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Unit 1 Introduction to Marketing  

1.1 Scope andImportance  

1.2 Core MarketingConcepts 1.3Marketing as aFunction  

1.4 Marketing Orientations orConcepts  

1.5 Difference between Selling &Marketing  

1.6 MarketingProcess  

1.7 MarketingMix  

1.7.1 Developing the MarketingMix  

1.7.2 The Role of Marketing Mix in Marketing Planning andMarketing Strategy  

1.7.3 Choosing the Optimum MarketingMix  

 

Unit 2 Market Segmentation, Targeting and Positioning  

2.1 What is MarketSegmentation?  

2.2.Benefits ofSegmentation  

2.3 Bases ofSegmentation  

2.4 TargetMarketing  

2.4.1 Positioning  

 

Unit 3 Buyer Behaviour and Marketing Research  

 

3.1 What is BuyerBehaviour?  

3.2 Meaning andImportance  

3.3. Buyer BehaviourModels  

3.4 Buying Characteristics Influencing ConsumerBehaviour  

3.5 Buyer Decision Making Process (Including Buying Roles and Typesof BuyerBehaviour)  

3.6 Factors Influencing OrganizationalBuyers  

 

 

 



 

Unit 4 Marketing Research and Marketing Information Systems  

4.1 Definition of Marketing Research  

4.2 Objectives and Importance of Marketing Research  

4.3 Process of Marketing Research  

4.4 Applications of Marketing Research  

4.5 Limitations of Marketing Research  

4.6 Introduction of MkIS  

4.7 Components of aMkIS  
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