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SYLLABUS
III B.COM - V SEMESTER BCMCMC 336 : MODERN MARKETING

Hours per week: 05 72 hrs : No of Credits: 03

 Learning Outcomes:

This Course will enable the students to:

1. Understand the conceptual underpinnings in terms of  core
concepts.

2. Understand the current role of marketing in the business and
society.

3. Comprehend the marketing issues in a growing business
context through real marketing case studies and anecdotes.

4. Develop the cognitive and analytical ability with application
of marketing knowledge required for marketing career
prospects.

Unit I: Marketing 12 Hours
Meaning  and  Importance, process,- understanding   the
market place  and  customer needs. Designing   the  customer
driven marketing  strategy,  Market  orientation-  product
concept, selling  concept,  Marketing  concept, societal
marketing  concept,  Holistic  marketing  concept.

Relationship  marketing ,  Integrated  marketing,  Internal
marketing,- performance  marketing (Meaning and
significance only)

Unit II: Market segmentation and Consumer Behaviour  12 Hours
Meaning  and  importance  of  market  segmentation- bases
for  segmentation-  target  marketing  strategies. – Meaning
and importance  of  consumer  behaviour  analysis- Buying
motives –classification  of  buying  motives-  Rational,
Inherent  Learned,  Emotional  and  patronage-  Factors
influencing  consumer  behaviour. -  Buying decision   process.

Unit III: Product Management   12 Hours
Product concept – meaning and definition. Product mix
decision strategies. Product- Life cycle- meaning and
definition- stages of PLC. Factors affecting PLC. New product
development - meaning - stages  in  New product development .
Reasons for failure of   new products. BIS and AGMARK–
meaning and features. FSSAI mark- meaning (Explain this
chapter with case study).

Unit IV: Advertising  and personal selling 12 Hours
Role of Advertising in Brand building. Media selection -
considerations in media selection.  New media of Advertising
(Online Advertising and Mobile advertising).  Advertising
copy- Types AIDA and DAGMAR.-Ethics in advertising.

Personal selling – an outlet for communicating and
delivering value.  Nature,  significance  and  scope of personal
selling. Role of sales person -  Diagnostic, analyst, information
provider, strategist, tactician and catalyst. (Explain this
chapter with  case  study).

Unit V: Marketing  of  services and  Rural Marketing  12 Hours
Meaning  and  characteristics of  services-  Goods Vs  services-
Marketing mix of  services

Rural marketing -  features- causes  for  changes  in  volume
and pattern of rural  consumption. Problems of rural marketing.
Marketing mix  for  rural  marketing.(Explain this  chapter
with case study)

Unit VI: New  Horizons  in   Marketing 12 Hours
Direct  marketing: Nature scope  and  advantages-requisites
for  the success of  direct marketing. Forms  of  direct  marketing-
database marketing- Tele marketing- Tele shopping-Multi
level  marketing.(Relevance  and  significance)

Online and  Digital marketing: Introduction and  meaning.
Benefits  of  online  marketing  to  sellers  and  consumers.
Limitations  of  online  marketing. Problems  of  online  marketing
in  India (Legal , Infrastructural , Commercial  and other  problems)
Digital marketing-concept -role of  digital marketing  in  India

Green-marketing: Meaning – importance –Fundamental
requirements – problems  of   green  marketing.(Explain this
chapter with case study)
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CHAPTER - I

MARKETING

SECTION - A (6 Marks Questions)
1. What are the features of modern marketing?
Ans.:
Modern marketing has certain characteristic features. The main

features of modern marketing are:

1. Modern Marketing is Consumer-oriented: Modern marketing
is consumer-oriented or the consumer is the sovereign or king under
marketing, in the sense that, today, the producers, first, ascertain
what the consumer want, and then, produce goods, according to the
needs of the consumers. So, one can rightly say that the consumer is
the king under modern marketing or modern marketing is consumer
- oriented.

2. Modern Marketing Begins and Ends with the Consumers:
Today, marketing begins with the information flowing from the
consumers to the producers as to what they want and what should be
produced, and ends with the goods desired by the consumers flowing
from the producers to the consumers. So, one can rightly say that
modern marketing begins and ends with the consumers.

3. Modern Marketing Precedes and Succeeds Production: Today,
all business organisation are fully convinced that marketing activities
must begin, not after the goods are produced, but far ahead of
production. Marketing activities must begin before the production,
in the sense that the business organisations must determine, through
studies and research, before production, what the consumers want,
how much they want, when and where they want and at what price
they want.

4. Modern Marketing is the Guiding Element of Business: Today,
marketing is recognized as the guiding element of business. That is,
it is the marketing potentialities, and not the production resources
that guide a business today. This recognition emphasizes the need
for the integration and the successful performance of the various
marketing activities involved from the time of the conception of the
product idea till its profitable sale to the final consumers.

Q

Q

2. Write a note on modern marketing concept.
Ans.:
Today, marketing is not considered as a mere physical process or

set of activities connected  with the exchange of goods. It is considered
as a philosophy of business. It is concerned with the creation of
customers, i.e., identifying the needs of the consumers and then
organizing the business accordingly to meet the needs of the
consumers. In short, modern marketing is “consumer-oriented.”

Thus, the concept of marketing has changed considerably in recent
years. The change in the concept of marketing is mainly due to three
reasons. They are :

(a) First, there is an element of innovation involved in modern
business.

(b) Secondly, there has been a change in the objective or purpose
of business in recent years. The change in the purpose of business
has contributed to the change in the purpose or objective of marketing.

(c) Thirdly, there has been a change in the attitude of the
consumers in recent years. Today, consumers are not prepared to buy
anything and everything  that is thrust on them by the sellers. They
are willing to buy only those things which satisfy their wants.

Modern marketing refers to all those activities involved in
identifying  the present and potential requirements of the consumers
for goods and services and in securing  the distribution of those goods
and services from the centres of production to places where they are
wanted  and at the time they are wanted, and in effecting the transfer
of ownership and delivery to those who want them.

3. What are the limitations of marketing?
Ans.:
Marketing, no doubt offers several benifits to individual firms and

the sociely as a whole. However, it is not free from drawbacks or
limitations. The various limitations of marketing are :

1 High Cost of Marketing: In recent years, the cost of marketing
has become high. The various benefits of marketing are available at
unduly high cost. The cost of marketing is around 50% of the selling
price of product.There are certain causes for the high cost of marketing.
Those causes are :

(i) High Expectations of Consumers: Consumers want the best
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CHAPTER - II

MARKET SEGMENTATION AND

CONSUMER BEHAVIOUR

SECTION - A (6 Marks Questions)
1.  Explain the criteria for market segmentation.
Ans.:
Ans.: If market segmentation is to be successful or effective, certain

criteria must be satisfied. The various criteria for successful market
segmentation or the requirements for effective market segmentation
are :

(a) Substantiality : Substantiality refers to the size of the segmented
markets. The segmented markets must be substantial (i.e., sufficiently
large) to permit viable, successful and profitable marketing efforts in
the segmented markets. If the size of the segmented markets is small,
then, it will not be viable and profitable for the marketing manager of
the firm to develop separate marketing programmes for each of the
segmented markets.

(b) Measurability : The primary aim of segmenting the market is
to measure the changing behaviour pattern of the consumers.
Measurement of the changes in the behaviour of consumers is not an
easy task. But it is an essential requirement for effective market
segmentation.

(c) Representability : Each market segment must be representative
in character and must possess individuality of its own. It may be noted
that the market segments should normally be large, and should also
be profitable enough to be considered as an independent market.

(d) Nature and Extent of Demand (i.e., effective demand): Each
market segment must exhibit differences in consumption ratios from
others. In other words, there must be variations in demand in different
market segments.  In short, there must be effective demand in each
market segment.

(e) Difference in Response Rate (i.e., market responsiveness) :
The various market segments must show differences in response to
marketing variables or marketing mix. If the various market segments

respond similarly to marketing variables or marketing mix, market
segmentation will be of no use.

2. State the importance of market segmentation.

Ans.:  1. Helpful in Competition: Market segmentation provides
an opportunity of making deep study of the products, policies and
strategies of competitors in all the segments.

2. To Discover Marketing Opportunity: Market segmentation
helps in making intensive marketing research in all the segments.

3. Knowledge of Customer Needs: By the help of market
segmentation, the marketing manager can easily get to know why
customers do or do not buy certain products or services.

4. Allocation of Marketing Budget: It is on the bases of market
segmentation that marketing budget is allocated for a particular region
or locality. In the regions where the sales opportunities are limited, a
huge budget allocation is of no use, so, budget allocation will be
limited.

5. Effective Marketing Programmes:  Market segmentation helps
the producer to adopt an effective marketing programme and serve
the consumers better at comparatively low cost.

6. Increases Sales Volume: By segmentation, the marketing
manager can increase the sales volume of the enterprise.

7. Adopting Sound Marketing Programme: When customer needs
are fully understood by the marketing manager, market segmentation
divides the whole market into several segments and individual
marketing programmes are prepared for every segment.

8. Choosing of Advertising Media: Market segmentation helps
the firm in choosing advertising media more wisely.

9. Benefits the Customers: Market segmentation benefits the
customers, as the product produced and supplied goods which serve
customers’ interest, and satisfy their needs and wants.

10. Increases Marketing Efficiency: The market segmentation
increases marketing efficiency by offering specific pricing, sales
promotion and distribution channels as per the requirements of
different segments.

3. Write a note on differential marketing strategy.
Ans.:
Meaning:Differentiated marketing strategy or market segregation

is the strategy of dividing the total market of a concern into several
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CHAPTER - III

PRODUCT STRATEGY

SECTION - A (6 Marks Questions)
1.   Mention the essential  characteristics or features of product:
Ans.:

The various marketing characteristics of product are:

1. Physical Attributes: A product has physical attributes, i.e., the
characteristic of tangibility or physical existence. It is visible to eyes,
and its physical existence can be felt.

2. Intangible Attributes: It has intangible attributes. The
intangible services and psychological attributes, such as satisfaction,
prestige, image, etc. which consumers look for and marketers provide
in the tangible object are also an integral part of the product.

3. Associated Attributes: A product has certain peripheral or
associated attributes like brand name, package, warranty, credit
facility,  like free home delivery, etc. Most of the products are sold
with these attributes.

4. Exchange Value: Every product has some exchange value
irrespective of whether the product is tangible or intangible.

5. Consumer Satisfaction: From the point of view of consumers, a
product must be capable of satisfying the consumer wants.

6. Business Satisfaction: The seller of the product must be able to
earn some profit on the sale of his products.

7. Product is Synonymous with Goods: In marketing, the term
‘product’ is considered synonymous with goods.

8. Product Includes Services: It is true that, in marketing, product
is considered synonymous with goods. But the product is not mere
goods. It also includes intangible goods like services, ideas etc.

9. Any Change Introduced in the Product Results in a Separate
Product: Any change introduced in the physical features (i.e., design,
size, colour, packaging, etc), however minor it may be, creates a new
product.

Q

10. Buyers Buy the Benefit: When the consumers are buying a
product, they are buying more than a set of physical attributes.

11. Product Includes all Services Accompanying the Product:
The product includes all services rendered by the marketer (i.e., seller)
either at the time of sale or after the sale.

2.   What is product mix? State the features of product mix.
Ans.:
Meaning: Anything that can be offered to a market that might

satisfy a want or need is called product mix. It can be a good idea,
method, information, object or service.

Features of Product Mix:
1) It is a set of all product lines and items that is offered by seller.

2) It is a composite of products to public.

3) It is a decision with regard to the right quality, a suitable design
based on customer needs.

4) It includes a brand that can be remembered and recalled.

5) It includes a packaging that improves the self life of the product.

3. Give the reasons for the innovation of a new product.
Ans.:
There are several reasons for the innovation of new products. They

are:

1. Increased Consumer Selectivity: In recent years, consumers
have become more selective in their choice of products. The
purchasing power of the consumers has doubly increased and their
wants also have become more sophisticated. They have also become
highly critical in their appraisal of new products.

2. Product Life Cycle: Each product has a life cycle. It grows,
declines, and finally is abandoned. When a product is finally
abandoned, it must be replaced by some other new product. So, new
products should be added to balance the profit volume.

3. New Product is a Basic Profit Determinant: New products,
generally, increase the volume of turnover, and thereby, the volume of
profits. Introduction of a new product at the proper time alone will
help a concern to maintain the concern’s desired level of profits.

4. New Products are Essential for Growth: Innovating attitude
has become a philosophy quite necessary for effective marketing.
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marketing.

Benefits of online advertising:
(1) Low Cost: The low cost of electronic communication reduce

the cost of displaying online advertisement compared to offline ads.
Online advertising and in particular social media provides a low cost
means for advertisers to engage with large established communities.
Besides, online advertising offers better returns than other media.

(2) Measurability: Online advertisers can collect data on  their
ads effectiveness, such as the size of the potential audience or actual
audience, response as to how a visitor reached their adverstisement,
whether the advertisement resulted in a sale, and whether an ad
actually loaded within a visitors’ view etc. These informations help
online advertisers to improve their advertisement compaign over
time.

(3) Formatting: Advertisers have a wide variety of ways of
presenting their promotional messages, including the ability  to
convey images video, audio and links. Unlike offline ads, online ads
also can be interactive.

(4) Targeting: Under online advertising, advertisers can customise
each individual ad to a particular new customer based on the users
previous experiences. They can also track whether a visitor has
already seen a particular ad in order to reduce repetitious exposures
and  provide adequate time gap between exposures.

(5) Coverage: Online advertising can reach nearly every global
market and online advertising influences offline sales.

(6) Speed: Once ad design is complete, online ads can be deployed
immediately. The delivery to online ads does not need to be linked to
the publisher’s publication schedule. Further, online advertisers can
modify or replace ad copy more rapidly than their offline counterparts.

3. What do you mean by mobile advertising?
Ans.:
Mobile Advertising: Mobile advertising is nothing but advertising

on mobile phones. With the growth and high penetration of mobile
phones in India, mobile advertising is becoming very popular. Many
types of advertising are possible on mobiles. One of the most common
type is the SMS advertising which is estimated to be over 90% of
mobile marketing revenue world-wide. Other forms of mobile

CHAPTER - IV

ADVERTISING AND SALES MANAGEMENT

SECTION - A (6 Marks Questions)

1. Define ‘Advertising’. What are the factors affecting media
selection?

Ans.:
Meaning of Advertising Media :
The advertising message has to be conveyed to the public through

some channels or means. The channels or means through which the
advertising message is conveyed to the public are called advertising
media.

There are various advertising media available to an advertiser.
Each medium has its own merits and demerits. So, the advertiser has
to choose a suitable medium.

The selection of a particular medium is determined by a number of
factors or considerations. The factors influencing the selection of an
advertising medium are :

1. The type of the product or service advertised.
2. The type of the customers sought.
3. The marketing conditions.
4. The financial position of the advertiser.
5. The advertising message to be conveyed.
6. The cost, circulation and the life of the advertising medium.
7. The reach and the impact of the media.

2. Write a note on online advertising.

Ans.:

Online Advertising: Online advertising is becoming very popular
in India. This segment of advertising is growing nearly at 30%. The
growing technology and creativity are responsible for the growth of
online advertising.

Online advertising is also known as online marketing, internet
advertising, digital advertising or web advertising. Online advertising
includes email-marketing, search engine marketing, social media
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CHAPTER - V

MARKETING OF SERVICES

AND RURAL MARKETING

SECTION - A (6 Marks Questions)
1. Define service. Explain the peculiar features of services.
Ans.:

Definition of Services:  In the words of Philip Kotler, “A service is
any activity or benefit that one party can offer to another that is
essentially intangible and does not result in the ownership of
anything. Its production may or may not be tied to the physical
product.”

Meaning of Services:
Services refer to activities which one party does for another,

which are separately identifiable and essentially intangible,
which provide want-satisfaction, which does not result in
the ownership of anything, and which are not necessarily
tied to the sale of physical products. In other words, services
are the identifiable and essentially intangible activities that
are produced and consumed simultaneously and provide
satisfaction to customers or users. In short, services are deeds,
processes and performances that provide customer-
satisfaction.

Peculiar Features or Special Characteristics of Services: Services
have certain peculiar features or special characteristics. The special
characteristics of services are:

1. Intangibility.

2. Inseparability.

3. Perishability.

4. Heterogeneity.

5. Non-ownership.

6. Pricing difficulty.

1. Intangibility: A physical product like a car, a watch, a pen, etc.
is a concrete or tangible thing. It can be seen, touched, felt, etc. But a
service, by nature, is an abstract phenomenon. It is intangible and
invisible, and so, it cannot be seen, touched or smelt. Though some of
the services may have some intangible elements as well, their
intangible elements are more dominant.

2. Inseparability or Simultaneous Production and Consumption:
Another unique characteristic of a service is its inseparability. With
customer participation, services are produced and consumed
simultaneously. That is, both production and consumption of services
are inseparable. Most services are sold first and then produced and
consumed simultaneously.

3. Perishability and Changing Demand: Perishability is another
peculiar characteristic of services. As services are perishable, they
cannot be stored for future sale. A service not utilized on any day is
lost for ever. For example when a car merchanic does not have any
cars to repair on any day, his service is not utilized on that day is lost
for ever.

4. Heterogeneity or Variability:  Another special characteristic
of a service is its heterogeneity or variability. Services are
heterogeneous. That is, the quality of services offered by competing
firms is not standardized or uniform. According to Prof. T. Levitt,
“Services can also be made less variable than thought. However, basic
thing of non-standarization and high variability cannot be totally
ruled out”. Even the quality of services sold by the same marketer to
different customers is not standardized or uniform.

5. Non-ownership: Another important characteristic of a service
is that there is no ownership transfer. When a person buys a product,
he becomes its owner. But when a person buys a service, he just
consumes the service, but does not own it.  For example, when a
person buys a ticket for a movie in a theatre, he can only watch the
movie, he cannot own it or the theatre.

6. Pricing Difficulty: Perishability, changing demand,
inseparability and lack of uniformity in quality of services have
significant implications in pricing of services.

Again, customers may postpone the purchases of some services,
and some customers may perform some services themselves. These
features of services also create difficulties in pricing of services.
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1. It contributes to increased sales opportunities for a business
firm.

2. It helps a business firm to have access to global  market.

3. It facilitates marketing operations for 24 hours a day, 7 days a
week and 365 days in a year.

4. It contributes to decreased marketing costs.

5. It contributes to increased speed on the marketing of goods and
services in the  exchange of  marketing information.

6. It ensures accuracy of information exchanged between parties.

7. It contributes to the availability of a large variety of goods and
services to customers.

8. It contributes to quick delivery of products and services to
customers.

9.The return on investment from online marketing is much more
than that of investment on traditional marketing.

3. What is green marketing?
Ans.:
Green marketing is also known as environmental marketing and

ecolocigal marketing. Green marketing came into prominence in the
late eighties and early nineties. Green marketing involves the study
of the positive and negative aspects of marketing activities on
pollution, energy depletion and non-energy depletion.

Meaning of Green Marketing:  Green marketing means the
development, pricing, promotion and distribution of products that
do not harm the environment. Green marketing consists of all activities
designed to generate and facilitate any exchanges intended to satisfy
human needs and wants in such a way that the satisfaction of their
needs and wants occurs with minimal detrimental impact on the
national environment.

Aims of Green Marketing: The basic aim of green marketing is to
sustain the environment. Green marketing sustains the environment
in the following ways:

1. By eliminating the concept of waste: Waste and pollution arise
usually from inefficiency. Therefore, green marketing focuses on
making things without waste instead of handling the waste.

2. By re-investing the concept of waste: Products should be either
consumables or durables. Consumables can be either eaten or placed

CHAPTER - VI

NEW HORIZONS IN MARKETING

SECTION - A (6 Marks Questions)

1. Write a note on direct marketing.
Ans.:
Through mass marketing, marketers have tried to reach millions

of customers by a single product with a standard message
communicated through the mass media. But in most mass marketing,
communications were one-way directed at consumers rather than
two way with consumers. Today, many marketers are turning their
attention towards direct marketing in an effort to reach carefully
targeted consumers more efficiently to build a strong and everlasting
realtionship with them. The direct marketing is a form of non-store
retailing that uses advertising and promotion to directly contact
customers.

Definition of Direct Marketing:
According to Philip Kottler “direct communications with carefully

targeted individual consumers to obtain an immediate response and
cultivate lasting customer relationship”.

Direct markeing eliminates all intermediaries from the channel of
distribution and provides the goods at lowest possible price and
thereby, develops a lasting relationship with customers.

2. What do you mean by online marketing?
Ans.:
Meaning of Online Marketing :- E- Marketing or online marketing

is the process of marketing using the internet or website. It uses a
range of technologies to help connect business to its customers. It
combines all the activities a business conducts via, the world wide
web with the objectives of attracting new business, retaining the
current or existing business and developing its brand identity.

Importance of Online Marketing: Online marketing is of great
importance today. It offers many  benefits. The benefits of E- Marketing
are:


