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FUNDAMENTALS OF MARKETING

Course Code: BEA-103  Credits: 5 Marks: 80 (E)+ 20 () =
Hours per Week: 5 Hours Duration of Exam: 3 Hours
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. To define marketing, its core concepts, and distinguish it from selling while
addressing the concept of marketing myopia.

To evaluate the micro and macro marketing environments and apply consumer
marke! segmentation, targeting, and positioning strategies.

To analyze product classifications, life cycle management, and pricing methods
for effective decisions.

To assess integrated marketing communications, distribution channel design, and
logistics management.

To examine online marketing, social media engagement, CRM and PRM systems,

Course Ouicomes
After completing this course, students will be able to:
L. COl: Define and explain marketing concepts, its evolution, and differentiate it from
selling while addressing marketing myopia and value creation.
2. CO2: Analyze micro and macro marketing environments and apply STP
(Segmentation, Targeting, Positioning) strategies effectively.
3. CO3: Design product strategies across various life cycle stages and implement pricing
4. C04: Evaluate integrated marketing communications, distribution channels, and
logistics to enhance value delivery,
5. CO3: Examine and integrate digital marketing, social media, CRM/PRM systems, and
sustainable marketing practices into business strategics.

Unit-wise Syllabus

Unit 1

Introduction to Marketing

Marketing: Definitions, nature, and scope; Core concepts — needs, wants, demand,
value, and customer satisfaction; Evolution of marketing philosophies; Marketing
vs selling; Marketing myopia: Customer value and relationship marketing:
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Unit 11

Marketing Environment and Segmentation

mw;emmuummdmmPESTLEmm
emnm-nlﬂﬂ g: Mark ion: Definition. bases (demographic,
psychographic, behavioural, geographic), Targeting: Strategies and key factor
considerations; Positioning: Concept, positioning strategies, and perceptual
mapping; Unique Selling Proposition (USP).

| Unit 11

| Unit IV

Product: Levels (core, actual, augmented); Product classification (consumer &
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and Packaging: Importance and types;
Pmng Objwum mﬁlmll ndfmunﬂummm

Marketing Mix: Promotion & Place Decisions

Integrated Marketing Communications (IMC): hhmn;.elenm:ndmltm

brand building; Promotion mix: Adveriising, sales p public rclat
Distribution channels - types. role, and design; Intermediaries and ch

conflicts; Logistics-Concepts and importance in marketing; Omni-channel retail
strategy.

| Unit V

Emerging Trends in Marketing

Online marketing, social media, and influencer marketing; Customer Relationship

Management (CRM) and Partner Relationship Management (PRM): Expeniential
and event marketing: Green and sustainable marketing practices; Personalization,
data-driven marketing, and ethical considerations i modern marketing; Marketing
An-lyuu Basics and applications; Al in Marketing — overview.
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