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BaId AT IS gIRT AT TAT HY. & ISIUTS gIRT AFAl Qe
Department of Higher Education Govt. of M.P.

M.Com. semester wise Syllabus

As recommended by Central Board of Studies and approved by the Governor of M.P.
Max. Marks / aif&reaH i : 50

Class / &eT : M.Com. / TH.p1H,

Semester / THREN : I/

Title of Subject Group / fava g &1 AN® 301 - C - MARKETING MANAGEMENT
U yey

Paper No. & Title/ weau= &. Ud ¥N¥®

Compulsory / 3ifSari am Optional / d&fous Optional/ d@fead

I - Advertising and Sales Management

ICEICERCREE TR EL]

Particulars/faa=or

Unit-1

Introduction : Concept, Scope, Objectives and Functions of advertising. Role of
advertising in marketing mix and the advertising process. legal ethical and social aspect of
advertising.

IRTY : S @1 S@uRY, &4, Savd Ud &R, [a=5s # fquoe fAsor va fasmod
gfshar &1 A®1, == & i, e vd amifore usd |

Unit-2

Pre-launch Advertising Decision : Determination of target audience, Advertising media
and their choice. Advertising measures, Layout of advertisement and advertising appeal,
Advertising copy.

fas ol qd yeela ¢ @fea sian, wEer @1 fuikon, fage A (@ifsan) @
IhT T4+, fa=mad Iurg faemue ordiel ud fasirus fa=ama, fsmos ufd

Unit-3

Promotional Management : Advertising department, Role of advertising agencies and
their selection, Advertising budget, Evaluation of Advertising effectiveness.
Y- UeY : fagmud OvmT, fagod goi=il &1 IRTe Ud S9dT 9ge, 9= doie,

fA<Ta= &1 yuTaeiierdr o1 JedidH |

Unit-4

Personal Selling : Meaning and Importance of personal selling,-Difference between
personal selling, Advertising and sales promotion. Methods and procedure of personal
selling.

Jafads fasma : Jafdas fawa &1 st 1d Az, Jafdae fasma, fasm= vd sy gade
# orR, dufda® fasa @1 faftrr &k ufshar |

Unit-5

Sales Management : Concept of sales management, Objectives and Functions of sales
managements. Sales organization, Management of sales force and Sales force objectives,
Sales force recruitment, selection, training, compensation and evaluation.

fassa gy : ﬁmw&aﬁm&wmﬁwwm O deq, fasma ol &1 gay
v R TR @ veevd, Rma afddal o o, =, wfdern aff v geare |

Suggested Readings:




1. Philip Kotler — Marketing Management

2. Sontaka — Marketing Management

3. P.C. Tripathi — Marketing Management

4. Bhadad & Porwal — Marketing Management

5. 91 = $aR — fAuvE & fagra 79, &= J7er sahredl, Wit

DI AT HUSH — IeTeT : UL O, . O, AR
1. Ul ARD. SiF, Fl 6. SI. UYL W, STeelyR
2. I S BIeAMI, IferR 7. €. B O, STIAYR
3. UL UL O, Hard 8. SI. AR 3RIATe, AT
4. S UL T RREER 9. Sf. TH.®. Je,Tq1feraR
5. S 9109, sar<dd
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Il - Consumer Behaviour
SUYHIRIT IdaIN

Particulars/faa=or

Unit-1

Introduction : Meaning and Significance of consumer behaviour, Determinants of
consumer behaviour, Consumer behaviour Vs. buyers behaviour, Consumer buying process
and consumer movement in India.

IRTY : SUYIRT FdeR bl 31 Td A3, SN IdeR & [EiNed dad, STl

deIX d-dIH <hdl delX, SUYHIII] P B q@ﬁ Ud 9IRd H gAY IR

Unit-2

Organisational Buying Behaviour and Consumer Research : Characteristics and Process
of organizational buying behaviour Determinants of organizational buying behaviour.
History of consumer research and Consumer research process.

HAT BT WIS HAER UG SYAIGRIT JTF=E : [IRVAg v A eAeid Ha FIeR
&1 UfhdT, AMSHG FaeR & ERED qcd, SUAGIT T B S Ud U
AL BT Ufshar |

Unit-3

Consumer Needs and Motivations : Meaning of motivation, Needs and Goals, Dynamic
nature of consumer motivation, Types and systems of consumer needs, measurement of
motives and Development of motivational research.

SUNGA] BT AAIYGAT TG AMUROT ¢ IRV BT 37, AMAAGAT UG e, SUHTGRIT
JAFURTT @ Tfeiear vd WM |

SUHIFT B ATTIRATS & YBR TG UG, AUROMRAT & IUTT TG U] HeT
®l T |

Unit-4

Personality & Consumer Behaviour : Concept of personality, theories of personality,
Personality and understanding, consumer diversity, Self and self- |mages
ST Hfdaded U4 Id8R : Afdd &I IauRY, aafdda & Rigrd, aafdda iR a9,

SuaTadT fafdedr, W QiR W &1 ufafed |

Unit-5

Social Class and Consumer Behaviour : Meaning of social class, Measurement of social
class, Lifestyle profiles of the social class, Social-class mobility, Affluent and Non-affluent
consumer, Selected consumers behaviour, applications of social class.




HAINTS a9 Qd SUFIERIT FG8R : AMINIP di BT ), A aF A, AHISD Gl
DI SHa el BT TwY, FHEISTE a3 Bl ITfaRierdl, T9g Td IR G9g SUHIET,
SO b g 8 g H ITasiRD U

Suggested Readings:
1. Philip Kotler — Marketing Management

2. Jain, Jinendrakumar - Marketing Management
DA AT HAUSH — ITeE : UL . . i, AR

1. WL 3R.®. SiF, | 6. Sf. TA.UL T[T, SEYR
2. Ul SHI BIAFI, TEIorRR 7. Sf. B S, STTAYR

3. UL UL OiF, AT 8. Sf. ANITeR 3aTe], Hal
4. SI GAR. 7 REAEGR 9. SI. TH.®. J9,TdToR—IR

5. Sl 9IUd. Harsd
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Particulars/faa=or

Unit-1

International Marketing : Meaning, Scope, Nature and Significance. International
Marketing Environment - Internal and External Environment, International Market,
Orientation, ldentification and Selection of foreign market, Functions and qualities of an
Export Manager.

AW fquure : a1ef &7, UPpfa, AT ARIE IR IRy — IfARe Ud 918d
ARV | FRMET dOR, faqel IR & @99 iR uRay SIfgdiaxor| wa
gderd & 0T iR B |

Unit-2

Export Organization : Meaning, affecting factors and types, Overseas Product
Development: It's concept and methods, pricing and its factors, Methods, of Pricing, Price
quotation.

ata |ree ¢ o, VI R dTel 'Bd 3R UBR, FHEURI SAE e - gal
RN Ud fAfdr | Jea iRy 3R g9 s | gou e o fAftrn, qea Mfdar|

Unit-3

Direct Trading and Indirect Trading : Meaning and Methods, Methods of Payment in
international Marketing.
TI&T MR AR ST QMUK : 37f iR A, AR iR H Y= &1 ug il |

Unit-4

Export Credit : Meaning, Nature, Influencing factors and significance, Methods of Export
Credit, Export Credit and Finance in India. Risk in Export Trade, Role of the Export Credit
Guarantee Corporation of India Limited, The Export-Import Bank of India.

frafa 9@ : sref uala A iR ywIfda, &=+ arel ged Fafd arg @1 At | 9Ra 4
fFafg wrg ik o | Fafa auR & SiRgq | PRI 9/ TR SRUREE &1 e
WRA T AT fraid 4 |

Unit-5

Export and Import Procedure : Documentation in foreign trade, Bilateral and Multilateral
Trade Agreements, Its meaning, objective, types and significance, SAARC, Role of WTO in
Foreign Trade.




fFrafd smare ufafer : faqeh R 4 yusieRvl, fguella ud 9gueiy @R |GHsi — 31,
IR, UHR, AR AT | A=Y YRR TARNYH it Aoiel HRIMMRIE (@), fagsh
YR ¥ [J9q ATIR FITST I T |

Suggested Readings:
1. International Marketing — V.S. Rathore
DI AT HUSH — IeTeT : UL O, . O, AR

1.

2
3
4.
5. S 904, sardd

I, 3R, S, FAT 6. SI. TA.YL W, STeelyR
. U1 S BT, TaTferiR 7. Sf. GBI O, STAYR
. UL UL S, AT 8. Sf. ANITER 3RTATe, HaI
Sf. AL A RRFER 9. Sf. TA.®. d€,dIfeRIR
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Particulars/faga=or

Unit-1

Rural Marketing: Image of Indian rural marketing and Approach to rural markets of India,
Rural consumer and demand dimensions and Market segmentations, Channels of
distribution and physical distribution Product management, Marketing communication and
sales force tasks.

IFOT fauoE (F9TR) R I fAUoEd &1 81T Ud Rd @ IV §6IRI & Ufd
fIaRor e yay fquore AgaEe &R [y wfdd gca |

Unit-2

Agricultural Marketing: Concept, Nature, Scope and Subject matter, Classification of
agricultural products and their difference with manufactured goods. Agriculture market:
Meaning, Components, Dimensions and Classification. Market structure: Dynamics of
market structure, Components of market, structure and Market forces.

P fIuoe — EUReN, Ui &7 iR Ay Al $iY IRl 1 FAHRT iR I
AT AT & R P IToTR—37ef "Tdh M 3R FHIT |

JIoTR RGAT — SIoTR a1 @1 fhareiiddr 9ok @ g9cd, JoTR a1 df St |

Unit-3

Market Management and Channel Strategy : Modem marketing management and
agricultural products, Structured organized markets-commodity exchange and produce
exchange, Cash market, Forward dealing, Exchange market, Speculative market, Channels
of distribution for consumer goods, Agricultural consumer goods and Agricultural raw
materials.

IR Y6 Td afgdt &g 9T : e [AUvH geg iR $fY IdTe, Fvered |ied
IR R iR Ire A 9@ aoiR iR @deR f[AfFma iR Jeer 9o
IUATFIT AT & oIy (AT a2y HYGI IUHIG] AT HIYDHII dodl AT

Unit-4

Rural Market in India : Regulated market, Genesis of regulated market in India,
Limitations in present marketing regulation, Advantages and Limitations of regulated
market, Organization of regulated market, Future of regulated and regulated markets in

India.
URd ¥ YT 9OIR ¢ 9ORT &1 FEa — g aeiR 9Rd 8 afg 9oRr @




TS MR H Faffa 9oRt @1 wfasy

Unit - 5 | Marketing of Farm Products : Packaging - Packing and Packaging, Packing material.
Transportation Advantages, Means of transport and Transportation cost. Grading and
Standardization - Meaning, Type, Criteria, Labeling and specification, storage,
Warehousing, Processing and Selling.

ITATITT AT, JTITATT B JARIH IR ATARITT AT | Srofram / ST vd gardiasRor — aef,
YHR, FHAIC], oIaferT vd ARy, | gfshaer 3R 959 |

Suggested Readings:
1. Marketing Management — Sontaka
2. Marketing Management — R.L. Vashney
3. Marketing Management — Bhadada & Porwal
4. Marketing Management — Jain J.K.
LT AUSH — IETE © Ul O B. O, AR

1. WL 3R.®. SIF, | 6. Sf. TE.UL T[T, SR
2. Ul SHY BIAFI, EIorRIR 7. Sf. B SiF, STTAYR

3. UL UL SIF, AT 8. Sf. ANITAR AT, HA]
4. Sf gL 9 RRATR 9. SI. TH.®. J9, o]

5. Sl 9ILUd. Harsd
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Unit-1

Introduction : Meaning and Significance of consumer behaviour, Determinants of
consumer behaviour, Consumer behaviour Vs. buyers behaviour, Consumer buying process
and consumer movement in India.
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Unit-2

Organisational Buying Behaviour and Consumer Research : Characteristics and Process
of organizational buying behaviour Determinants of organizational buying behaviour.
History of consumer research and Consumer research process.

HAT BT WIS HAER UG SYAIGRIT JTF=E : [IRVAg v A eAeid Ha FIeR
&1 UfhdT, AMSHG FaeR & ERED qcd, SUAGIT T B S Ud U
AL BT Ufshar |

Unit-3

Consumer Needs and Motivations : Meaning of motivation, Needs and Goals, Dynamic
nature of consumer motivation, Types and systems of consumer needs, measurement of
motives and Development of motivational research.

SUNGA] BT AAIYGAT TG AMUROT ¢ IRV BT 37, AMAAGAT UG e, SUHTGRIT
JAFURTT @ Tfeiear vd WM |

SUHIFT B ATTIRATS & YBR TG UG, AUROMRAT & IUTT TG U] HeT
®l T |

Unit-4

Personality & Consumer Behaviour : Concept of personality, theories of personality,
Personality and understanding, consumer diversity, Self and self- |mages
ST Hfdaded U4 Id8R : Afdd &I IauRY, aafdda & Rigrd, aafdda iR a9,

SuaTadT fafdedr, W QiR W &1 ufafed |

Unit-5

Social Class and Consumer Behaviour : Meaning of social class, Measurement of social
class, Lifestyle profiles of the social class, Social-class mobility, Affluent and Non-affluent
consumer, Selected consumers behaviour, applications of social class.




HAINTS a9 Qd SUFIERIT FG8R : AMINIP di BT ), A aF A, AHISD Gl
DI SHa el BT TwY, FHEISTE a3 Bl ITfaRierdl, T9g Td IR G9g SUHIET,
SO b g 8 g H ITasiRD U

Suggested Readings:
1. Philip Kotler — Marketing Management

2. Jain, Jinendrakumar - Marketing Management
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Unit-1

Rural Marketing: Image of Indian rural marketing and Approach to rural markets of India,
Rural consumer and demand dimensions and Market segmentations, Channels of
distribution and physical distribution Product management, Marketing communication and
sales force tasks.

IFOT fauoE (F9TR) R I fAUoEd &1 81T Ud Rd @ IV §6IRI & Ufd
fIaRor e yay fquore AgaEe &R [y wfdd gca |

Unit-2

Agricultural Marketing: Concept, Nature, Scope and Subject matter, Classification of
agricultural products and their difference with manufactured goods. Agriculture market:
Meaning, Components, Dimensions and Classification. Market structure: Dynamics of
market structure, Components of market, structure and Market forces.

P fIuoe — EUReN, Ui &7 iR Ay Al $iY IRl 1 FAHRT iR I
AT AT & R P IToTR—37ef "Tdh M 3R FHIT |

JIoTR RGAT — SIoTR a1 @1 fhareiiddr 9ok @ g9cd, JoTR a1 df St |

Unit-3

Market Management and Channel Strategy : Modem marketing management and
agricultural products, Structured organized markets-commodity exchange and produce
exchange, Cash market, Forward dealing, Exchange market, Speculative market, Channels
of distribution for consumer goods, Agricultural consumer goods and Agricultural raw
materials.

IR Y6 Td afgdt &g 9T : e [AUvH geg iR $fY IdTe, Fvered |ied
IR R iR Ire A 9@ aoiR iR @deR f[AfFma iR Jeer 9o
IUATFIT AT & oIy (AT a2y HYGI IUHIG] AT HIYDHII dodl AT

Unit-4

Rural Market in India : Regulated market, Genesis of regulated market in India,
Limitations in present marketing regulation, Advantages and Limitations of regulated
market, Organization of regulated market, Future of regulated and regulated markets in

India.
URd ¥ YT 9OIR ¢ 9ORT &1 FEa — g aeiR 9Rd 8 afg 9oRr @




TS MR H Faffa 9oRt @1 wfasy

Unit - 5 | Marketing of Farm Products : Packaging - Packing and Packaging, Packing material.
Transportation Advantages, Means of transport and Transportation cost. Grading and
Standardization - Meaning, Type, Criteria, Labeling and specification, storage,
Warehousing, Processing and Selling.

ITATITT AT, JTITATT B JARIH IR ATARITT AT | Srofram / ST vd gardiasRor — aef,
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Unit-1

International Marketing : Meaning, Scope, Nature and Significance. International
Marketing Environment - Internal and External Environment, International Market,
Orientation, ldentification and Selection of foreign market, Functions and qualities of an
Export Manager.

AW fquure : a1ef &7, UPpfa, AT ARIE IR IRy — IfARe Ud 918d
ARV | FRMET dOR, faqel IR & @99 iR uRay SIfgdiaxor| wa
gderd & 0T iR B |

Unit-2

Export Organization : Meaning, affecting factors and types, Overseas Product
Development: It's concept and methods, pricing and its factors, Methods, of Pricing, Price
quotation.

ata |ree ¢ o, VI R dTel 'Bd 3R UBR, FHEURI SAE e - gal
RN Ud fAfdr | Jea iRy 3R g9 s | gou e o fAftrn, qea Mfdar|

Unit-3

Direct Trading and Indirect Trading : Meaning and Methods, Methods of Payment in
international Marketing.
TI&T MR AR ST QMUK : 37f iR A, AR iR H Y= &1 ug il |

Unit-4

Export Credit : Meaning, Nature, Influencing factors and significance, Methods of Export
Credit, Export Credit and Finance in India. Risk in Export Trade, Role of the Export Credit
Guarantee Corporation of India Limited, The Export-Import Bank of India.

frafa 9@ : sref uala A iR ywIfda, &=+ arel ged Fafd arg @1 At | 9Ra 4
fFafg wrg ik o | Fafa auR & SiRgq | PRI 9/ TR SRUREE &1 e
WRA T AT fraid 4 |

Unit-5

Export and Import Procedure : Documentation in foreign trade, Bilateral and Multilateral
Trade Agreements, Its meaning, objective, types and significance, SAARC, Role of WTO in
Foreign Trade.
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Suggested Readings:
1. International Marketing — V.S. Rathore
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