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- Umt-3

'INTERNATIONAL MARKETING
 UINTEMG306 |
Total Marks-lOO
P.assing.l_\/larks'-SS
Sub. Type- Major (Credit-6)

Lectures: - 90 Hrs -

P’r'esi‘eh_uisi_te {if any) - The student must have studies this group in 2" year- (Diploma)

Part A- _Intr-od_uction “

. Course learning outcomes {CLO)

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

T Proficient in import- Export procedure
> Student able to know about international marketing strategy
> The components and process of logast!cs g!obal marketrng
> Tolearnrole of government pollcaes and challenges faced to mternatlonal competltron

Part B - Content of the course

“Unit-1

. Hlstorlcal background ofmternat?nal marketlng in India. Internatlo.%al Marketlng Deflnltion
_ _Nature and Scope of |nternat|ona] market, Domestlc marketmg V/S1ntemat|onal Marketlng,
' _Decrsrons relattng Entry in the forelgn market o :
' 4 . o

"-"Umtz

\_‘., 5 2,

Product Plannmg for !nternataonal Market Product desrgnrng, Advemsrng Internataonal busrness
Envuronment Economlcal Socro Cultural and Poirtlcal Brandlng and. Packaglng '

3o

%} .

__ 'Internanonal Pncmg factors mﬂuencmg lntematlonal Pnce Pracmg Process a%d methods
'_ : 'Internatronai Pnce Quotatlon and Payment Condrtlons Methods of Payment m mternatlonai
' -".marketlng RO .';e;" o : ' ' S




Unit- 4 . - _ _ o - . :

: b ' e By : % _ 14
Internatsonal Distribution Channels- functlons Types ‘of Channels and Loglstlcs dec:smns Se[ectlon and
appointment of foreign agent. y o

ot : g by

Indian’ !mport Export Pollcv and Practice. Steps of Commencement of an Export busmess Export Pncmg and'
Export fmance B
S

Part € - Learning Resources

S_ugg'é_st_ed.'Reading_s:'.

Text Books, Reference Books, Other reeo'urees .

1. Dr P:K. Jain rInternational Marketing
2. Jaih'S.C.: International marketihg CBS publications, New Delhi,

3. Vasudev PK; Ihternat_ibnal'Marketing, E_xceI'Books, New Delhi.

- 4. Rathore V5 : International_Ma.rketing '

5. Jain SC: International Mark_e_tin’g,. Sahitya Bhawan PU.bl_iEati.Or.l,' Agra




CIassrf‘catlon of Servrce Marketmg, Factors Leading: t_o a Serwce Economy

. . -Unlt 2

MARKETING OF SERVICES
uiNTEMG_so_jr
Total Marks-100

Pas’sihg Marks-35

Sub. Type- Discipline Specific Elective (Credit-4)

Lectures: - 60 Hrs

"Pre-requisite (if any) - The student must have studies this group in 2" year- (Diploma)

Part A- Intro_duétio'r_l

'._Course learning 'qutcemes {cLO)

On successful co_mhletion of this course, the studenits will be able to:

. I'mprove knowledge about marketing of services

. Understandmg of the concept to f service consumer behawor
s  Toimpart knowledge about-strategicissues.

» Inservice marketing and challenges

“Part B - Content of the course -

. Unit-l

3! i a g DA {,.'

[NTRODUCTION TO SERVICE MARKETING Meanmg, Definition, Characterlstlcs Components

g‘;. "“‘é’.’- :

P"s

.SERVICE CONSUMER BEHAVIOUR Understandmg the Sérvice Customer asa Decmon Maker &

Customer purchase is assocsated W|th Risk, How Ser\nce Custormers Evaluate the Serwce The Serwce.

- _ Consumer Demsaon Process and The Decrs;dtﬁ Maklng Process in the. Serwce Sector Components of -
N _Customer Expectatlons Serwce Sat|sfact|on Serwce Cluallty Dlmensmns R

YE
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. Unlt 3

Ty ey
TR

. : 5 : .

[ ;,,,w

THE SERVICE DELIVERY PROCESS Managing Service Encounters Common Encounter Sltuations

- Managmg Service’ Encounters for S@tlsfactoryi"outcomes Service Fallure Semce Recovery Process

of Service Recovery, Customer Retentlon and Beneﬂts

ERTY

: Unit—

_ :STRATEGIC ISSUES IN SERVICE MARKETING Market Segmentatlon in. th’% Marketlng of: S(;ZNICES
_ Target mar’ietlng Posutlonlng of Services-How to Createfla posmonmg Strategy Developlng and

mamtalnlng Demand and Capaﬂty

Unlt—5

CHAL!.ENGES OF SERVICE MARKETING Marketing pianmng for Serwces Developlng and Managlng
the Customer Service Functlon Developmg and Malntammg Quality of Ser\nces W-;

RELATIONSHIP MARKETING The Ievels of Customer Reiatlonshlps Dlmen51ons of a Relationshlp,

Goal of relatlonshlp marketmg

J

Part C _-"Leér'_ning. Resources

Suggested 'Read:ing's':
.Text Books Reference Books, Other resources
‘1. Balajl Dr B "Ser\nce Marketlng & Management" S. Chand Publlcatlon New Delhl A

B Ravu_s‘ha_nker-"Semce Marke_tlng &'_Manegement;sn Ind:a Pe_rspe{:tlve Exce! Book Pubhcatlon
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ADVERT!SING AND SAI.ES MANAGEMENT

UADVEMG308

Total Marks-100 .

Passing Marks-35

' Siib. Type- Dis'c'ipl_ine S'peclifiE Elective_.(C'redit_-'ﬁl} |

Lectu res: - 60 Hrs

Pre-_tequiSite_ if é_ny) _The student must have studies this group in 27 vear- {Diploma}

Part A- !ntrod uct:on

Course Iearnlng outcomes (CI.O)
" On successful _comple_tion of this course, the s_'tudents_' will be able to:

e With the rig'orous curriculum students will involve as highly innovative and committed

professmnals with strateglc marketing and commumcatlon sKills reqmred for effective
selling. o '

e ~ Student will be aware of deve[opmg and managmg dynamlc customers and busmess

~relationships. - . , : .
. Students will be groomed with customer centrlc creative thinklng and strong
communacatlon to: be effectwe in'the area of marketlng and sales.

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

placed W|th reputed corporate in the country

_ Pa_r-t B- Content_'-of.the course _
_ Unit-1

o Advertlsmg~ lntroductlon Concept Scope obJectlves and functlons ofadvertlsmg Role of
'advertlsmg in: marketmg mix and the advertlsmg process legal, ethlcal and- soaal aspect of -

advertlsmg

~ Unit2

' Pre Iaunch Advertlsmg Dec:suon- Determmatlon of target audlence Advertlsmg medla and
© their ChDICE Advertismg Measures Iayout of advemsmg and advertlsmg appeal




)

S

£,

Unit-3

Message Design and Devefopment- Advertising copy development, types of appeal,.
Adve‘rtisl'ing eopy testing' Measuring Advé’rtising Effectivenesé M'anaging advertising agency
cllent relat:onshlp, promotional scene in Indla Techmques for testi ng advertlsmg ' '
Effectmeness '

Umt—4

Personal Selhng Meanlng and 1mportance of personal selling Advertlsmg and sales

.promotlon Methods and procedure of personal sellmg

Control process Analy5|s of sales volume, Costs and pmfitablllty managmg expenses of sa[es
personnel evaluatmg sales force performa nce. ' '

_Umt-S

" Sales Orgamzatlon Settmg upa saies orgamsatron pla nmng process pnnc:ples of
-determmlng sa[es orgamzatlon : :

Sales Planmng- Importance and types of sales plannlng, sales plannlng process saies
forecastlng, determmmg sales terrltorles sales quota and sales budget

Part C Learnmg Resources

- Suggested Readlngs '

Text Books Reference Books Other resources

Phlllp I(otler Kevm Lane Ke!ier A[exander Chervev Jagdlsh N Sheth G Shalnesh

: Marketmg Management Pearson Indla Educatlon Ser\nce Pvt Ltd, 16th Editlon 2022

2.C.N. Sontakki Neets Gupta AnUJGupta, Marketmg Management Kalyam Pubhshers New:.

' 'Delh!

3 P11Ia|R S N Marketmg Management SChand&Co Ltd "




