning:
Territorial coverage planning; sales budget; sales territories; Fixation of sales Quota.
(b) Sales Policies :
Importance, objects and formulation; Trade marks brands, samples and packaging;
Distribution policies.
Destribution Channels :
Types of channels-Retailers (large scale and small scale), wholesalers, mail order

‘business; -channels for rural marketmg selection of channels; Managing distribution

channels.

Sales Organisation : -

Organisaion of sales department and its relation with other departments; Functions and
responsibilities of sales manager; Organising sales force; Recruitment, selections.
training and supervision of sales force.. remuneration and motivation of salesmen
Sales promotion and salesmanship :

Types and objectives; Brand promotion; Factors affecting promotional activities:
Introduction of new production; sales incentives for trade and sales force. Preparation
of auotation invoice, orders, credit appraisal and collection.

¢V P

02l 02]22



[ —

{v)

COURSE CONTENTS :

0

(1)

()

Sales reporting and control :
(a) Sales reporting :

Reports from field staff; Expense Repon Debt and dealers collectlon and report
for management.

(b) Sales control :
Sales analysis; Marketing cost analysxs and control; performance evaluatlon of sales

force, sales audit.
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, PAPER-III _
ADVERTISING MANAGEMENT

Introduction : '

Nature, scope and types of advertlsmg, Role of advemsmg for busmess umts Economlc
social and ethical aspects of advertising.. * "

Advertising strategy, Planning and budgeting : S

Devising advertising strategy, objectives and process of advemsmg plannmg Advemsmg

budget-advertising budgeting models, advemsmg budget allocation; Decision-making
related to advertising.

Organlsmg advertising compalgns

.

Planning and organising advertisement compalgns creatlvny in advemsmg compalgns.

7

Rt % o
N

[ /23

(!



; Copy writing and layout; Various advertising media and their selection. Displays and
role Point of Purchase advemsmg

(IV) Advertising Agencies :

advertising agencies- their organisation, functions; Need ,utility and co-ordination with
~ clients. Selection of advemsmg agency. Agency compensation.
(V) - Effectiveness and control :

. Methods of measuring advemsmg effectiveness; Cost benefit- analysis; Social and legal
control of advemsmg Role of consumers’ organisation.
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: PAPER -V .

\ : INTERNATIONAL MARKETING AND MANAGEMENT

S () Introductlon
‘Basic concepts; Decnsmn framework ‘Analysing marketing opportunities- collection
and analysis .of marketmg information ; Modes of entering overseas markets.

() Planning and promotion :

' Planning international marketing operations; product policies; Distribution Channels;

Pricing Decisions; Promotion and trade fairs; Advertising and publicity.

(I  Process and Techniques :
International marketing ‘process and techniques- direct exporting, indirect exporting,
counter trade; chensmg, Sub contractlng, Joint- venturee
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(V)

V)

-

Organisation and Control :

Organisation and control of international marketing operatnons lnternatlonal tendering;
Procuremem for exports; Export information sys’(em
Marketmg Logistics :

Concept, objective and scope; The general structure of shipping industry; Coordination
- role of intermediaries; Shipper and ship owner consultation arrangement; - Chartering,
Indian shipping; Ports and overseas marketing logisties; Warehousing; lnternatlonal Air
Transport; Carriage of goods; Legal aspects; Maritime frauds.
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PAPER - V

RESEARCH AND METHODOLOGY
Marketing Research : : . ‘
Importance,Objectives and areas S of marketmg research Types of Marketmg Research.

Advantages of Marketing. Research.Process of Marketing Research. Marketing Research
in India.

The Nature of Research

Meaning of Research- Stages.inthe Developments of Research- Universality of Resqaroh

methods - Scientific method of research- Basic elements of Scxenuflc method.
Hypothesis: -

Meaning, Functions, formation of Hypothesns lmportance of Hypothesns mresearch
Deduction and Induction Methods : :

Merits and Dem S"~Of each method. | T ' v/},&%‘/
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Choosing a Problem for Research :

How to select a problem area, 7-Guiding Principles in the choice of a topic.
Planning and Organising the Research Project :

Statement of the problem - Collection of the date - Considerations for presenting and
interpreting date -major considerations in sampling - Types of sampling.

(@) Use of Library.

{b) Observation.

(c) Interview.

{d) Constructmg Questionnaire.

Teachniques for interviewing indata collection. questlonnalre and Correspondence
techniques for data collection.

(Vll) Scalling Techniques.
(Vill) Processing The Date :

(1X)
(X)

(@) Editing (b) Coding

(c) - Tabulation. ’

Analysis, Interpretation and presentation.
Writting a Research Report.

BOOKS RECOMMENDED :

(1)

TR Y5 m? - qj”o;\/o”v

Survey Methods Insocial Investigation.

By - Sir Claus Moscer and C. Kooton.

Methods of social research..

By - Goods & Hatt. :

Methods of Social Survey and research.

By - Dr. S. R. Bajpai.

Melhodilogy and Techniques of Social Research.
By - Prof. Dr. Bhandarkar & Principal Wilkinson.
Research Methodology in Business.

BY - J. R. F. Rummal. '

Marketing Research Management.

By - A. B. Blankenship and J. B. Doyle.
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