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THE - I: fEUue geew Q?I' B'Cr'%'-ﬁ?ﬁl'w (Marketing Management and Consumer
Behaviour)
o faUUT =T STQJC, qiTIT er Hgd (Meaning, Definition and Importance of
Marketing)

° WWWWW (Modern Marketing Concept)

° WW(Marketing Environment)

. WWW@WM(Concept of Consumer Behaviour)

e JUHIAT =FaglX FqTIT FT Hgd (Importance of Studying Consumer

Behaviour)
THE - II: fEuuw @y ug s fa9wS"  (Marketing Mix and Market
Segmentation)

o fA9urT fAsqor i SO (Concept of Marketing Mix)
o AU Ao F FF (Factors of Marketing Mix)

o I AV WEX Q_q' fForaard (Market Segmentation: Types and
Characteristics)

° 35ﬂ?ﬁ?ﬁ?$??ﬁﬂ%ﬁi(Importance of Market Segmentation)

. aﬁﬂfﬁ?ﬁFﬁﬁa?ﬁ*IHTTig(Criteria for Market Segmentation)

° aﬁmTfaWNFT%Eﬁq(Elements of Market Segmentation)
3"=b'|"§— III: ST Fl LT (Concept of Product)

o Eaﬂaﬁﬁ3ﬁfﬂﬁ“ﬁ%ﬂﬂir(Meaning and Definition of Product)

e IUTE SAE9 % (Product Life Cycle)

e IauTe fAFS 3fi¥ 9% (Product Planning and Development)
Wﬁ??ﬂ?#ﬁjﬁﬁﬂ(New Product Planning)
§ﬁ§W3ﬁTEEQT%(Branding and Trademark)
aafﬁﬂ3ﬁfgﬁﬁﬁW(Packaging and Labelling)



THE - IV : Wﬁﬂf@TQ?ﬁaﬁ? (Pricing and Promotion)
° H?Jf%ﬂ%UW:ﬁﬁﬁ?iQf%ﬁFﬂ'(Pricing: Meaning and Definition)
L H?qfﬁaﬁﬁﬁéﬁHWTEFT$T%3T%HWFE(Factors Affecting Pricing)
o H?qfﬁaﬁﬁﬁqﬁquqaﬁﬁ%?ﬁ(Pricing Process and Methods)
ﬁaﬁq:ﬁﬁﬂﬁ“ﬁiwmﬂ(Promotion: Meaning and Definition)

Sales Promotion)
3??%— V: ﬁFﬂTTH?HH(Distribution Management)
° ﬁﬁﬂﬂT?ﬂqﬁﬁﬁT(Introduction to Distribution)
° ﬁﬁﬂﬂTéﬂﬂ%Distribution Channels)

Jufr fasra, fasmaw vd A% #9499 (Personal Selling, Advertising and

o fAovw Jmw F FH Ug Y&I¥ (Functions and Types of Distribution

Channels)

Channels)

o T :

fraeor =9t ® w9Tfad #A AT & (Factors Affecting Distributions
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