Sales & Marketing (SM)
4th Semester Syllabus

External Marks: 60

       Internal Marks: 40

Time: 3 hrs.

STRATEGY IMPLIMENTATION

Paper Code: N4A
UNIT-I

INTRODUCTION; Meaning and Nature of Strategy Implementation, Contrast and Interdependence of Strategy Formulation and implementation, Operationalizing the Strategy –Annual Objective Developing Business and Functional Strategies, Developing and Communicating Concise Policies. 

UNIT-II

INSTITUTIONLIZING THE SYSTEM; Structural Considerations- Simple and Functional Organizational Structures, Divisional Organizational Structure, Strategic Business Units Matrix Organization. The role of Structure-linking Structure to Strategy, Organizational Leadership-Role of the Chief Executive Officer, Organizational culture-the Strategy-culture connections and its managing, Establishing Strategic Controls, Operational Control systems, Monitoring performance and Evaluating Deviations, Reward Systems, Motivating Execution and Control.

UNIT-III

FUNCTIONAL STRATEGIES; Developing Key Functional Strategies in marketing in relation to product (or Service), Price, place and Promotion, Key Functional Strategies in Finance in relation to capital acquisition, capital allocation, Dividend and working capital management, Mergers and acquisitional policy, Issues involved in Research and Design and Production/operations decision areas, functional strategies in personnel employee recruitment, selection and orientation career development and counseling, performance evaluation and training and development, compensation, labour/union relations, Discipline, control and evaluation.       

UNIT-IV

REVIEW AND EVALUATION;  Process and Criteria of Evaluation of the Strategy, the case method of study- Meaning and kinds of cases, preparation and role of the Instructor in case discussion, the strategic management audit, Financial Analysis for strategic management. 

SUGGESTED READINGS:

1. Fred R.David, Strategic management, McMillan Publishing Company New York.

2. John A. Pearce II, Richard B.Robinson Jr., ‘Strategic Management, Strategy Formulation and Implementation’  AITBS publishers and distributors Regd. Delhi. 

3. Luis Ma.R.Calingo, ‘Strategic Management in the Asian context, A case book in business policy and Strategy  John Willey & Sons, New York

4. S.B. Budhiraja and M.B. Athreya, Cases in Strategic Management, Tata Mac Graw Hills Publishing Company, New Delhi.

External Marks: 60

Internal Marks: 40

Time: 3 hrs.

BUSINESS LEGISLATIONS

Paper code: 

UNIT – I

The Indian Contract Act, 1872: Essentials of a valid contract, void agreements, performance of contracts, breach of contract and its remedies, Quasi-Contracts.

UNIT- II

The Sale of Goods Act, 1930; rights of an unpaid seller; the negotiable instruments act 1881: nature and types; negotiation and assignment; holder-in-due course, dishonor and discharge of a negotiable instrument; arbitration.

UNIT – III

The Companies Act, 1956: Nature and types of companies; formation; memorandum and articles of association; prospectus, shares and share capital, allotment of shares.

UNIT – IV

Membership; Borrowing powers; management and meetings; accounts and audit; compromise arrangements and reconstruction; prevention of oppression and mismanagement; winding up; Consumer Protection Act and cyber laws.

SUGGESTED READINGS:

1. Avtar Sing, Company Law, Eastern, Lucknow

2. Khergamwala, J.S., The Negotiable Instrument Acts, N.M.Tripathi, Bombay

3. Ramaiyam, A. Guide to the Companies Act, Wadhwa, Nagpur

4. Shah, S.M., Lectures on Company Law, N.M.Triphati, Bombay

5. Tulisian P.C. Business Law, TMH, N.Delhi. 

6. Tuteja, S.K., Business Law for Managers, Sultan Chand, New Delhi
1.)
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External Marks: 60

            Internal Marks: 40

Time : 3 hrs.

SALES AND DISTRIBUTION MANAGEMENT

Paper Code: 

UNIT – I

Sales and Distribution Strategy; Sales Management; Personal Selling ; Theories of selling; Sales and Recruitment and selection of sales person, compensation and motivation of sales force.

UNIT –II

Monitoring and performance evaluation; sales displays; sales meetings, sales contests; quotas; sales territories; sales budgeting and control.

UNIT – III

Participants in distribution system; role and function of intermediaries; designing the distribution channel; conflict and power in the channel.

UNIT – IV

Selection and motivation of the intermediaries; distribution analysis, control and management; distribution logistics; distribution costs, control and customer service. 

SUGGESTED READING:

1. Anderson, Rolph E, Professional sales Management, TMH Publishing Co. Ltd. 

2. Futsell, Sales Management, Thomson Learning, Bombay.

3. Gupta, S.  L, Sales and Distribution Management, Excel Books, New Delhi.

4. Rosenbollen, Bert, Marketing Channels: A Management View, The Dryden Press, Thomson Learning, Bombay.

5. Stern, Louis W, El-Ansary Adel J and Coughlan Anne, Marketing Channels, PHI, New Delhi.

6. Still Richard, Cundiff Edward and Govon Norman, Sales Management; Decisions, Strategies and Cases, PHI Pvt. Ltd. New Delhi.

External Marks: 60

            Internal Marks: 40

Time : 3 hrs.

INTERNATIONAL MARKETING

Paper Code: 

UNIT-I

Nature of International Marketing process; domestic versus international marketing; global marketing; benefits, tasks & challenges of IM; controllable versus uncontrollable factors in international marketing; International marketing environment; WTO framework and the international marketer; barriers facing international marketer; international marketing mix.

UNIT-II

Understanding foreign consumers; international marketing research and information system; foreign market entry strategies; international product development; international market segmentation and product positioning; packaging and branding decisions; international PLC model. 

UNIT-III

Alternative channels of international distribution; channel selection; counter trade; transfer pricing; international advertising and development of global brands; major problems and challenges of international advertising; aspects of international sales management; web marketing.

UNIT-IV

Price quotations and terms of sale; basic export procedures and documentation; cargo Insurance; Methods of financing and means of payment.

SUGGESTED READINGS:

1. OAK ONKVISIT and J.J. SHAW, International Marketing, Prentice Hall of India, New Delhi.

2. P.R. EATEORA, International Marketing, Irwin, Chicago.

3. S. MAJARO, International Marketing, A Strategic Approach to World Markets, George Allen and Unwin, London.

4. S.J. PALIWODA and M.J. THOMAS, International Marketing, Butter worth-Heinemann, Oxford.
External Marks: 60

            Internal Marks: 40

Time : 3 hrs.

Brand Management

Paper Code: 

UNIT-I

Understanding of Branding and its functions, Competitive advantage and market share, Brand & Product Management. The Marketing plan, Traditional Brand Management and Brand Knowledge-CBBE Model.

UNIT-II

Branding Strategy, Competitive Positioning, Brand Elements, Brand Equity, Marketing for Brand Equity, Manageing and Measuring Brand Equity, Brand Extension, Consumers and their Brands.

UNIT-II

Brand Asses, designing the brand, brand essence or brand positioning, brand meaning, map, the brand mantra, the marketing mix aligned, brand elements, brnad identities, brand building, brand mix: Product (private Label), promotion (Event Marketing), Product (Launch, brand valuation), Promotion (Advertising), Pricing and price promotion, product (Brand elements), place.

UNIT-IV

Strategies and tools, dynamics of successful brand management, cultural change, companies and competitors change, managing product extensions and hierarchies, global braning, brand communities.

Text Books: Strategic Brand Management, 2nd Edition, Kevin Keller, Prentice Hall

