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Syllabus for Skill Development / Vocational course)
Course Title: Advertising, Sales Promotion and Sales Management

_ Title of course- Advertising, Sales Premotion and Sales Management

Musdal Department of HEI 1o rim cowrse Commerce nnd Business Admingsimtion depatiment
Broad ArcalSectos- Managemend, startups, Business

Sub Seciop- %IIIHH d Large Scale Offica Adminisiration
Nudure of course - [ndependent / P ive FOgIessiva

MNamne of stiggestive Sector SENI EEumI;F Commerce

Aliencd MSQF love] v

Expecied ?c'%uﬂhs course —FreciPald As per decided by skill partner

Sippcid o studerd expecied from imelustry

Mumnboer ol Seals-,....o 000000 B i
|Course Code-,o..vv... o Credits- 24 (8 Theory, 16 Practical)
I Mars......... Minimum Marks. .. Pax Macks.,.300...... Minimum Marks, .. 713
[Mame of proposed skill Partner (Please specify, Name of indusiry,

company ele for Practical Arining/ internship/'OIT

lab prospects-Expected Fiokds of Qocupation where student will e able

lur ged jusbs alter completing this course in (Plense speclly namefype of

inlnsiry, company cle.)

|_Styggesied Readings: Mentioned in the syliabus
Suggested Digital pEul:fumm’w&.: links for reading- Mentioned in the syllabus

Sugpested QJT/ Internship/ :i‘mininﬁ Skill partner- Mentioned in the syllabus
Suggesied Continuous Evaluation Methods: Mentioned In the syllabus
Course Pre-requisites: ;

* No pre-requisite required, open to all
@ To study this course, a studenl must have the subject Commerce Bioscience & Aris.., in closs/12"
cerlificate/diploma. 3
~ & II'progressive, (o study this course a student must hove passed previcus courses of this seres,

Sugpested equivalent online courses: Menlioned in (he syllobus

Any remarks/ suggestions: Required proper infrastructure, funds for operation and support from autherily for

funderstanding the negd of course.

Maotcs:

Number of units in Theory/Practical may vary ns per need

Todal credits/semester-6 (it can be more eredits, but studonts wil | get only Geredil/ semester or 12credits! year
Credits for Theory =02 (Teaching Hours = 10)

Credils for project= 01

Credits for Assignment = 0

Credits for Intemship/OJTIT raining/Practical = 02 (T raining Hours = G0)
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Semester Wise Title of Advertising, Sales Promotion and Sales Mnnngement

il

Year Scemester | Paper | Course Paper title Theory! Credit
no. code .| Practical
1 I » 1 Fundamentals of Adverlising & | Theory 2
Medin lanning Practical 4
1 I 2 Fundamentals of Sales Theory 2
Promotion & Sales Managemen! | Practical q
2 1] 3 Consutiver Behavior Theory 2
Pructical 4
2 W aq Marketing Research Theary 1
Practical 4
-2 YEARS 4 SEM 74
Name | Dresignation | Affilintion
Steering Committee .
Prol P.B. Singh Professor Dept. of Business Administration,
$ MIP Ruhelkhand University, Buareilly
Dr Rakesh Kumar Associale Professor 5.M. College, Chandausi
Syllabus Developed hy:
S. No. [ Name Designation Department | College/ University
| Dr. Praveen kumar Associate Professor| Commerce | §.M. College, Chandausi
2 Dr Pardeep Kumar Assistant Professor | Commerce | 8.M. College, Chandausi

| = 2
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Course Title: Fundamentals of Advertising & Media Planning
Minor /Voeational course: Semester-1

Programme / Class: Semester: First
Cerlificate / Graduation - i S
. Vocational Course; (Elective)

Conrse Codes | Conrse Title:

Course ouleomes: After completing this course a student will be able to:

1. Analyze the expanding environment of media and communication techniques. ]

2. Assoss the strenglhs, weaknesses, opportunities, and threals (SWOT) of dilferent kinds of promationn
campaigns.

3. Examine the importance of markel segmentation, position, and action objectives 1o the development of an
ndvertising and promolion program,

4. Develop crealive stralegies lor advertising.

5. Plan media strategy, scheduling, and vehicle selection.

6. Assess stralegic uses ol sules promotions.

Paper Title FUNDAMENTALS OF ADVERTISING MEDIA PLANNING
Crodil-1 (Elective/Compulsory }- Compulsory
hu. Marks: 25+715 Min. I’ Marks: 10+ 30
Total No. of Lectures-Tuforials-  L-T-P:
Mo of
Uit . Topics Leclures
Total=30
Advertising (Meaning, Objective, Importanee, Economic and Social Effect), Types 6
"1 E:td Different Methods of Advertisement, Ethical and Legal Aspects of Advertisement,
dvertising, PR & Marketing Research. Contemperary issues in media, Professional
[Communicalion Theories. ~
1 Adverlising Process. Advertising Budget and lIts Objeclives, Adverlising Appeals, [
Advertising Copy
1L (Advertising Campaign & Medin Planning, Types of Advertising Media, Moder| 5
Advertising Tools & Techniques, Creativity and Campaign Planning
v Advertising Effectiveness and lis Measurement, Creating Advertisement, Production| &
lechniques & Methods, Ad Copy Writing, Advertising Concepls & Visualisntion)
Crentive and content writing.
v Digital Advertising, Modern Trends in Advertising, Careers in Advertising & Sales
romolions, Finances in the Adverlising & Sales Promation Industry, Ethical and lega 7

spects of Advertising & sales promotion, Computer basics: Use of Computo
Application in Advertising & Sales Promotion. Consumer Orientation in Advertising

- S 1)

3 .
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Skill Partner may be any business organization, Cooperntive Society, Not Profit Organization,
Qualified Professionals, Trust, NGO, MNCs, Associalion of Individuals, Federation, Charity Organization,
Chamber of Commerce, Federation of Industries, Technical or Professional Iustitutions, National or
International Level Orpanization/Association Federation and like this pattern,
£ ATION/EVALUATION
|-For Practical/Skill and Theorctical part, examinalion may be conducted online or offline or in mixed
lormat, as circumstances allow and students feel comlorable.
2-Pattem of paper shall be decided by concerned Subject Facully and Skill Partner for their pari. Skill Partner
may adopt pattern as mentioned in B-Point of allocation of marks for evaluationfiest purpose.
Sugpested Continuous Evaluntion Methods
Conlinuous Internal Evalualion shall be based on as per following patlem:

* Class Test-1 {Objective Questions) {05 Marks)
Class Test-1I (Descriptive Questions (05 Murks)
Class Test-III (Objective Questions) ~—————------ (05 Murks)
Class Test-I'V (Descriplive Questions) ------ (05 Marks) ! ;
Overall performance throughout the Semester (includes Attendance, Behavior, Discipline, Participation in
DiMferenl Activities) {05 Marls) : .-

ABOUT PRACTICAL/SKILL SYLLABUS, TRAINING & TEST ETC (4 Credits)
|- Practical work will be based on any contents or topic of syllabus of theoretical paper.

2- Contenl or topic for all components of practical work shall be decided by subject tescher in
consultalion with skill pariner.

3~ Test or evaluation for practical work will be conducted by skill partner in association/consultation
with coneerned institution/subject leacher,

d- Number of total eredits for practical/skill part will be four.

ALLOCATION OF MARKS
A- Theoretical Part TOTAL CREDIT-2
Internal by the institution (ICE) - 25 Marks
College/lnstitulion - 75 Marks
Total Maximum Marks- 100 Marlks
Passing Marks- 10+25=35 Marks
B- Practical/Slkill Part TOTAL CREDIT-4
Assignment /Practical- 50 Marks-——-CREDIT-]
Inlernship- 50 Marks——CREDIT-1
Project - 50 Marks——-CREDIT-1
Survey Report- 50 Matks--—CREDIT-1
Total Maximum Marls- 200 Marks
Minimum Passing Marks- 80 Marlks

Mote- 1- Total Minimum passing marks for section A & B - 35+80=115
2-Total Maximum Marks for scetion A & B - 100+200=300
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Sugpesied Repdings:

Kotler, Philip. Marketing Manogement, MewDelhl, Memillan tndin Lid., 19949,

Koller, Armstrong, Agalbatd, Hague-Principles of Marketing- South Asinn Perspective (Pearson)

Kaznd, 3 H H, Baira, Salish K. Advertising & Sales Promotion. New.Delhi. Exced Books, 2016,

Sales Managament: Decisions, Sirategies and Cases, Still, CundifT & Govonl, Pearson Education.

Dr, RL Patni (Aatlfor) Vigrapan Avam Vikray Probondh (Adveriisement and Sales Managemeni-Hindi Study Quide)

Paperbarcle = | January 2018
D Sumit Agarwal & Dr Sunceep Agrawal, Principles and Prastices of Advertising and Sales-Pramotion: An In:h
Perspective, Redvick Book, 2021

e, K.L. Nalokhs, ﬁmwﬁnm, RBD Publications

Sugpesied Continuons Evaluation Mothods: INTERNAL ASSESMENT (25 Marks)": Continuous Intemal
.."-rl'l.|'I.1Fl|.Il:|'Il shall be based on allotted Assigninent and Class Tests. The marks shall be as follows:

ol L Bl

Assessiment and Presentation of Assignmeit (04 marks)
Class Test-I (Objective Questions) (04 marks)

Class Test-1 {Descriptive Questions) (04 marks)

Class Test-11 (Objective Questions) (04 marks)

Clnss Test-1Y (Descriptive Questions) (04 marks)
Chverall performance twoughoul the Semester (includes Atiendance, Behavior, Dm:E]:Imn, Parr.tntppr.mn in
Dilferent Activilies) (05 marks)

Suggested Additionnl resources
hilpsipkworldeduention.blogspot.comfMm=1

hiyps:pkwoldeducalion. blovspol.comiTm=1
mwmmw
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Course Title: FUNDAMENTALS OF SALES PROMOTION & SALES

MANAGEMENT
Voeational course: Semester-11
Programme [ Class:  ~ . Semester: [1
Certificate { Graduation . =
Voentional Course: (Elective)

Course Coder

lenn Title: Fundamentals of Sales Promotion & Sales Management

L

LA B el R =
e bl

(Course Description: On completion of this course, leamers will be able to:

Gain the basic knowledge of Fundainentals of Sales Promotion & Sales Management
Determine the ploce wixd role of sales in the marketing mix of the organization,
Formulule a sales siralegy in various arens,

Farm the organizational sirueture of sales management.

Develop Uhe ability Lo sell and to ultimalely manage the sales lunction.

“Paper FUNDAMENTALS OF SALES PROMOTIONS

SALES MANAGEMENT

Wlax. Marks: 25+75 in. Passing Marks: [0+

Credit-2 ne'Complso Compulsn

Uil

Total No. of Leclures-Tutorials-Practical (in hours per week): L-T-F: 1-0-0

Toplics

Mo. ol
Lectures
Total=3{)

Introduction of Sales Promotion, Sales Promotion Decigions, Sales Promotio
Techniques, Sales Promotion Types, Sales Prometion Strategy, Components of Sal
Promotion, CommunicationTromotion Mix

i §

Sales Manageiment: [ntroduction, Evolution of Sales Function, Sales Management
Positions, Sales Field Management, Sales Planning, Conlrel & Analysis

mn

Sales Organisation, Sales Department’s Externnl Relations, Sales Fickl Management,
Sales Forecasting, Distribution Decisions, Chunnels of Distribution,

v

Personal Selling: An Introduction, Personal Selling and Salesmanship, Types ol
Persone! Selling, Selling Process, Salesmanship. Prospecting-Pre-approach antd Post-

fapproach

traiegic Sales Management, Markel Analysis & Sclection, Market Environment,
F‘Iudum Trends & Issues in Sales Promotion & Sales Management

¥i

nles Foree Managemenl. Procurement (Recruitment and Selection) of Sales Force)
ales Force Training, Sales Compensation, Motivation, Incenlives, Communication)

OCEss.

6 P:_’;—f" i
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ABOUT SKILL PARTNIR

Skill Pariner may be any business orgenization, Cooperative Society, Nol Profit Organization,
Qualilied Professionals, Trust, NGO, MNCs, Association of Individuals, Federation, Charity Organization,
Chamber of Commerce, Federation of Indusirics, Technical -or Professional Institutions, Mational or
Intemational Level Orgemization/Association Federalion and like this pattern.

ABOUT EXAMINATION/EVALUATION

1-For Practical/Skill and Theorelical part, examination may be conducted online or offline or in mixl:l:l
loematl, a8 circumstances allow and students feel comfortable.
2-Paltern of paper shall be decided by concerned Subject Facully and Skill Partrer for their part. Skill Pariner
may adopl pattern as mentioned in B-Point of allocation of marks for evaluation/lest purpose.

Sugpested Continuous Evaluation Methods
Cominuous Inteenal Evaluation shall be based on as per [ollowing paltemn:

Class Test-1 (Objective Questions) (05 Marks)

Class Test-11 (Deseriptive Questions (05 Murks)

Class Test-111 (Objective Queslions) smmmen (05 Marks)

Class Tesi-TV (Descriptive Queslions) - - {05 Marks)

Owverall performance throughout the Semester (includes Altendance, Behavior, Discipline, anclpal[un in
[DilTerent Activilies) {05 Marlks)

ABOUT PRACTICAL/SKILL SYLLABUS, TRAINING & TEST ETC (4 {;_q;glj]
1= Practical work will be based on any contents or topic of syllabus of theoretical paper.,

2- Content or topic for all components of practical work shall be decided h].r subject teacher in
consultation with siill partner.

3- Test or evaluation for practical work will be conducted by skill partner n
association/consultation with concerned institution/subject teacher.

4- MNumber of total eredits for practical /skill part will be four.

ALLOCATION OF MARKS

E- Theoretical Part --—-----TOTAL CREDIT-2
Internal by the Institution (ICE) - 25 Marks
College/Institution - 75 Marls
Total Maximum Marlss- 100 Marks
Passing Marks- 10+25=35 Marks

F- Practical/Skill Part -—------ TOTAL CREDIT-4
Assignment /Practical- 50 Marks---——CREDIT-1
Internship- 50 Marks---—CREDIT-1
Project - 50 Marks------ CREDT-1
Survey Report- 50 Marks------CREDIT-1
Total Maximum Marls- 200 Marks
Minimum Passing Marls- 80 Marks

MNote- 1- Total Minimum passing marls for section A & B - 35+80=115

2-Total Maximum Marks for section A & B - ;%Mlﬂﬂﬂﬂﬂ —M




4

/g Mahatma Jyotiha Phule Rohilkhand University, Bareilly =

smeme e A Shate Universily - Government of UP; NAAC Acereditec; 150 9001:2015 Cartified

T SN el Rergvs fagafaemery, ave

Mupgesticd Rendings:
. Kotler, Armstrong, Agnihotri, Haque-Principles of Muarketing- South Asien Perspective{ Pearson)

I
2
3.
i
a3
.

7.

Kotler, Philip. Marketing Management. NewDelhi, Memillan India Ltd., 1999,

Kazmi, 5 H H, Balra, Satish K. Adverlising & Sales Promotion. Mew Delhi. Excel Books, 2016.
Sales Managemenk Decisions, Sirategies and Cases, Still, Cundilf&Govoni, Pearson Education.
Dr. RL Patni (Author) "lhg.'upnn Avam Vikray Prabadh (Adverlisement and Sales Management-Hindi Eutdp
Guide) Paperback — | Janunry 2018
Dr Sumil Agarwal & Dr Sandeep Agrawal, Principles and Practices of Advertising and Sales Promotion :An|
Inclinn Perspective, Redvick Book, 2021

Dr. R.L. Nalokha, Frsmds v e va=t, RBD Peblications

ﬁug&ulul Conlinuous Evalnation Methods: INTERNAL ASSESMENT (25 Marks): Contindous [nternnl
Evitluntion shall be based on allotled Assignment and Class Tesls. The marks shall be as fallows:

P T e

Asseszment and Presentation of Assignment (0d marks)
Class Test-1 (Objective Questions) (04 marks)

Clizs Test-11 {Descriptive Questions) {04 marks)

Class Test-I11 (Objective Questions) (04 marks)

Class Test-1V (Descriptive Questions) (04 marks)
Overall performance (hroughoul the Semester (includes Allendence, Behavior, D:mqphm,ﬁmnljmtmn i
Different Activities) (05 marks)

iuggesied Additional resourees

s phosarlded il =
s phveorldedeenlion bloespal.com! M=

il [ncebook com/Dre. Proveen i umarA THY
Upslhwwsy, [neebook com/groups/ | 4485027088 10040/ refeshare

D
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Mahatma Jyotiba Phule Rohilkhand University, Bareilly
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Course Title: CONSUMER BEHAVIOUR
Vocational course: Semester-111

Programme / Class: Semester; Third
Diploma / Graduation  ~ Year: Secomd
Vioenlionnl Course: {Elective)
Course Cimde; Coorse Tithe:

l.
2
1.
d,

Course onlcomes: Aller completing this course  student will be able 1o undersiand:
understand consumer behaviour

environmental influences on consumer behaviour,

perception and altitude of consumers, consumer decision muking

marketing ethics towards consumers,

Paper Tiile Consumer Behaviour

Credits: 2 {Eleclive/Compulsory )- Compulsory

WMuox, Marks: 25475 Min. Passing Marks: 10 + 30

Tolal No. ol Lectures-Tutorials-Practical (in hours per week): L-T-P- 1-0-4

Uit

Topies

No. ol
Lectures
Total=30

niroduction o Consumer Behaviour, Consumer Reseurch Process, Models of

nsumer Behaviour, Need & Importance of Consumer Behaviour in Adverlising,
ales Promotion and Sales Management,

7

onsumer Perception, Learming and Consumer Behaviour, Consumer Attitude)
‘ormation and Change, Consumer Personality

111

3

e Family and Life-style Marketing, Group Dynamics, and Consumer Referencd
roup, Influence of Social and Cultwral Factors, Communication and Consum
uying Behaviour E'|

Consumer decision-making process: Routinised response, limiled and extens)

problem-solving behavior, Howard-Shetl, Engell, Kollat-blackwell and Nicosia model
ol consumer decision-making. Consumer gifling behavior. Relationship markedin

Indusirial Buying Behaviour and Marketing of Services.

Consumer Rescarch, Consumers Buying Behaviour, Faclors Affecting Buying]
Behaviour of Consumers, Imporitance of Consumer Buying Bebaviour Study)
Consumer Satisfection and Loyalty, >

InMuence of reference groups — Friendship, Weork, Celebrity, and family. Impact of

i Fninl class, culture, subculture, and cross-cultural factors on consumer behavior, Th

of opinion leadership and molivetion behind opinion leadership,

) A

v/’;,,."‘w
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ABOUT SKILL PARTNER

Skill Pariner may be any business organization, Cooperative Society, Mot Profit Organization,
Qualified Professionals, Trust, NGO, MNCs, Association of Individuals, Federation, Charity Organization,
Chamber of Commerce, Federalion of Industries, Technical or Professional Institutions, National or
International Level Organization/Association Federation and like this pattern.

ABOUT EXAMINATION/EVALUATION

I-For Practical/Skill and Theoretical part, examination may be conducted online or offline or in mlxed
format, as circumstances allow and students feel comfortable.
2-Pattem of paper shall be decided by concerned Subject Faculty and Skill Partner for their part. Skill Partner
may adopl pattern as mentioned in E Point of allocation of maiks for evaluation/lest pmlmse

T

-
% q nfyriy

. ted Continuons Evaluati h

Continuous Internal Evalustion shnll be based on as per following pattern:

Cloas Test-1 {Objective Questions) - {05 Marks)

Class Test-11 (Descriptive Questions - (05 Marks)

Class Test-111 (Objective Questions) (05 Marks)

Class Test-IV (Descriplive Questions) (05 Marks) {
Overall performance throughout the Semester (includes Altendance, Behavior, Discipline, Participation in
DilTerent Activilies) (05 Marks) ’

ABOUT PRACTICAL/SKILL SYLLABUS, TRAINING & TEST ETC (4 Credits)
1- Practical work will be based on any contents or topic of syllabus of theoretical paper.

2- Content or topic for 2ll components of practical work shall be decided by subject teacher in
consultation with slkill partner.

3- Test or evaluation for practical work will be conducted by skdll partner in
association/consultation with concerned Institution/subject teacher.

4- Number of total eredits for practical /skill part will be four.

ALLOCATI RKS

E- Theoretical Part--------- TOTAL CREDIT-2
Internal by the institution [ICE) - 25 Marks
College/Institution - 75 Marks
Total Maximum Marks- 100 Marks
Passing Marlis- 10+25=35 Marks

F- Practical/Skill Part --------- TOTAL CREDIT-4
Assignment /Practical- 50 Marks-—-CREDIT-1
Internship- 50 Marks---—CREDIT-1
Project - c0 Marks------CREDIT-1
Survey Report- 50 Marls-—----CREDIT-1
Total Maximum Marls- 200 Marks
Minimum Passing Marks- 80 Marks

Mote- 1- Total Minimum passing marks for scction A & B - 35+80=115
2-Total Maximum Marlks for section A & B — 100+200=300 w‘
o
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Buguesied Readings:
| Leon G.SchifTmon & Leshie Lazar Konnk, Consunver Behaviour, Prentice-Hall of India

2. Reynolds & Wells: Constmer Behaviour - Megrmw HELL International,
3. James F.Ingel Roger.D. & Blackwell — Consumer Behaviour — Dryden Press
4. 5.C.Mehia - Indian Consumers — Tala McGraw Hill
5. David | . Londan ind Albert 1.Delln Bitin, 48, Mc Graw Hill,
6. Leon G. Schiffiman, Leslie lazer Kanuk, 5. Ramesh Kumar, 10e, Paarson,
Wi
8.
9

| / @ Mahatma Jyotiba Phule Rohilkhand University, Bareilly ;:'-:'

y
T

Sntish Balrn, SHH kazmi, Consuwer Behaviour-Text and Cases, 2e, Excel Books.
Kardes, Cling, Cronley, Consisitier Behaviour-Science end Practice, Cengage Learning.
- 5. Romesh kumar, Consumer Behaviour and Branding, Pearson, :
0. Dheernj Shorma, Jagadish Deth, Banwari Mittal, Consumer Behaviour — A maniagerial Perspective, Cengage Leambng.

Suggested Continuous Evaluntion Methods: INTERNAL ASSESMENT (25 Marksy: Confinuous intemal
Eviluation shall be based on allotied Assignment and Class Tests. The marks shall be as follows:
- Assessment and Prosentation of Assignment (04 marks)

Class Test-1 (Objective Questions) (04 marks)

Class Test-11 (Descriptive Questions) (04 marks)

Class Test-111 (Objective Questions) (04 morks)

Class Tesl-IV (Descriptive Questions) (04 marks) ‘

Crwerall performance throughout the Semester (includes Attendance, Behavior, Discipline, Pmﬁl:-!pnl.'lull |
Different Activities) (05 marks)

SBUE N

Suppesied Additionnl resources

s/ phyvorldeducation blowspot.comy/Pm= |
g pk worldeducation. blogspol con?m=|
ilipsifvwanw. oo ; or
iips:eeww e feraupsl44 0 7refesl
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Course Title: MARKETING RESEARCH

Vocational course: Semester-IV

[Programme / Class:
Diploma / Graduation

Yeur; Second

Semester: Fourth

Yocational Course:

(Elective)

Course Code: |

Ennmn Title:

e

2

=

evalunting markeling research activities.

Learm how to design marketing research studies in a logical and systematic manner.
Leam the difference between qualilative and quantitative research methods.

Be able to uiilize explomory resenrch and secondary information sources to Formulnle relevant ressarch

thHﬂJDI]-S.

Be able to upmlmmfmr- concepls for the purpose of developing tesiable proposilions.

Be able lo collect, organize, and analyze datn and inlerpret lindings to address marketing research pmh]:n;a..
Understand what markeling research is and how it is used by management.
Comrust allermative research designs and their relative strengths and weaknesses.

Ciood markeling decisions require solid marketing research. This introduces the students 1o the principles and practi
ol motern marketing research methods. This will be a practical hands-on upproach (o marketing research. Afler takin

his clnss, students will better understand the role of marketing research in developing marketing strategy. A
Fr:lrtlir:lp:nng in the course, the student will be able to:

Understand fundamental principles, concepls, and measurement tools essential o planning, conducting, and

.

Paper Title .

MARKETING HESEARCH

Cred

s 6 (ZTHIP)

(Elective/Compulsery - Compulsory

ax, Marlks: 25+75

M. Passing Marks: 10+ 30

Tolal Mo, of Leclufes-Tulorals-Practical (in lmum per week): L-L-P: [-(-4

Uit

Topics

Mo al

Leclures
Tolal=3{

mporiance, Nature and Scope of Markethyy Resemrch; Markeling Research in Indin &
orld'Other Cowries, Meed for and Imporiance of Morketing Research for Business.
and Components of Marketing Research, Morkel Research, Product Resenrch Consumsor

esenrch, Advertising Research, se

ganization, Problem Ideitifention and Definition,
veloping a Rescarch Proposal; Dotermining Mesearch Type-exploratory, Deseriptive a

arkeling  Information System and Morkeling Research; Morkeling Research Process ag
[

nclusive research; Experimental designs. Dain Resoorces and Collection: Primsry a

ndary Datn Sources;, Onling Dafe Sources;

tn Colleciion Tooks & Technigues’ Methods, Prepambion of Daela Colleclion Tools,

rganisalion of Fieldwork and Sureay

zmpling mud Survey, Ssmpling plan: Universe, Snmiple Frame and Sampling Unit; Sampling
chinigues; Sanple size, Sampling Methods, Survey Errors-Sampling and Nen-Sampling Errors.

¥

Analysis & Research Report Writing (or Stakeholders, Presentation of Research Fim;llnnl

i Conclugicns

ness Forccasting Tooks & Techniques- Cancepls, Meaning, Need, lmporiance, Faciors
IMecting Business Forecosting, Practical Uses of Business Forceasting Tools,
demts will design o rescarch project, collect dota, nse & compuler 1o analyse their data, and

ubmit m report of thelr Nindiings.
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T SKILL PARTNER
Skill Pariner may be any business organization, Cooperalive Society, Mot Prolit Organizalion,
(Junlilied Prolessionals, Trusl, NGO, MNCs, Association of Individuals, Federation, Charity Organization,
Chamber of Commerce, Federalion of Indusiries, Technical or Professional Institulions, MNalional or
Intemational Level Organization/Association Federation and like this pattesn,

ABOUT T INAT ! .
|-For Practical/Skill and Theoretical parl, examination may be conducted online or offline or in mixed
lormal, as circumslances allow and studenls feel comfortable.
2-Pattern of paper shall be decided by concerned Subject Faculty and Skill Partner for their part, Skill Partner
miay adopl patiern as mentioned in B-Point of allocation of marks [or evaluation/lest purpose.

Suggested Continuous Evaluation Methods
Continuous Internal Evaluation shall be based on as per following patiem:

" Class Test-1 {Objective Questions) ae - (05 Marks)
Class Test-11 (Descriptive Questions (05 Marks)
Class Test=111 (Objective Questions) (05 Marks)
Class Test-IV (Descriplive Cuestions) (05 Marks)
Owverall perfonmance throughout the Semester (includes Atlendance, Behavior, Discipline, Participation in
1 YilTerent Activilies) (05 Marks) '
ABOUT PRACTICAL/SKILL SYLLABUS, TRAINING & TEST ETC {4 Credits)

1- Practical worlt will be based on any contents or topic of syliabus of theoretical paper.

2- Content or topic for all components of practical work shall be decided by subject teacher in
cansultation with skill partner.

3- Test or evaluation for practical work will be conducted by shkill parmer in
association /consultation with coircerned institutionfsubject teacher.

4- Number of total credits for practical /skill part will be four,

ALLOCATION OFF MARIKS
E- Theoretical Part TOTAL CREDIT-2
Internal by the institution (ICE] - 25 Marks
College/Institution - 75 Marks
Total Maximum Marles- 100 Marks
Passing Marls- 10+25=35 Marls
F- Practical/Skill Part -------=- TOTAL CREDIT-4
Assignment /Practical- 50 Marlks------CREDIT-1
Internship- 50 Marks-—-—-CREDIT-1
Project - 50 Marks---—-CREDIT-1
Survey Report- 50 Marls-----CREDIT-1
Total Maximum Marks- 200 Marks "
Minimum Passing Marks- 80 Marks

Nole- 1- Total Minimum passing marks for section A & B - 35+80=115
9. Total Maximum Marks for seetion A & B = 100+200=300 (Gﬁ(

fgge - ]
Ve e
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Engpesied Readings:
I, Bums A. C., Veook, A, & Bush, R, F. (2020). Markeling research (9th ed.). Pearson, .

2 Clow, I E, & James, K. E. (2013). Ementials of Morketing Researgh: Puiting Research fnto Practice (4th ed.).
SAGE. -
Cothard, €. R, (2019). Research methodology: Methods and Technigues (20d ed). New Age Publications
{Academic).
Kumar, R, (2014). Research methodology: A step-by-step guide for beginners {4th ed.}. SAGE.
Mallvotrn, M. K., & Dash, 5. (2019). Marketimg Rageareh - An Appiied Orlentadion (Tih ed.). Pearson.
Selewran, U, & Bougie, R. (2019}, Research Metfeds fir Duriness: A akill Building Approach. John Wiley & Sons.
IUGENHEIMER, DONALD W: Advertising and public relaticns research { New Dealhi: PHI Learning, 2010
FLETCHER ALAN ET AL: Pundamentals of Advertising Research (USA: Wedsworth [991)
G, C. Besy; Marketing Resenrch, McGraw Hill, 1V Edition, _
0. Jugenheimer, D. W., Bradley, S. D., Kelley, L. D., & Hudson, 1. C. Advertising and public relations researel, Second

edition, Armonk, NY: M. E. Sharpe. ISBM: 978-0-7656-2418-5

1. Vigyapan Prabandh/f-AIGT FaEr) By Marendra Singh Yaduy, RHGA Rajasthan Hindi Granth Academy

w
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Suggestedl Continnens Evaluation Mothods: INTERNAL ASSESMENT (25 Marks): Continuous Interpal
Fvaluation shall be based on allotled Assignment and Class Tests. The marks shall be as follows:

Assessment and Presentation of Assignment (04 marks)

Class Test-1 (Objective Questions) (04 marks)

Class Test-11 (Descriptive Questions) (04 mirks)

Class Test-111 (Objective Questions) (04 marks)

Class Test-1V (Deseriptive Questions) (04 marks) -

Overal! performance throughout the Semester {includes Altendanes, Behavior, Discipline, Participation in
Dilferent Activities) (03 marks)

£ o o

Suggesied Additional resources

sl woeldeducalion blogspol.com/m=1
wips:ipkwordedyeation blogspol.com =1

ipselwww, faechook com/De PryveenKumagA THY

szl feebopk gom/groups/ | 4485027088 | 0040/ Tre=share
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