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1. PREAMBLE

B.B.A Marketing Managementis a three-year professional undergraduate course in
Business Management.B.B.A Marketing Managementwould emphasize the study
and creation of business application to market products and services to meet the
growing demand of marketing personnel across the globe.

The Programme three years aims at providing inputs to the students pertinent to the
general management and various domains of marketing management. The
candidates who are already in lower-level marketing/selling jobs shall acquire this

degree for their better prospects in career.

2. PROGRAMME LEARNING OBJECTIVES (PLOs)

PLO 1. To recognise various management theories and order the different functions
of management

PLO 2. To acclimatize the students about the environment of marketing and
consumer behaviour

PLO 3. To understand the dynamics and complexities in the field of marketing in the
emerging global context

PLO 4. To acquire professional skills in using appropriate promotional techniques in
marketing of products and services

PLO 5. To solve the problems encountered in the process of marketing by providing
solution trough findings of need based research.

3. PROGRAMME OUTCOMES

After completion of the B.B.A Retail Management, the learners will be able to;

POC 1. Critically analyse the management theories and handle the various functions
of management in an organisation.

POC 2. Inculcate the accounting principles, theory and concepts thereby record
various financial transaction in the books of account.

POC 3. Practice the economic principles and theories for guiding to take appropriate

managerial decision.
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POC 5.

POC 6.

POC 7.

POC 8.

POC 9.

. Select the optimum techniques and methods of communication and enhance

the communication skills which enable the incumbent to demonstrate his/her
competencies for producing results in business.

Promote the basic concepts in marketing management and analyse the
consumer behaviour & environment for choosing most advantageous
promotional mix for enhancing the sales of goods and services.

Deal withvariety of financial services in general and insurance in particular
for undertaking assignment in this domain.

Promote theexcellent traits of salesmanship and apply prevailing suitable
personal selling techniques to upscale the sales of goods and services.
Become competent human resource for involving in product development
process and take product related decision according to product life cycle.
Analyse the status and behaviour of rural, retail and services market

environment and becoming professional for handling these market.

POC 10. Create right knowledge coupled with skill in conducting marketing

research and apply that for conducting market/marketing research.

4. PROGRAMME SPECIFIC OUTCOMES

While studying B.B.A Marketing ManagementProgramme, the learners will be able

to;

PSO 1. Recognise various management theories and order the range of functions

of management in an organisation.

PSO 2. Apply the accounting principles, theory and concepts to record various

financial transaction in the books of account.

PSO 3. Analyse the economic principles and theories and use the same for

making appropriate managerial decision.

PSO 4. Select the optimum techniques and methods of communication and

enhance the communication skills enable the incumbent to demonstrate

his/her competencies for producing results in business.

PSO 5. lllustrate the basic concepts in marketing management and analyse the

consumer behaviour &environment to decide optimum promotional mix for

promoting the sales of goods and services.
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PSO 6. Name the various financial services in general and insurance in particular
for extend such service to the needy customers.

PSO 7. Order the quality traits of salesmanship and use personal selling
techniques to enhance the sales of goods and services.

PSO 8. Acquire competencies pertaining to product development process and to
study its life cycle for taking product related decision.

PSO 9. Augment the knowledge and skill of rural, retail and services for handling
these markets also while in work.

PSO 10. Develop the competencies of marketing research for undertaking
market/marketing research for providing optimum solutions.

5. Eligibilityforadmission

Candidates should have passed the Higher Secondary Examination (10+2 pattern)
conducted by the Board of Higher Secondary Education, Government of Tamil Nadu
or any other examination (10+3 pattern) accepted by Syndicate, as equivalent

thereto.

6. Medium

English& Tamil

7. Duration of the Course

The course for the degree of B.B.A Marketing Management shall consist of three

years.

8. Admission

The candidate’s admission for the degree of B.B.A Marketing Management will be

taken in both Academic & Calendar year admission cycle.

9. CourseofStudy

The course of study shall comprise instruction in the following subjects according to

the syllabus.
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BBA Marketing Management

(Distance Mode — Non-Semester)

(From Calendar Year 2021 onwards)

No. of | Exam Marks Max. Pass
S Course Course title Credits | Hrs | Distribution | Marks | Marks
No. Code
CIA | TEE
First Year
* _ p _ .
1 BFTMN- | sdlLp 1 (Tamil 6 3 30 70 100 1
11 Language-1)
*BEEGN- Founda’_uon in English-
2 1 I (Literature  and 6 3 30 70 100 40
Grammar)
N i o
3 BBf\lMN '\P/Irlnmples of 6 3 30 70 100 20
anagement
*BBAMN- | Financial and
4 12 Management Accounting 6 3 30 70 100 40
*% _
5 BBlASMN Managerial Economics 6 3 30 70 100 40
Total 30 150 350 500
Second Year
S C N f |E Marks M P
ourse . 0.0 Xxam ietribt ax. ass
Course title N Distribution
No. H Mark Mark
o] Code Credits rs CIA TEE arks arks
* -
6 BB'ZAlMN Business Communication 6 3 30 70 100 40
7 ** -
BBZAZ‘MN Elements of Insurance 6 3 30 70 100 40
8 * _
BBZA3MN Marketing Management 6 3 30 | 70 | 100 40
9 * i} i
BBAMN Personnel _Sellmg & 6 3 30 20 100 20
24 Salesmanship
10 * )
BBAMN- | Product Management 6 3 30 | 70 | 100 | 40
11
*CCEN Environmental Studies 4 3 30 70 100 40
Total 34 180 420 600
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Third Year
Marks Max.
S Course Course title No. of | Exam | Distribution Marks | Pass
No. Code Credits Hrs [cIA TEE Marks
*BBAMN - Sales & Distribution
12 31 Management 8 3 30 70 100 40
*BBAMN - Integrated Marketing
13 32 Communication 8 3 30 70 100 40
* -
14 BB%MN Service Marketing 6 3 30 | 70 | 100 40
* -
15 BB?EAN Retail Marketing 6 3 30 70 100 40
*%
16 Bi@MN Marketing Research 6 3 30 70 100 40
Total 34 150 | 350 | 500
Grand Total 98 480 | 1120 | 1600

ContinuouslinternalAssessment-(CIA)TermEndExamination-(TEE)
* - Core Course ** - Elective Course

10. Scheme of Evaluation

Examination to Bachelor of B.B.A Retail ManagementProgramme isdesigned to
maintain quality and standard. Theory Examination will be conducted by the
University in the identified Examination Centres. For the Assignment students may
be permitted to write with the help of books/materials for each Course, which will be
evaluated by the Evaluators appointed by the University.

Scheme of Examinations:

Assignment: 1 assignment for 2 credits are to be prepared by the learners. E.g. If
aCourse is of Credit 4, then 2 number of Assignments are to be written by the learner
tocompletethecontinuousassessmentofthecourse.Assignmentcarries30Marks(Averag
e of Total no of Assignment), consists of Long Answer Questions (1000 words)for
each Course.

Assignment 1 |[Answer any one of the question not 1x30 = 30 Marks
exceeding 1000 wordsoutof threequestions.
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Term -End Examination: Students shall normally be allowed to appear for theory
examination after completing the Assignments. The Term -End Examination shall
Carry 70 Marks and the Question Paper has three Sections: A, B& C for the
duration of 3 hours.

QUESTION PAPER PATTERN
Time: 3 Hours Maximum Marks: 70
PART — A (3x3=9 Marks)
Answer any three questions out of five questions in 100 words
All questions carry equal marks
Question Distribution Method:

From Block-I
From Block —II
From Block —IlI
From Block — IV
From Block — V

o~ w0 N

PART - B (3X7=21 Marks)
Answer any three questions out of five questions in 200 words
All questions carry equal marks
6. From Block -1
7. From Block -l
8. From Block — Il
9. From Block -1V
10.From Block -V
PART - C (4X10=40 Marks)
Answer any four questions out of seven questions in 500 words
All questions carry equal marks
11.From Block -1
12.From Block -l
13.From Block — I
14.From Block —IV
15.From Block -V
16.From any Block.
17.From any Block.
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Passing Minimum: The candidate shall be declared to have passed the

examinationif the candidate secures not less than 25 marks in the Term End

Examinations

(TEE)

ineachtheorypaperandsecuresnotlessthan13marksintheContinuousinternalAssessm

ent(ClA)andoverallaggregatedmarksisS0Omarksinbothexternalandinternaltaken

together.
Continuous Term End OverallAggregaMaximumMa
InternalAssessment Examination TEE) teMarks rks
(CIA)
Minimum | Maximum | Minimum Maximum CIA + TEE
Pass Mark Mark Pass Mark Mark
13 30 25 70 40 100

Classification of Successful Candidate

Candidates who pass all the Courses and who secure 60 per cent and above in the

aggregate of marks will be placed in the First Class. Those securing 50 per cent and

above but below 60 per cent in the aggregate will be placed in the Second Class.
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BBA Marketing Management - | Year Syllabus

urLOEuwir(Course Title) : suflp - 1 (Quomflium_ib)
urL&GouT® (Course Title) : BFTMN -11

urLspoevgereleusisr (Course Credits) : 6

umL_GIBrd g BT

CO1. s10ip Gosswmismer HBlps CHTHAD THESIMIsHS60.

CO2. Qurflsgmesr, Qurflupley, @svsslwls Qurg opley GLmb DYELEINEY
alleuflgsev.

CsTES 1 Fww @evsslwid

UMey — 1 wesresfl(p Swmupewmssir

SV Fow @evsbaslwmbissT — Fow @evsslws CaETHMID, FLewTLpd GClLITSHS(IPLD,

wrean Fow euerisd), LTl HHepen L igwd - LmEpTaTEbLBST GHeuTTiD

urLé  Amtiyser. - (Hmprojssrefer  wrdld  efeentuyh, BLOSL bLISHTL

Cupmetst, FHHIT - LssT Ulewm@hly, CuTeTerTi GuesflwGer, wrenfléssaurssi -

aurerrd  weenrd), UrdBmabs el G, Hmepoflst @HTED  @eoupLd

2 HouGaTGsaueID, SeTLD Haiapd GTaTEL ST, STaPTHETODWTT - E)Tn)

B3 06156afG% LoTeYId @b, HMleursnib $TEsr Y MlailliLimest.

Ufey — 2 preoruilyg geuws Lfrumbgid

WSV CPOTH YpLpeuriser — GUTUEDSWTPeUTT LUTL D - eDeuwld SoHeflwm

s G, LSSSTRaTT UTL® - oerGu sseflur oG - GUTpeuri —

F(H&HaTEL 6T GlLTeTGLoesl] HerGL 6T, FHlHLflewF Dppeuri LITL 6V — eTLIMII
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ST (PSLD p6uTiil, BLOLOTLPEUTT - @)eweuu|ld eWeuuld 2 neuw|LDd, LOgIT Sl TLpeuri —
BETEMLOWITEY  LOl&%H  BTeTwenm, @GHVBFSTTpUTT — 6ClFLauGFH I TLDEHLIWITHET,
Quiflwripeuri — wrenfléssd S euully @)ewL_sL 1 - Y ETLT6T — LdHH6emD GleBmL L
suflFmisd, OCarewrLgiglt Gumgwripeuri — uwdewFwrT weweGumred  Gosf],
SHLILITETTLPOUTT — ClHTERTL 6V 6U6NTERTENEsTdh B TaUGVSTTII, F)(HLOBIENUWITLPEUTT —
@&6VIDG (HLD, OlFeVOILD SHHB (DD, L Wi

Uifley — 3 Fomiiyrrentid ( $EFT HesT6y HEUTL LIL_6VLD)

Foriyrrentd — srilw 9ewioliL], HHFT HesTey HWTL LIL VLD, STLLIW (PeTHemSHF
F(HHHLID, LIL VS HWSHF F(hHHLD — HHFT H6UT6Y HWT(H) 6T(LPHV — HhHFT HEWTL HEIT6Y,
&S Fralledl JTOHMID — SbaTalledr @Guisdl blewsvullsy WTHMD — QRLILIHST FIMbHS
allrs g, LehFement GlLITHHST Blewsv — sHFTailsit LjeUbLIL — allgleusid GlLThHbaIGom
6TEUT6D, LOMTGI6V6T euFadrid HewgujGom eTedrsy, HHFT CHIDLHD. — GlFmraller oL eV
QUHBD — WWFDT eI USGSITD, HAsslr euflEsTmid WHHLHBH6V, &L 606D
SaNlILTiéE s A5 résID.

UMey — 4 Gaoumeuenf) (&m_di LiL_6vid)

Gabumeuswf] — srillw Sewwliy, T F UL e, STULW PSTHMSF F(HHSLD,
UL 6Vd SHeWSHF Fi(hHHLD, - CHTeur dm Il LD subgh HTamiHe) — GWhens @)Cuwiseneud
QBTUHD, (PVEDOWTT Hhd (LPsLemeD LTewev, CUlaTLGHTL 2 ulli 2erEhFeOTL 6D -
Gameusvi GUTHM! auTPSHHIHD — Hallll Gurer Q' swi_ 61 5Ceur 2_HGHemer 6TevT6v,
Llewlld@dhss555 2 Slbs GuDDP CUTHDMED, HEBTENRTENWIW|LD  f6V0TL 616w T U|LD

UTPGSHIHV — Casreusvi OGlFHFw sTewllsems — @ewLFFwir TewsY FTHHev,
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@ewLwi Hhs LUTD HTewllEems, GHUbms@)Cuaaler 9 meTChTHE — 5GerT(h
PBIGSTUWLD UTPSSITTT — HedTLITeY LTYI L 6ThsHd Hewrew! i wewLp, CoubsbenT
b&a] YQuienTd 615%MHS0H6T eTevT6D.

C5TGS 2 ApPlevsSlwpd @)&ETVdE Sailens B)0dd W LpLb

Ufey — 5 s s Teirerrullyio

(wrewesr wmib - w@HLY 2mdfl wrs, GsTiywHd uTLHH@DD, HuilhHassHeuld
UTHSIPSHP], HBSBIEMETLI LITL 60H6T — 2 (10D 2 (LB EHGFII, [HTEWT 6(HLITEV 6UTMHILS
[H6VEIT 6p(HLIMT6V, D UILDESITILI 6WLILDLYEHIT 6T63Td GlHTL_BIGHLD LITL 6V561T)

bhFlBHVIDLIGLD (20rF6D, LMD 2 MIiLileh ewLDbHG LITL 6VH6MT)

Sl  Apvlevsslwmiser — HApvdlevssws Casromid, FANPlevsSlw  cueHHSHST,
seVbLSLD, Ustemenssilllp — s esTerarTullyid - BrevGLIWT alleTdsid, HewioliLy,
Wrewesr LMD aflaTdhsd, wHsEHlemer allerdssid, - (phH6lgmererTullyd — wWirenmesT MLD
LITL 6V&6IT — LITEWILYWI6H WTeMeT LMD — §(h LTL 6D, GFTLPST WTewesT LMD —
QHUTL 6D, GFIedl WTewesr LMD — §p(h LITL 6V — (pSH6lGmerarmuilyd — swoHdHLleweart
LITL 6V&6IT — LITEWTLY WIS eDBEHEBIen6r — sHLUTL 6D, CFTLPT emHHHemeT sp(HLTL 6D,
GFreiT eweHaslemar ep(h LITL 6D, = BbhDHHHVIDLIGLD — 29TF6V, LOMLD — HEVIDLIG 2eTM)|LIL| 56T
18 aflerdaib, 2argsy 2 miiLiled Syewiohad LITL 6V, WML 2 MLy Sewhd LITL 0 —
bHFHHEVIDLIGLD, HEWEVEUST HeWeVa dn MM — HEWEVEUST InMHMILI LITL 6V, SHewsvarl

Fn DML LITL_6V.
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Uifley — 6 iberm_fwibswio Lilstenerd s Ll (9oLed LiheuLD)

Neremers 501 alerésin — Lsraars SUPAST USSIL LGaLseT, Laraparsd H18wpds @
obysd — ellerésid, - FrwD eTeTaID euflipedm — ST aleTéshd, FTLo
suLfl (P MLILITL 6V —HT6TLD 6T6OTeNILD suLfl(Lpe®M — STETLD allemd LD, HTETLD suLhlpewmLi
UTL&) — QUi sTeepid auflapedm — GuULD allaréabd, Gushd anflednrl LTL —
SEWTLLD sTHTEYID flPEDM — SETL_LD afleTdsHLd, SIL_LD suLflpepmLs LITL_6D.

Uifley — 7 @)éamev wryssallengsepd LTl ® @)evdasw wpld

wirLé sallemssend LT G Gsdwpid — il selesser aflards, LT Hdser —
susTeTeTT, LTTEurt, UTTESTEST — eusTeTETT (@)ITRS SqEeT LTL —
Q(HEWLOW|L_ T BldTgl H(HeVrly... - urrslwri — wrwdbs wriflsallGe —
urgrglgraer — srewev@lerid LMSUIGev... Bridass) sallehr, sallwenfl — BILOSHEHED
sallep @rrwedlBisildrenar LTL O —gLllp6Glersity CFTseVLT... - Seailoew)
CaAsalpTwisd Llstemer - Leviphg elligujd GlurepsleflGesv...arsm, wlguwyser —
FTHT — GGG Uigs QSTEmBEGD — QuUIFsT — FTHmuSsTeT
peTeassIF FTaTHIASTDTT. SaTaTsTEsT — Gasrall LIDHSS SeTHI, WEHSSTS —
FIFD 2 evreyd @)L G, U HEHCasTewLwri — HereriiiwGsv HereriiiwGev. ..
Uifle — 8 yagis sallenssEpld B&dm s Sailens s 6ipLo

LBIESaNmESsEHD DEams salomssepnd — LS selossdr aletésn, - B
STTTFST — UTHHL D HUPHHWB..., LGV TGLOT6T— BTHBTeOWTil (3)hboHeuset
oy BT = eplewLeplewLwimil..., ADL] — GBBTH 2 V@ BIT6I..., @)eTEHevTL —

ugelluyT Gurgl..., . CGST —sTedTenIewL W FOLITHT6f6. .., Ll — LIFH6L6lsueT ullsv
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TRGsT..., mGrr@H slpstust —Feos Gsmnflev..., GssTeid —  eTenfler
QeulgliewL..., WUTPpHSH — Db InbHeWeV TN (LY dds..., DEInd Hallewsbaer —
SILIBID TEHLTET — @)rOeusOeTD ..., S|HUTTH — sty Lewriissr, BErT — LASSH
GLHDHHT, YBle|g — 1y Cleu’igul..., HLPfULTeT — SYTL{PL L. ..

CBTE&S =3 2_wrpenL @)evdalwid

Wifley - 9 v. awrsrrearrier ‘su0lwse waed @)L b”

SV 2 _ewrBewL sueridd — 2 emrpewLullest & COTHmID, HIPlL HL(HewrHsi,
sU0fle0  wenfliNreurer pewL, Ul FallSSOPHEOL, - 1. UTSTTFOTTI
2 rpeL,- Cwrfliupn BT YPlsd, SlwsG s G — s Eer
2 I Qlurmsit — Slpdh @ WoHed @)L1b — SLOIPBTL (Hd Carullsvsaflsy suL_Glomyl, $Lolip
Qs sGHILS GewsursorpliGursrg, sl Qssd Yso @i, R Ag
giwpulled sllpse s @Lib, Y Ayl srsieufl Lipgiewpast s,
@)afluisv grewmuiley HL0lHE WSV @)L LD, QYBISIVLI LIGSDMewBBEBHLD H|LOT6UTENFF
FTLOWITT & @pLD.

Uifle — 10 urrgsraeflsr “9emwdl” BrLswb

SUOIPD o IEmL BTLs auerisd), - SIOPM Bristiseisr 5 Gorpmi, 20 oy
BT T 6w 160

S BTLSBIS6TST Blewew, WoHHLOPL BTL &GS allerdsh, Guwerer Gomy
2 sl QuTgQuwry. — uTrgsraeT stevtanid BT YATwi — yriHbsallepiflsr

prLsl yrld, Hereps: hrLss sTHaL, Yewwslullest Apliy — 9ewwgl BTL &5
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HWHF F(HIHBLD — HeWLOF| H6TLD P6ITM|, HTLD — @)TeWT(hH) , HETLD CLPETM), HETLD HT6IT (),
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Uifley — 11 Qnwsrpseflsr ‘brer @) ®mesCmer” — Anisens

S 2 ewrhewL_uilsy Amisens susridFd — sV Hews @evsFwdh CHTHMID, HLOlPF
Anismssaiar  Gsrhpepd  aerrédyn, Ansms Gessard -  S0pF
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Nwrdssrrer, prer @msAGmer obwT, - Brar GEHEACMET — Ans®SS
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Gurrdfwi - Gearrausrwi - péfarrisfealui - soTLT - Oieuddeeowri
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difley - 19 srdbg) - Cered Uewpaepid Slmss5wid
260 WSHBD H(HLD 6T(IPHSHISH6T - T,m 960 LOWEHBID - B, 607,601 960 LOWISHSBLD -
80,67, 10,560 LWESID - QEFTeD 1PHd QLD 6TIpSS LOTLSET - QFTe @)ari_ufled LD
TpBSI I E6T - QFrhaEeieaT shALIL L ssT - Gaubmieiol Ljewriddud el
yewrigFuyp - 2 uiliepsir 2 uwili yewrigev - @mMweVsrl Lewridd] - susvedler spmm
D@D G)L_missEnid LOET @)L kisEnLb.
Uifle) - 20 Glevsdlw gnle) eflerr allenL
uTL UGS OsTLiuTeTene - Glurgeurer S0P 3evsswibd CGTLTLTaTeN6M.
LITTened [HTeVS6.

1. . surgrraer, H0p @evbaw eureVTmI, FTHSW HoHHTOHL, L|g56)L_sved).

2. wgl. F. allweTaThser, S Pevsslw eureorml, BarTl & LsbsHs Blemwsowid,

LDGI6WT.
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3. sulypenrentsy, LHw Crraaley 0l Gevsshw eureormi, Werml & LH5%
BleweVIILD, LDGIEHT .

4. suilyeintentsv, @)evflw HOpCWTLHlullesr @usvyssr 1,2,3- u@dlser, Werm 4
LSS5 Blewsowid, L0gIewy.

5. ps$s — saTeiiLeT,S).. SEPH saumismers salliiGuThd, LTABmWID,
184, Lilym_Geu, GlFsremnenr.

6. &. @QurwelkiserTi, S0PV 6T(psHICeuTid, Hips Gleuafluf(®), ClFesTemeur.

7. OF. s g1efrTFTd BTU®), D6UMTHIGEHLD LGl LpswMEEHLD, Sk Cleuefluf(®),
AE

8. LrsLi & uresilrweslust, ssae @sTLiyds  sdal, wrBlsvl
LsTeRETTTS: Hvalld &mayed, CFaTaner.

9. e16. HsemeVeUTERT, @)SLWIV 2 _GFE6T, LTTFsHS Cleuafluf®), &DHmTevid.

10.LméLi . sThsT, LTsLT of. Gursst, whssr sm 5% QsrLiflwud Ly
ufwresrBiger, Wigwr ulieallCsHagesren, LI .

11.M.eTev.  @yseriur, o wWiaSHh o IUTLOSmY, BILST LEILSD,
GlFesTEem6OT.

12.1p. @pés16aTar5S), GUSas) eTUILIG, SaTaRTLTST LU, LT Klapsowib,
AE

@)swemTig &6 6T/ LO65TERT eV BIgG6IT
1. www.tamilvu.org

2. www.tamildigitallibrary.in
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3. https://www.tamiluniversity.ac.in/english/library2-/digital-library
4. https://www.tamilelibrary.org

5. www.projectmadurai.org

UTLgFlewesrt) Lig LILIGTeV efleerujid LIwIesTHsi

CLO1. sullflspisiter @)dasrer @evsHlw cuswassarTer wrLds &allewsd, LgH
sallens, ANIsens, Brousd, &L (Hor , BrL& @edsSwid LD
menTeuigHeT ailfleurs 6T(DdEIMTLILITT 6.

CLO2. ygewwiiigser, Uruepgsr, wsrsall urgglwrr, urCeupbsi
urTrdasraer, sallwenfl  Cxfs  allprwsid  Ustewer 9 alGuiri
uewL_LiL&ser umml  sTHSGIewTLiLIi.

CLO3. w.eu. , Fw.alls. HFCurdler Hlp mewLuller HApliyser b

T(HSHGIeMTLILIT.
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Course Title : Foundation in English-I (Literature and Grammar)
Course Code : BFEGN-11
Course Credit : 6

Course Objective

CO1. To make the learners aware of the history of England
CO2. To cultivate the creativity among the learners

COs. To improve the reading skills of the learners

CO4. To enhance the vocabulary of the learners

COs. To make the learners read and write in English

COURSE SYLLABUS

BLOCK I: Brief History of England
Tudor England- Stuart England -Restoration England -Revolutions -Eighteenth
Century-19" Century Education- 20" Century
BLOCK II: Literary Texts
R.K. Narayan- An Astrologer’s Day and Sarojini Naidu - Bangle Sellers
BLOCK Illl: Reading Comprehension
Definition of Comprehension- Types of Comprehension- Reading Materials-
Vocabulary- Critical Reading- Effective Reading- Exercises
BLOCK IV: Functional Grammars and Vocabulary
Parts of Speech- Tenses-Articles -Prepositions and Linkers —Punctuation-Common
Mistakes -Polite Expression-Affixes
BLOCK V: Language Skills
Reading Skills: SQ3R Technique -Writing Skills -Dictionary Use
REFERENCES
1. Narayan R.K. Short Story Collections.
2. Sarojini Naidu. Bangle Sellers
3. Sinha C.A. Reading Comprehension. Prabhat Prakashan.
4. Xavier A.G. An Introduction to the Social History of England. Viswanathan S.
Printers, Chennai. 2009.
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WEB RESOURCES
1. https://www.digimat.in/nptel/courses/video/109106124/L01.html
2. https://www.digimat.in/nptel/courses/video/109106138/L46.html
3. https://lwww.coursera.org/lecture/multimodal-literacies/9-2-learning-to-read-
reading-for-meaning-HdG30
4. https://nptel.ac.in/courses/109/107/109107172/

Course Outcome

On successful completion of the Course, the learners will be able to:
CLO1. describe the history of England
CLO2. critically analyse the literary texts
CLO3. use the words correctly
CLO4. write in flawless English
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Course Title : Principles of Management
Course Code : BBAMN 11
Course Credit . 6

Course Objective

CO 1. Explain the evolution of management thoughts and its various dimensions

CO 2. Discuss the process of planning and decisions making in an organisation

CO 3. Enumerate the organising process and establish relationship between staff
and line.

CO 4. Order an entire process of staffing and list out the components of directing
and its essential applications

CO 5. State the techniques and process of controlling and coordination

Course Syllabus

BLOCK [: Overview of Management Concepts

Management — meaning- Features, functions — Management as an art, science,
profession — Evolution of Management Thoughts

BLOCK II: Planning & Decision Making

Planning — introduction, Process, importance, nature and scope, types, steps in
Planning — Types of Plan - Management By Objectives (MBO) - Decision making —
Types of decisions - decision making process - difficulties in decision making.
BLOCK Illl: Organisation

Organising — Features, importance — Principles of organisations — types -
Organisation structure — Delegation — Span of Management — Line and staff
relationship — Use of staff units and committees

BLOCK |V: Staffing & Directing

Staffing — Manpower Planning — Sources and Methods of recruitment — Selection
process — Training and Development - Directing — Nature and purpose —
Communication process

BLOCK V: Controlling& Coordination

Controlling — Significance and limitations of Control — Control process —Types of

Control - Requirements of a good Control System- Budgetary and non- budgetary
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control- Coordination- Needs and Importance - Types and techniques requisites for

excellence of Coordination

References:

1. DinkarPagare, (2015), Principles of Management, Sultan Chand & Sons, New
Delhi.

2. Gupta, C.B., (2014), Management Theory and Practice, Fourteenth Edition,
Sultan Chand & Sons, New Delhi.

3. Harold Koontz, Cyril O'Donnell and Heinz Weihrich,(2017),Essentials of
Management, 5th Revised Edition, McGraw-Hill Inc., US, (ISE Editions).

4. L.M. Prasad, (2015), Principles and Practice of Management, Sultan Chand &
Sons, New Delhi.

5. S.A. Sherlekar&Sherlekar V.S, (2014),Principles of Business Mangement, 3rd
Edition, Himalaya Publishing House Pvt. Ltd, Mumbai.

6. TripathiP.C,( 2017), Principles of Management, 6" Edition, Tata McGraw Hill
Education private limited, 7" west Patel Nagar, New Delhi.

7. P C Tripathi P N Reddy, (2012), Principles of Management, 5" Edition ,Tata

McGraw Hill Education private limited, 7! west Patel Nagar, New Delhi.

Web Resources:

1. https://open.lib.umn.edu/principlesmanagement/
2. https://lwww.fluentu.com/blog/language-moocs/
3.
4
5

https://ascelibrary.org/doi/full/10.1061/%28ASCE%29LM.1943-5630.0000160

. https://www.slideshare.net/MohamedElhanfy/staffing-and-directing
. https://nios.ac.in/media/documents/srsec319new/319EL14.pdf

Course Outcome

CLO 1. Integrate management principles into management practices

CLO 2. Apply the skills necessary for carrying out effective management planning
and decision-making in an organisation

CLO 3. Draw the different organisation structure and analyse the relationship
between staff and line.

CLO 4. Critically analyse the staffing process and significant role of directing
process in an organisation.

CLO 5. Summarise the controlling and coordination techniques and its usefulness

for attaining the goals of organisation.
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Course Title : Financial and Management Accounting
Course Code : BBAMN 12
Course Credit : 8

Course Objective

CO 1. Explain the fundamentalconcepts of financial accounting and contrast
between bookkeeping and accounting

CO 2. Discuss the methods of preparing trial balance and final account statement

CO 3. Explain the concepts and importance of management
accountingandapplythe various ratio for analyse financial performance of
organisation

CO 4. Categorise sources and application of funds for preparing fund and cash
flow statement

CO 5. Contrast absorption and marginal costing and discuss the methods of

budgetary control.

Course Syllabus

BLOCK [|: Fundamentals of Financial Accounting

Financial Accounting — meaning — objectives - scope of financial accounting. Basic
Accounting concepts — Double Entry Book-Keeping -Journal - Ledger and Subsidiary
books — Accounting equation- Meaning and role of debit and credit Differences
between book-keeping and accounting.

BLOCK Il:Trial Balance

Introduction , Meaning , Objectives of preparing a trial balance ,- Methods of
preparing a trial balance - Rectification of errors — Trading account — Profit and loss
account — Balance sheet — Preparation of final accounts.

BLOCK Ill: Fundamentals of Management Accounting

Management accounting — Meaning and scope - Distinction between Management
Accounting and Financial Accounting- Ratio analysis — Nature of analysis —
Classification of ratios- Steps in Ratio Analysis — Liquidity, Profitability, Turnover and
Capital structure ratio — Interpretations.

BLOCK IV: Fund Flow and Cash Flow Analysis

Fund flow analysis — Concept of funds — Schedule of changes in working capital -
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Sources and Application of funds — Preparation of funds flow statements- Cash flow

analysis- Cash from operations - Preparation of Cash Flow Statement - Format of

Cash Flow Statement

BLOCK V:Marginal Cost and Budget

Introduction - Concept of Marginal Costing -Characteristics of Marginal Costing ,

Difference between Absorption Costing and Marginal Costing -Cost-volume-Profit

(CVP) relationship — Break-even analysis.

Budget and budgetary control — advantages and limitations — Essential features

ofBudgetary Control- Steps in budgetary Control -Classification and preparation of

budgets

References:

1. Finney,H.A.; Miller,Herbert E., (1953), Principles of Accounting, Introductory, 5"
Edition Prentice-Hall., New York.

2. S.P Jain & K.L. Narang ,(2016), Advanced Accountancy Principles of Accounting,
Kalyani Publishers / Lyall Bk Depot, New Delhi.

3. Dr.S.N.Maheswari, (2016),Management Accounting and Financial Control, Sultan
Chand & Sons Pvt. Ltd., New Delhi.

4. Shashi K. Gupta & R.K. Sharma, (2016), Management Accounting Principles &
Practice, 13" Revised Edition, Kalyani Publishers / LyallBk Depot, New Delhi.

5. M C Shukla, S C Gupta & T S Grewal, (2016), Advanced Accounts Volume 1,19t
Edition, S. Chand Publishing, New Delhi.

Web Resources

1. https://'www.mygreatlearning.com/blog/difference-between-financial-and-
management-accounting/

2. https:/lwww.guru99.com/the-trial-balance.html

3. https://www.readkong.com/page/mooc-fundamentals-of-financial-and-
management-accounting-5410675

4. https://www.udemy.com/course/cash-flow-fund-flow-a-complete-study/

5. https://mooc.es/course/budgeting-essentials-and-development/
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https://www.sapnaonline.com/books/management-accounting-principles-practice-rk-sharma-9327244648-9789327244649
https://www.sapnaonline.com/shop/Publisher/Kalyani%20Publishers%20/%20Lyall%20Bk%20Depot
https://www.schandpublishing.com/author-details/-m-c-shukla/547
https://www.schandpublishing.com/author-details/-s-c-gupta/161
https://www.schandpublishing.com/author-details/-t-s-grewal/190
https://www.mygreatlearning.com/blog/difference-between-financial-and-management-accounting/
https://www.mygreatlearning.com/blog/difference-between-financial-and-management-accounting/
https://www.guru99.com/the-trial-balance.html
https://www.readkong.com/page/mooc-fundamentals-of-financial-and-management-accounting-5410675
https://www.readkong.com/page/mooc-fundamentals-of-financial-and-management-accounting-5410675
https://www.udemy.com/course/cash-flow-fund-flow-a-complete-study/
https://mooc.es/course/budgeting-essentials-and-development/
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Course Outcome

CLO 1. Provide an in-depth view of the process in the financial accounting of the firm

CLO 2. Develop the analytical skills in the accounting equation, preparation of trial
balance and final accounts statement.

CLO 3. Summarize the functions of management accounting and practices and
interpret the financial statement using ratio analysis to show the financial
performance.

CLO 4. Apply methods to analyse cash and fund flow statements of a business firm

CLO 5. Apply techniques of marginal costing for making decisions and prepare

budgets of different types.
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Course Title : Managerial Economics
Course Code : BBAMN 13
Course Credit ' 6

Course Objective

CO 1. Explain the fundamental concept of managerial economics and its role.Draw
the relationship between Micro, Macro and Managerial Economics. State the
demand analysis and types of elasticity of demand.

CO 2. Explain the concepts of increasing, diminishing, and negative marginal
returns and the law of diminishing marginal returns.

CO 3. Distinguish between short-run and long-run production decisions and
illustrate their impact on costs and economies of scale.

CO 4. Evaluate the various pricing strategies and pricing output decisions under
market condition

CO 5. Identify methods of pricing strategies and recognise the profit planning

process.

Course Syllabus

BLOCK I[: Introduction & Demand Analysis

Definition and Scope of Managerial Economics — Relationship between Micro, Macro
and Managerial Economics - Role and responsibility of Managerial Economist -
Demand Analysis —Law of demand — Price, Income and Cross Elasticity of demand -
Demand Forecasting - meaning and methods

BLOCK II: Production Function

Factors of Production — Law of Production Function - Law of increasing returns —
Law of constant returns - Law of diminishing returns — Least combination —
Economics of Scale

BLOCK Ill: Supply & Cost Analysis

Supply — Law of Supply - Supply determinants — Elasticity of supply — cost analysis —
Different cost concepts — Cost output relationship — Short run and long run —
Revenue curves of firms

BLOCK IV: Market Structure

Market Structure and it's classifications — Pricing under perfect competition — Pricing
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under monopoly — Comparison of perfect competition and monopoly — Features of

Monopolistic Competition —Pricing under Monopolistic competition — Oligopoly

BLOCK V: Pricing &Profit Analysis

Pricing Policy and Methods — General consideration of pricing — methods of pricing

— Dual pricing —Pricing in different stages of life cycle of a Product - Price

discrimination - Profit - Nature of Profit -Profit Planning -Break Even Analysis-

Concept of Profit Maximisation - Profit Forecasting

References:

1. K KDewett& M H Navalur,(2006), Modern Economic Theory, S. Chand
Publishing, New Delhi.

2. P L Mehta ,(2016), Managerial Economics. Analysis, Problems and Cases,
Sultan Chand & Sons, New Delhi.

3. V Mote, Samuel Paul, G. Gupta, (2017),Managerial Economics : Concepts &
Cases, Tata McGraw-Hill Publishing Company limited, New Delhi.

4. Dr.S.Sankaran, (2012), Business Economics, 3rd Edition, Margham Publications,
Chennai.

5. R.L. Varshney, K.L. Maheshwari, (2014), Managerial Economics, 19" Edition
Sultan Chand & Sons, New Delhi .

Web Resources:

1. https://'www.my-mooc.com/en/mooc/demand-and-supply-analytics/

2. https://learnmech.com/production-management-definition-function-and-scope

3. https://baelearn.uncg.edu/wordpress/scm432/week-six-scm-652/price-and-cost-
analysis/cost-analysis/

4. https://corporatefinanceinstitute.com/resources/knowledge/economics/market-
structure/

5. https://www.unitedcapitalsource.com/blog/pricing-profit-margins/

Course Outcome

CLO 1. Comprehend the concepts of managerial Economics. Analyze the demand
and supply conditions and assess the position of a company.

CLO 2. Summarize the law of diminishing marginal returns.

CLO 3. Demonstrate the costs and economics of scale and recognize the production

function, supply and cost analysis in a firm.
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CLO 4. Examine the concept of price and output decisions of firms under various

market structures.
CLO 5. Discover the pricing in different stages of product life cycles and apply

techniques and tools for maximising profit.
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BBA Marketing Management - |l Year Syllabus

Course Title : Business Communication
Course Code : BBAMN 21
Course Credit ' 6

Course Objective

CO 1. State an overview of prerequisites to business communication.

CO 2. Compose professional business documents including letters and orders
CO 3. State the types of business correspondence.

CO 4. Equip the ways to draft business reports.

CO 5. Discuss the strategic importance of E — Communication.

Course Syllabus

BLOCK I: Business Communication

Business Communication — Meaning — Objective and scope — Methods of
communication — Types — Barriers — Principles of communication — communication
process.

BLOCK II: Business Correspondence

Layout of a letter — Business Inquiries and Replies — Quotations — Order — Execution
of orders — Cancellation of orders — Claims — Adjustments and settlement of
accounts — Sales letters — Circular letters.

BLOCK Illl: Banking and Insurance Correspondence

Collection letters — Application letters — Import Export correspondence — Bank
Correspondence — Insurance correspondence.

BLOCK IV: Report Writing

Report writing — Reports by Individual — Committees — Annual Report — Press report
— Speeches — Preparation of Agenda — Quorum - Minutes.

BLOCK V:E-Communication

Strategic Importance of E-Communication - Email, Text Messaging, Slide or Visual

Presentation - Internet - Video conferencing - Group Discussion — Social Networking.
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References:

1.

7.

Lesikar, R.V. &Flatley, M.E., (2002) Basic Business Communication Skills for
Empowering Internet Generation, 9th Edition, Tata McGraw Hill Publishing
Company Ltd, New Delhi.

PattanShetty C.S & Ramesh M.S., (1999), Effective Business English and
correspondence,R. Chand & Company , New Delhi.

R S N Pillai,vVbagavathi,(2010), Modern Commercial Correspondence, S. Chand
Publishing, New Delhi.

N.S.Raghunathan&B.Santhanam, (2013), Business Communication, Margham
Publications, Chennai.

Rajendra Pal, J. S. Korlahalli, (2015), Essentials of Business Communication,
13tEdition,Sultan Chand & Sons, New Delhi.

R C Sharma Krishna Mohan, (2002), Business Correspondence and Report
Writing, Tata McGraw-Hill Education, 3 Edition, 7" west Patel Nagar, New Delhi.
Robert L.Shurter, (1948), Effective letters and Business, McGraw Hill Co, US

Web Resources:

1.

https://harappa.education/harappa-diaries/business-communication-and-its-

importance/

2. https://correspondence-software.com/correspondence-management/

4.
5.

https://lwww.toppr.com/guides/business-communication-and-ethics/business-
correspondence/insurance-correspondence/
https://accountlearning.com/reporting-system-process-or-stages-of-writing-report/

https://lwww.eyerys.com/articles/web-communication-protocols

Course Outcome

CLO 1. Comprehend the principles and process of business communication.

CLO 2. Enhance the skill to write an effective business letter

CLO 3. Draft business circular and layouts

CLO 4. Demonstrate the acquiredknowledge on report preparation

CLO 5. lllustrate the different types of e-communication techniques in organisation.

*kkkkkkkkkkk

Page 30 of 53


https://www.abebooks.com/servlet/SearchResults?an=R+S+N+PILLAI%2CV+BAGAVATHI&cm_sp=det-_-bdp-_-author
https://www.google.co.in/search?tbo=p&tbm=bks&q=inauthor:%22R+C+Sharma+Krishna+Mohan%22
https://harappa.education/harappa-diaries/business-communication-and-its-importance/
https://harappa.education/harappa-diaries/business-communication-and-its-importance/
https://correspondence-software.com/correspondence-management/
https://www.toppr.com/guides/business-communication-and-ethics/business-correspondence/insurance-correspondence/
https://www.toppr.com/guides/business-communication-and-ethics/business-correspondence/insurance-correspondence/
https://accountlearning.com/reporting-system-process-or-stages-of-writing-report/
https://www.eyerys.com/articles/web-communication-protocols
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Course Title : Elements of Insurance
Course Code : BBAMN 22
Course Credit 16

Course Objective

CO 1. Recognise a perspective of the insurance mechanism.

CO 2. Describe the scope of life insurance, its appropriate use and administration.

CO 3. Explain aboutan insurance contracts and provisions of property-liability
insurance, life and health insurance, and employee benefit plans.

CO 4. Discuss about the principles and types of policies under marine insurance

CO 5. Explain the concepts of Miscellaneous Insurance and its recent

developments of in India.

Course Syllabus:

BLOCK I: Insurance

Meaning and Definition of Insurance - Concept of Risk and uncertainty —
Classification of Risk — Principles of Insurance — Types of Insurance -
Reinsurance — Double Insurance.

BLOCK II: Life Insurance

Life Insurance — Features of Life Insurance Contract — Proposal and Policy
conditions — Assignment and Nomination — Classification of Policies — Title and
Claims — Lapses and revivals — Surrender value and loans on policies — Role and
functions of Life Insurance Corporation — Life Insurance in Private Sector.
BLOCK Ill: General Insurance

General Insurance — Different types of General Insurance- General Insurance Vs
Life Insurance — Fire Insurance — Principles of Fire Insurance —Elements of Fire
Insurance Contract — Types of Fire Policies — Accidents and Motor Insurance —
Personal Accident Insurance-Nature, disclosure, terms and conditions, claims
and recovery; Third Party Insurance.

BLOCK IV: Marine Insurance

Meaning of Marine Insurance — Principles of Marine insurance — Types of

Policies — Marine Losses and Claims.
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BLOCK V: Miscellaneous Insurance

Miscellaneous Insurance — Crop — Live stocks — Burglary — Economic

Liberalisation and Recent developments of Insurance in India — Role of Insurance

Regulatory Development Authority.

References:

1. M C Kuchhal and VivekKuchhal, (2018),Elements of Business Law, 7" Edition,
Vikas Publishing, New Delhi.

2. M.N. Mishra, (2007),Insurance Principles and Practices (Revised Edition),
S.Chand& Company Ltd, New Delhi.

3. P.S. Palande,RS SHAH and ML Lunawat, (2003),Insurance in India, SAGE
Publications Pvt. Ltd, California.

4. G.S. Panda, (2013)Principles and practices of Insurance, Kalyani Publishers,
Ludhiana.

5. P. Periyasamy,(2013)Principles and Practices of Insurance, Himalaya Publishing
House,New Delhi.

6. D.C. Srivastava and ShashankSrivastava (2001)Indian Insurance Industry:
Transition & Prospects, New Century Publications, New Delhi.

Web Resources:

https://coverager.com/the-five-elements-of-modern-insurance/
https://theunitedsoftware.com/insurance-management-system/
https://idoc.pub/documents/insurance-management-system-gqvnd83v63jIx
https://www.tradefinanceglobal.com/freight-forwarding/marine-insurance/
https://lwww.coverwallet.com/general/miscellaneous-insurance-policy

a bR

Course Outcome

CLO 1. Create an idea about insurance and its types.

CLO 2. Compare and contrast the types of life assurance available in the market.
Apply the life assurance knowledge and skills in different scenarios.

CLO 3. Demonstrate knowledge of insurance contracts and provisions, and the
features of property-liability insurance, life and health insurance, and
employee benefit plans.

CLO 4. Acquaint the understanding of marine insurance and its policies

CLO 5. Summarize the concepts of miscellaneous Insurance and role of IRDA
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Course Title : Marketing Management
Course Code : BBAMN 23
Course Credit 16

Course Objective

CO 1. Explain thefundamentals of the marketing management

CO 2. Discuss the consumer buying behaviour in the market place and marketing
mix

CO 3. Explain the stages of the product life cycle and marketing mix for a particular
product or service.

CO 4. State different pricing policy and the channels of distribution

CO 5. List out different promotion mix (advertising, sales promotion, public
relations, personal selling and direct marketing etc.) for the product.

Course Syllabus

BLOCK I[: Introduction to Marketing management

Marketing: Meaning, Nature and Scope — Marketing Management — Functions of
Marketing — Types of Markets - Difference between Marketing and Selling -
Various Environmental Factors affecting Marketing Function

BLOCK II: Buying Behaviour & Market Segmentation

Buyer behaviour — Factors influencing buyer behaviour — Buying Motives — Stages of
buying decision process - Market segmentation — Need and basis of Segmentation —
Concept of Marketing Mix — Marketing Strategy.

BLOCK IlIl: The Product

Product — Definition — Classification — Consumer Goods — Industrial goods — Product
Life Cycle — Product Mix — Product Planning — Branding — Packaging — Developing
new Products

BLOCK IV: Pricing & Physical Distribution

Pricing — Objectives — Pricing Policies and Procedures — Factors influencing pricing
decisions — New product pricing — Psychological aspects in pricing.

Physical distribution — Channels of distribution — Types of Channel — Channel Policy

— Wholesalers, Retailers and Middle men and their functions.
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BLOCK V: Promotion

Promotion — Advertising — Personal Selling — Sales Promotion — Publicity- Recent

Trends in Marketing: E-marketing, Relationship marketing, Mobile marketing.

References:

1. Gupta C.B. Nair N. Rajan,( 2020 ), Marketing Management - Text & Cases,19th
edition, Sultan Chand & Sons, New Delhi .

2. Philip Kotler &Kevin Lane Keller, (2016), Marketing Management, 15"Edition,
Pearson Education India, Noida

3. V S Ramaswamy& S Namakumari, (2010), Marketing Management, 4" Edition,
Om Books International, New Delhi.

4. Rustom S. Davar, (1993), Modern Marketing Management,Ubs Publishers'
Distributors Pvt.Ltd, New Delhi.

5. S.A. Sherlekar& R. Krishnamoorthy (2015), Principles of Marketing, Himalaya
Publishing House Pvt. Ltd.,Mumbai

Web Resources:

1. https://'www.projectmanager.com/blog/what-is-marketing-management

2. https://lwww.linkedin.com/pulse/buying-behavior-based-segmentation-pricing-
rajesh-tripathi

3. https://lwww.productplan.com/glossary/what-is-a-product/

4. https://phdessay.com/pricing-and-distribution/

5. https://www.toppr.com/guides/business-studies/marketing/promotion/

Course Outcome

CLO 1. Developed understanding of various facts of marketing management.

CLO 2. Identify the dynamics of buying behaviour and demonstrate how concepts
may be applied to marketing strategy.

CLO 3. lllustrate the product life cycle and identify appropriate marketing mix for a
product.

CLO 4. Analyse the pricing policy, channels of distribution and their suitability for the
company’s product.

CLO 5. Prepare suitable promotional mix for a product
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https://www.linkedin.com/pulse/buying-behavior-based-segmentation-pricing-rajesh-tripathi
https://www.productplan.com/glossary/what-is-a-product/
https://phdessay.com/pricing-and-distribution/
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Course Title : Personal Selling & Salesmanship
Course Code : BBAMN 24
Course Credit 16

Course Objective

CO 1. Evaluate the ethical circumstances commonly seen in Personal selling.

CO 2. Developthe steps of sales cycle — prospecting, presenting, closing and follow
up.

CO 3. Enlighten the duties and responsibilities of a sales person and the ways to
improve to sales attributes.

CO 4. Point out the sales pipeline.

CO 5. Acquaint the selling as a career with its career opportunities.

Course Syllabus

BLOCK I: Foundation of Personal Selling

Personal Selling: Objective — Nature and Scope — Theories of Personal Selling —
AIDAS Theory — Right set of circumstances Theory — Buying formula theory —
Advertising & Personal Selling — Difference between Personal Selling,
Salesmanship and Sales Management- Characteristics of a good salesman-
types of salespersons.

BLOCK II: Selling Process

Steps in Personal Selling: Prospecting - Pre-approach — Approach — Presentation
and demonstration — Handling Objectives — Closing — Follow up

BLOCK IllI: Sales Attributes

Duties and Responsibilities of Sales Personnel — Functions — Attributes and
characteristics of effective sales staff- Ways to improve sales attributes.

BLOCK |V: Sales Reports

Reporting — Handling daily sales task — sales manual — Travel plan preparations —
Preparations of periodic reports — sales meetings.

BLOCK V: Selling as a Career

Selling as a Career — Advantages and Disadvantages — Career Opportunities.

Page 35 of 53


http://www.pdfcomplete.com/cms/hppl/tabid/108/Default.aspx?r=q8b3uige22

Tamil Nadu Open University

577, Anna Salai, Saidapet, Chennai — 600015, Tamil Nadu

References:

1. Dr.S.L. Gupta, (2010),Sales and Distribution Management, 2"Edition,Excel
Books, Bengaluru.

2. Philip Kotler &Kevin Lane Keller, (2016), Marketing Management,15" Edition,
Pearson Education India, Noida.

3. Dr. B.Varadharajan and Dr.D. Amarchand (1982)An Introduction to Marketing,
Vikas Publishing House Pvt Ltd, Chennai.

4. Brian Tracy, (2006), The Psychology of Selling: Increase Your Sales Faster

and Easier Than You EverThought Possible, HarperCollins Publishers, US.

Web Resources

https://lwww.shiprocket.in/blog/personal-selling/

. https:/lwww.slideshare.net/abhi23agrawal/selling-process-30901929

https://blog.similartech.com/5-must-have-attributes-for-sales-management-

leaders/

4. https://www.freshworks.com/crm/sales/sales-reports/

5. https://gfsdeliver.com/ecommerce/

Course Outcome

CLO 1. Identify the concepts of sales management, personal selling and sales task.

CLO 2. Recognize the steps in selling process

CLO 3. Demonstrate and present a product in to the market.

CLO 4. Report the sales related activities to higher management.

CLO 5. Enumerate the career opportunities in job market.
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Course Title : Product Management
Course Code : BBAMN 25
Course Credit 1 6

Course Objective

CO 1. Apply the fundamental concepts of products and manager’s role in product
pricing, sales, and promotion.

CO 2. Explain the unique marketing requirements of each stage in the product life
cycle.

CO 3. Explain how new products are planned and evaluate the new product ideas.

CO 4. Describe the process and methods of brand management, including how to
establish brand identity and build brand equity.

CO 5. Develop the product positioning strategies among the competitors.

Course Syllabus

BLOCK I: Introduction to Product

Product: Definition, Classification, Benefits, Dimensions — Product Line Decisions —
Product Mix Decisions — Product Modifications — Product Elimination — Role of
Product Managers.

BLOCK II: Product Life cycle

Product life cycle — Phases of product life cycle- Positioning — Usefulness, Elements,
Methods & Product Positioning — Developing Product Plans — Product Policy —
BLOCK IIl: New Product Development

New Product Development - New Product Development process : Generation of
Ideas — Preliminary Screening — Feasibility Testing — Concept Development and
Testing - Evaluation — Development — Test - Marketing — Commercialization-
Succeed and failure factors of new products.

BLOCK IV: Branding

Branding — Benefits- Selection of Brand Name — Brand Image — Brand equity —

Brand positioning Strategies —Branding Challenges.
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BLOCK V: Positioning

Packaging and Labeling — Packing strategies- Methods, Latest Trends in Packaging

— Positioning maps and positioning strategies- Future Trends in Product

Management.

References:

1. Dale Littler & Phillip Allen, (1985), Marketing and Product development, 1st
Revised Edition, Humanities Press, London.

2. Philip Kotler &Kevin Lane Keller, (2016), Marketing Management, 15th Edition ,
Pearson Education India, Noida.

3. RamanujMajumdar, (2008), Product Management in India, 3rd Edition , PHI
Publications, New Delhi.

4. Stephen Morse, (1998), MIA Series Successful Product Management, 2nd
Edition, Kogan Page, London.

Web Resources

1. https://alistapart.com/article/product-management-for-the-web/

2. https:/lwww.sap.com/insights/what-is-product-lifecycle-management.html

3. https://in.video.search.yahoo.com/search/video?fr=mcafee&ei=UTF-
8&p=new+product+developemen+in+product+management&vm=r&type=E211IN
826G0#id=1&vid=c8546d38dd00bf8f6861139d0f84d44d&action=click

4. https://www.investopedia.com/terms/b/brand-management.asp

5. https://www.qualtrics.com/au/experience-management/product/positioning/

Course Outcome

CLO 1. Identify the manager’s role in the product Management.

CLO 2. Enlist the challenges with using product lifecycle in marketing at present
to understand how a firm manages its product mix.

CLO 3. Enumerate the approaches to generate new product ideas and
commercialize new product development.

CLO 4. Create the brand positioning framework to develop a brand, keep it
relevant, expand a brand internationally, and reposition a brand.

CLO 5. ldentify and implement the tools and metrics to analyze competitors and

develop positioning strategies.
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Course Title :Environmental Studies
Course Code :CCEN
Course Credit 4

Course Objective

CO 1.

CO 2.

CO 3.

CO 4.

CO 5.

Develop a comprehensive understanding of environment studies and public
awareness about environment collective response for its protection.

Provide a dynamic window onto the changing natural and social environments
that comprises our world.

Describe and identify the organisms with similar needs that compete for
resources.

Engage directly with key contemporary issues - such as globalisation, climate
change, environmental management and cultural transformation - whilst also
developing valuable analytical and communication skills.

Determine the flexibility to tailor your module choices to your academic

interests.

Course Syllabus:

Unit 1: Multidisciplinary nature of environmental studies: Definition, scope and

importance - Need for public awareness

Unit 2: Natural Resources:

« Renewable and non-renewable resources: Natural resources and associated

problems.

a) Forest resources: Use and over-exploitation, deforestation, case studies.
Timber extraction, mining, dams and their effects on forest and tribal people.
b) Water resources: Use and over-utilization of surface and ground water,
floods, drought, conflicts over water, dams-benefits and problems.

c) Mineral resources: Use and exploitation, environmental effects of extracting
and using mineral resources, case studies.

d) Food resources: World food problems, changes caused by agriculture and
overgrazing, effects of modern agriculture, fertilizer-pesticide problems, water

logging, salinity, case studies.
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e) Energy resources: Growing energy needs, renewable and non renewable
energy sources, use of alternate energy sources. Case studies.

f) Land resources: Land as a resource, land degradation, man induced
landslides, soil erosion and desertification.

Role of an individual in conservation of natural resources.

Equitable use of resources for sustainable lifestyles.

Unit 3: Ecosystems

Concept of an ecosystem.

Structure and function of an ecosystem.

Producers, consumers and decomposers.

Energy flow in the ecosystem.

Ecological succession.

Food chains, food webs and ecological pyramids.

Introduction, types, characteristic features, structure and function of the
following ecosystem: - a. Forest ecosystem b. Grassland ecosystem c. Desert
ecosystem d. Aquatic ecosystems (ponds, streams, lakes, rivers, oceans,

estuaries)

Unit 4: Biodiversity and its conservation:

Introduction — Definition: genetic, species and ecosystem diversity.

Bio- geographical classification of India

Value of biodiversity: consumptive use, productive use, social, ethical,
aesthetic and option values ¢ Biodiversity at global, National and local levels.
India as a mega-diversity nation

Hot-sports of biodiversity.

Threats to biodiversity: habitat loss, poaching of wildlife, man-wildlife conflicts.
Endangered and endemic species of India

Conservation of biodiversity: In-situ and Ex-situ conservation of biodiversity.

Unit 5 : Environmental Pollution:

Definition

Cause, effects and control measures of: - a. Air pollution b. Water pollution c.
Soil pollution

Marine pollution e. Noise pollution f. Thermal pollution g. Nuclear hazards
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Solid waste Management: Causes, effects and control measures of urban and
industrial wastes.

Role of an individual in prevention of pollution.

Pollution case studies.

Disaster management: floods, earthquake, cyclone and landslides.

Unit 6: Social Issues and the Environment:

From Unsustainable to Sustainable development

Urban problems related to energy

Water conservation, rain water harvesting, watershed management
Resettlement and rehabilitation of people; its problems and concerns. Case
Studies

Environmental ethics: Issues and possible solutions.

Climate change, global warming, acid rain, ozone layer depletion, nuclear
accidents and holocaust- Case Studies.

Wasteland reclamation.

Consumerism and waste products.

Environment Protection Act.

Air (Prevention and Control of Pollution) Act.

Water (Prevention and control of Pollution) Act

Wildlife Protection Act

Forest Conservation Act

Issues involved in enforcement of environmental legislation.

Public awareness.

Unit 7: Human Population and the Environment:

Population growth, variation among nations.

Population explosion — Family Welfare Programme.

Environment and human health.

Human Rights.

Value Education.

HIV/AIDS.

Women and Child Welfare.

Role of Information Technology in Environment and human health.
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+ Case Studies.
Unit: 8 Field Work Visit:
» Visit to a local area to document environmental assets-river / forest/
grassland/ hill / mountain
References

1. Brusseau, M.L., Pepper, I.L.,, and Gerba, C.P. (2019). Environmental and
Pollution Science, 3rd Edition. Academic Press, USA. (pp. 1-520).

2. Divan, S. and Rosencranz, A. (2002). Environmental Law and Policy in India:
Cases, Material & Statutes, 2nd Edition. Oxford University Press, India. (pp. 1-
837).

3. Gadgil, M., and Guha, R. (1993). This Fissured Land: An Ecological History of
India. University of California Press, Berkeley, USA. (pp. 1-245).

4. Raven, P.H, Hassenzahl, D.M., Hager, M.C, Gift, N.Y., and Berg, L.R. (2015).
Environment, 8th Edition. Wiley Publishing, USA. (pp. 1-472).

5. Singh, J.S., Singh, S.P., and Gupta, S.R. (2017). Ecology, Environmental
Science and Conservation. S. Chand Publishing, New Delhi. (pp.1-842)

Web Resources:

1. https://www.iare.ac.in/sites/default/files/lecture_notes/IARE_ENS LECTURE_NO
TES.pdf

2. https://archive.nptel.ac.in/courses/127/105/127105018/

COURSE OUTCOME

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

CLO1.Acquiring wide knowledge on natural processes and resources that sustain
life and govern economy.

CLO2.Appreciate the consequences of human actions on the web of life, global
economy, and quality of human life.

CLO3.Develop critical thinking for shaping strategies (scientific, social, economic,
administrative, and legal) for environmental protection, conservation of
biodiversity, environmental equity, and sustainable development.

CLO4.Inculcate values and attitudes towards understanding complex environmental
economic- social challenges, and active participation in solving current
environmental problems and preventing the future ones.

CLO5. Adopt sustainability as a practice in life, society, and industry.
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BBA Marketing Management - lll Year Syllabus

Course Title : Sales and Distribution Management
Course Code : BBAMN 31
Course Credit 1 8

Course Objective

CO 1. Discuss the basic concepts of sales Management.

CO 2. Develop a sound sales and distribution policy for managing sales force and
channels

CO 3. Enumerate the Compensation and Motivation of Sales Force.

CO 4. Evaluate the design and distribution channel strategy.

CO 5. Acquaint the methods to manage the channels effectively

Course Syllabus

BLOCK [: Basic Concepts of Sales Management

Evolution of Sales Management — Nature, Role and Importance — Sales Manager's
Duties and Responsibilities — Functions of a Sales Manager — Types of sales
manager-Managing the Sales Force — Sales Organization

BLOCK II: Sales Force Management

Need for Sales Force - Sales force planning-Recruitment and Selection of Sales
Force — Importance of sales Training - Selection Process — Training of Salesman —
Importance of Training - Methods of Training

BLOCK lll: Compensation & Motivation

Compensation and Motivation of Sales Force — Methods of Compensation -Incentive
to Sales Persons — Motivation of sales force - Evaluation of Sales Force -
Performance Appraisal — Sales Budget, Sales Quota & Sales Territory.

BLOCK IV: Distribution Concepts

Meaning Scope and Importance — Elements of Distribution Management — Types of

distribution - Channel Objectives - functions - Selection of Channel Members.
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BLOCK V: Channels of Distribution

Distribution Channel - Meaning — Types of Intermediaries: Wholesaler and Retailer —

Their Role & Importance - Types of Wholesalers - Kinds of Retailers - Other

intermediaries: Brokers, Commission Agents, Dealers, Sole Selling Agents.

References:

1.

S.A. Chunawalla, (2011), Sales Management, 5" Revised Edition ,Himalaya
Publishing House, Mumbai.

Das Gupta, (2004) Sales Management: In the Indian Perspective, Prentice-Hall of
India Pvt.Ltd, Chennai.

Dr. S.L. Gupta Dr.S.L. Gupta, (2010),Sales and Distribution Management, 2"
Edition, Excel Books, Bengaluru.

Richard R. Still, Edward W.Cundiff and Norman A.P. Govoni, (1969),Sales
Management , 2" Edition , Prentice Hall, New Jersey, USA.

Tapan K. Panda, Sunil Sahadev, (2006)Sales and Distribution Management,

Oxford University Press, Chennai.

Web Resources:

https://mooc.es/course/sales-management/

. https://mooc.es/course/sales-force-management/

https://www.coursehero.com/study-guides/boundless-
management/compensation-and-motivation/
https://www.netsuite.com/portal/resource/articles/erp/distribution-
management.shtml
https://www.businessmanagementideas.com/marketing/channels/channels-of-

distribution-definition-and-characteristics-products-marketing/11636

Course Outcome

CLO 1. Ciitically analyse the functions, duties and responsibilities of sales manager.

CLO 2. Manage sales force of the organisation.

CLO 3. Identify the methods of compensation and incentives for sales force.

CLO 4. Create the design and implement distribution channel strategy.

CLO 5. Handle distribution channel through wholesaler, retailer and other

intermediaries.
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Course Title . Integrated Marketing Communications
Course Code : BBAMN 32
Course Credit . 8

Course Objective

CO 1. Discuss the integrated marketing communications and tools for promotion

CO 2. Designcreative ideas for effective marketing communication.

CO 3. Evaluate creative strategies in the light of given marketing objectives and
strategies.

CO 4. Describe the process of determining how and when to deliver branding or
advertising messages to the target audience.

CO 5. Discussaboutthepreparing an integrated marketing communications plan

Course Syllabus

BLOCK I[: Introduction to Integrated Marketing Communication

Meaning and role of IMC - Introduction to IMC tools — Advertising, sales promotion,
publicity, public relations, and event sponsorship

BLOCK II: Advertising

Advertising-Definition, Objectives, Function - Classifications of Advertising -
Advertising as a Tool of Communication - Social and Economic Aspects of
Advertising - Advertising Department and Agencies.

BLOCK Ill: Advertising Objectives

DAGMAR Approach - Advertisement Message - Message Strategy and Message
Design Advertisement Copy - Developing Effective Advertising copy

BLOCK IV: Media Planning& Media Strategy

Media Planning: Developing Media plan - Media Evaluation - Print - Broadcast media
-Support media in advertising - Media strategy: Creativity - Elements of creative
strategies and its implementation -Importance of Headline and body copy.

BLOCK V: Developing the Integrated Marketing Communication Programme
Developing the Integrated Marketing Communication Programme: Planning and

development of creative MARCOM - Creative strategies in advertising, sales
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promotion, publicity, event - Creative strategy in implementation and evaluation of

MARCOM

References:

1. Belch and Belch,(2018), Advertising and Promotions IMC Perspectives, 11th
Edition, Tata McGraw Hill, India

2. Clow, Baack , (2016), Integrated Advertising, Promotion, and Marketing
Communications, , 7th Edition, Pearson Education, India

3. Das Gupta, (2004), Sales Management: In the Indian Perspective, Prentice-Hall,
India.

4. Kruti Shah and Alan D’Souza, (2008), Advertising & Promotions: An IMC
perspective, Tata McGraw Hill, India.

5. S.N.Murthy& U Bhojanna, (2009), Advertising an IMC perspective, Abe Books
Seller, New Delhi.

6. Niraj Kumar,(2015), Integrated Marketing Communications, Himalaya Publishing

House, Mumbai.

Web Resources

1.

a k> 0N

https://www.digihunts.academy/blog/integrated-marketing-communications-
strategy/https://online.purdue.edu/blog/communication/what-is-integrated-
marketing-communication-imc
https://blog.mitsde.com/what-is-advertising-in-marketing-management/
https://studiousguy.com/advertising-objectives/
https://www.bionic-ads.com/media-planning/

https://www.bionic-ads.com/media-planning/

Course Outcome

CLO 1. Acquire the knowledge in IMC

CLO 2. Identify functions of advertising and marketing communications.

CLO 3. Apply the creative strategies in the light of given marketing objectives and

strategies.

CLO 4. Comprehend the process of determining the advertising messages.

CLO 5. Acquaint the students with essential concepts andtechniques for the

development and designing of an effective Integrated Marketing
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Course Title : Services Marketing
Course Code : BBAMN 33
Course Credit 16

Course Objective

CO 1. Explain the concepts and techniques that help in taking decisions relating to
the growth of various services marketing situations

CO 2. Discuss the knowledge in role of positioning and differentiation

CO 3. Describe about the7 p’s of marketing mix for services extended.

CO 4. Evaluate the critical issues in service design

CO 5. Describe the concept of CRM the technological and human issues relating to

its implementation

Course Syllabus

BLOCK I: Services

Services — Meaning, Characteristics — Difference between Services & Goods —
Reasons for the growth of services in the Modern Economy- Service as a process —
Service as a system- Marketing of services

BLOCK II: Services Market Segmentation

Services Market Segmentation - Role of Positioning and Differentiation in Services-
Positioning Process

BLOCK IllI: Services Marketing Mix

Services Marketing Mix — The 7 Ps — Product — Price — Place — Promotion — People
— Process — Physical evidence

BLOCK IV: Service Delivery

Service Delivery — Designing & Delivering services. Service Quality Dimensions —
Quality Gaps — Service Guarantees -Techniques to resolve the Gap.

BLOCK V: Customer Retention & Relationship Marketing

Customer retention and relationship marketing — Transaction (vs) Relationship
Marketing CRM strategies — Critical Issues in service marketing- Emerging Trends in

Services Marketing in India.
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References:

1.

Adiran Payne, (1993),The Essence of Services Marketing (Essence of

Management Series), Prentice Hall PTR, New Jersey, USA.

. Helen Woodruffe, (1998),Services Marketing (Frameworks Series), Financial

Times/ Prentice Hall, New Jersey,USA / London.

3. S.M. Jha, (2017),Services Marketing, Himalaya Publishing House, Mumbai.

4. Ravi Shanker, (2002),Services Marketing, Excel Books, Bengaluru.
5. P.K.Sinha&S.C.Sahoo, (2012),Services Marketing: Text and Readings, 6th

Edition, Himalaya Publishing House, Mumbai.
Zeithamal, (2012),Services Marketing, 6" Edition, McGraw-Hill Education, New
Delhi.

Web Resources

WD

5.

https://www.founderjar.com/service-marketing/
https://www.marketing91.com/service-marketing/
https://theinvestorsbook.com/service-marketing-mix.html
https://in.video.search.yahoo.com/search/video;_ylt=AwrKCVV70Chj4uoYnk.7H
AX.;_ylu=Y29sbwNzZzMEcG9zAzEEdNRpZAMECc2VjA3BpdnM-
?p=service+delivery+web+link+for+management+in+vdo&fr2=piv-
web&type=E211IN826G0&fr=mcafee#id=1&vid=4dfd4c812602ef1f9372a107230
07el4&action=view

http://www.vcompinc.com/customer-retention/

Course Outcome

CLO 1. Comprehend the concepts and techniques of services. Contrast Services

with goods

CLO 2. Acquaint the understanding in role of Positioning and Differentiation in

services

CLO 3. Ciritically analyse the extended marketing mix

CLO 4. Design and deliver product services.

CLO 5. Establish the relationship with consumers and retain them.
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Course Title . Retail Marketing
Course Code : BBAMN 34
Course Credit 16

Course Objective

CO 1. Explain and discuss the ways that retailers use marketing tools and
techniques to interact with their customers.

CO 2. Describe the complex nature and environment of retail marketing
management together with the buying and selling of goods, services, and
ideas to the final consumer.

CO 3. Evaluate the important aspects of merchandise planning and management.

CO 4. Explain how retailers determine pricing objectives.Use various pricing
methods to determine product pricing.

CO 5. State sales promotions and its types used by retailers

Course Syllabus

BLOCK I[: Retailing

Definition and Scope of Retailing — Growth of Retailing Industry — Characteristics of
Retailing- Functions of Retailing — Activities of Retailers — Trends in Retail Formats —
Classification of Retailers — Importance of Retail Sector - Retailing Scenario at
Global and Indian Context.

BLOCK II: Retail Marketing

Retail Marketing — Developing & Managing the Retail Marketing Mix - Segmenting,
Targeting Positioning — Consumer Behavior in the Retail Context - Importance of
Location Decision — Retail Location Theories.

BLOCK llIl: Merchandising, Product & Brand Management in Retailing
Merchandising Management Planning in Retailing — Layout of Merchandise-Product
Management — Retailing Branding-Brand Management and Retailing.

BLOCK IV: Retail Pricing

Retail Pricing — External influences on Retail Pricing —

Pricing Policy- Retail Pricing Objectives — Consumer responsiveness to Prices.
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BLOCK V: Retail Promotion

Retail Promotion — Selection of Promotion Mix Advertising — Media Selection Sales

Promotion Personal Selling — Publicity — Relationship Marketing in Retailing-

Customer service in Retailing.

References:

1.

Andrew Newma and Peter Cullen, (2001),Retailing: Environment and Operations,
Cengage learning emea, Andover, UK.

Barry R. Berman and Joel R. Evans, (2012),Retail Management (A Strategic
Approach), 12t Edition , Pearson Education, Noida

Chetan Bajaj, Rajnish andArya, NidhiVarmaSrivastava, (2012),Retail
Management, 2" Edition, Oxford University Press, Chennai.

Dr. Gibson G. Vedamani, (2003),Retail Management, 15tEdition,Jaico Publishing
House, Bengaluru.

R. Sudharshan, S. Ravi Prakash and M. SubrahamanyaSarma, (2007), Retail
Management: Principles & Practices, 1st Edition, New Century Publications, New
Delhi.

Web Resources

a r N

https://www.webfx.com/industries/retail-ecommerce/retail/
https://bloomintelligence.com/retail-marketing/
https://lwww.geektonight.com/merchandise-management/
https://www.managementstudyguide.com/retail-pricing.htm

https://www.slideshare.net/nirbhaymiglani/promotions-in-retail

Course Outcome

CLO 1. Creating excellent retailing experience through understanding opportunities

and challenges.

CLO 2. Apply the principles, practices, and concepts used in retail marketing

management.

CLO 3. lIdentify the important aspects of merchandise planning and management.

CLO 4. Apply how a retailer can use competition-oriented pricing to determine the

price of a product.

CLO 5. Point out the types of sales promotions used by retailers.
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Course Title : Marketing Research
Course Code : BBAMN 35
Course Credit 16

Course Objective

CO 1. Explain the concept and process of marketing research in business.

CO 2. State research design, its types and methods for data collection

CO 3. Discuss the usage of statistical techniques for processing and analysing data

CO 4. Describe how to develop stages of product research and what types of
insights will help you.

CO 5. Evaluates the various Pre-test & Post-test methods of testing advertising

effectiveness.

Course Syllabus

BLOCK I: Marketing Research Introduction

Marketing Research: Meaning and Definition — Nature, scope Importance — Role of
Marketing Research in Management Information system and Decision support
System — Marketing research process.

BLOCK II: Research Design

Research Design — Types — Exploratory design — Experimental design — Descriptive
design-Data Collection, methods, Tools — Observation, Questionnaire, Interview
schedules — secondary data — primary data — sampling techniques — sample size,
probability sampling and non-probability sampling — Choosing a Good Research
Design

BLOCK llI: Data Processing

Data processing — Editing, coding and tabulation — computer processing — Data
Analysis: Univariate, bivariate and multivariate analysis (concept only) — Assessing
for Normality and Outliers-Interpretation and report writing .

BLOCK IV: Product Research

Product Research - New product Development process — Test Marketing — Uses of
Test Marketing — selection of Test markets — Market Research — methods for

measuring market potential.
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BLOCK V: Advertising Research

Advertising Research — Copy testing- Methods — pre - tests and post - tests — Media

Selection — Media Audience- Media model — Sales Analysis — product, customer,

Territory.

References:

1. G.C. Beri, (2014),Marketing Research, 5" Edition, Tata McGraw Hill Education
Private Limited, New Delhi.

2. Philip Kotler, Kevin Lane Keller, (2016),Marketing Management, 15th Edition,
Pearson Education India, Noida.

3. Rustom S. Davar, (1993), Modern Marketing Management,Ubs Publishers'
Distributors Pvt.Ltd, New Delhi .

4. Sharma D.D., (2014), Marketing Research: Principles, Applications and Cases,
2"d Edition, South Asian Publishers Private Limited, New Delhi.

5. S.A. Sherleka&R. Krishnamoorthy, (2015), Principles of Marketing, Himalaya
Publishing House Pvt. Ltd.,Mumbai.

Web Resources

https://blog.hubspot.com/marketing/market-research-tools-resources

https://leverageedu.com/blog/research-design/

https://learn.org/articles/What_is_Data_Processing_Management.html

https://www.hotjar.com/product-research/tools-and-software/

a r w0 DN oE

https://en.wikipedia.org/wiki/Advertising_research

Course Outcome

CLO 1. Summarise the concepts of marketing research and its role in IMS and
DSS

CLO 2. Identify the methods to collect data for analysis

CLO 3. Select the suitable statistical tools to analyse the collecteddata

CLO 4. Apply the appropriate research methods to generate the insights

CLO 5. Acquainted with the various media options available for advertisers as also
the New Age Media Options and identify the Pre-test & Post-test methods
of testing.
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