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Pre-requisites

A basic understinding of fundamental business comeepts such as supply.
demand, competition ete

Course Summary

This introductory marketing course is designed to provide students with
a foundational understanding of marketing principles, strategies, and
tactics.

Course Outcome (CO):

CO | CO Statement E“?“i“"'" Diawladgn Evaluation Tools used
Level Category#

Students understand the Examinations/

CO1 | fundamenial concepts of Marketing | U [ / ', R E

Quizzes/ Assignment/Senmnar
« | Analyse the marketing concepts to Examination

co2 * . : An P > -
real-world business scennrios. Assignment/Seminar
Conduet critical analysis and Debates/Discussions

CO3 | acknowledge the significance of An P Case analysis
fundamental marketing principles. FExam

* - Remember (R), Understand (U), Apply (Ap), Analyse (An), Evaluate (E), Create (C)
# - Factunl Knowledge(FF) Conceptual Knowledge (C) Procedural Knowledge (P) Metacognitive

Knowledge (M)




Module

' Unit

Content

Hrs.

Mar
ks
70

INTRODUCTION TO ADVERTISING

| Meaning, Definition, Nature, and lmportance of Advertising:
2.5cope of advertising

3 Key objectives and importance of adventising in marketing
COMmIMUnicanon

4. D\fl:rview nf "p'E.I'iDLL'T h’pi:s of nd\. L'rtisiun feg. prndu:l

3 DA(.]MAR hpprum.h and Sq.ll:ng ui Advertising Budgq.t
. Explanaiion of the DAGMAR {Defining Advertising Goals for
Measured Advertising Results) approsch 1o setting advertising

ohjectives

T Methods for determining adverising budgpet allocation

ADVERTISING MESSAGE AND MEDIA

228

B.Advertising Message: Components of un advertising message:
beadline, body copy. visuals, ete.

9 Different types of advertising appeals and sirategies for creating
effective advertising copy

|12

10.Types of Advertismg Media: Overview of traditional and digital
advertising media (e.g.. print, television, radio, oudoor, online,
social media, ete.)

11.Strengths and limitations of each advertising medium

|2 Factors influencing the selection of advertising medin

13 New Trends in Advertising: Emerging trends in advertising,
meluding social media advertising and influencer marketing

20

1t

ADVERTISING EFFECTIVENESS

14.Communication and Sales Effeets of Advertising: the dual
objectives of advertising: communication and sales impact

15.Methods for measuring advertising effectiveness, including pre-
testing and post-testing techniques

16, Ethical Aspects of Advertising in India: Overview of ethical
considerations in advertising practices

17.Role and functions of the Advertising Stundards Council of
India (ASCT) in regulating ndvertising content and pmctices

SALES FROMOTION

18.Nature and Importance of Sales Promotion: role of sales
promotion i the nurketing mix

19 Key ohjectives and benefits of sales |'|rnmr:rtmr| activities

201, Tools of Sales Promotion: Overview of various sales prnrnnnnrl
wols and technigues, including premiums, price ofls, coupons,
sampling, refunds, contests, games, pomnt-of-purchase displays, etc.
21 . Suategies for effectively using cach ool to drive sales und
CONSUMEr engagement

20

22 Trade Promotion Tools: Convention, conferences, trade fnirs,
exhibitions and fashion shows, specialties, and novelties.

v

Practicum: it Is recommended to conduct the following practical exercises

Discussions on vanous commercial and non-commiercial
advertisements in detail with examples

(=]

Debate on the ethical and moral 1ssues in advertisement in the modern
T

Ciroup discussions on digital advertisement and ifs impornance in
modern business

n

A mini project on the perception of youth towands celebnty
endorsement in advertising

Preparation of @ weport on various sales promotion teols expeneoced by
students in their real life.




5 | Conduct real case studies to analyze marketing challenges, and successes and
“ | encourage learners to apply marketing concepts to solve practical problems
3 Assign group prl?jects where students develop marketing plans for hypothetical
praducts or services
4 | Conduct role-playing exercises to simulate various marketing scenarios. |
Conduct peer reviews using marketing periodicals and journals |
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