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MBA 1st Year Course Structure in accordance with 

AICTE Model Curriculum & NEP 2020 Effective w.e.f. 

Academic Session 2024-25  

 

Semester I 
 

 

 

 

S. 

No. 

 

Codes 

 

SUBJECT 

 

PERIODS 
INTERNAL EVALUATION 

SCHEME 

END 

SEMESTER 

EVALUATION 
 

 

TOTAL 

 

 

CREDIT  

L 

 

T 

 

P 

 

CT 

 

TA 

 

PS 

 

TOTAL 

 

TE 

 

PE 

   1 

 MANAGEMENT CONCEPTS 

 

4 

 

0 

 

0 

 

20 

 

10 

 

0 

 

30 

 

70 

 

0 

 

100 

 

3 
BMB  101 & ORGANISATIONAL 

BEHAVIOUR  

2 BMB  102 MANAGERIAL ECONOMICS 4 0 0 20 10 0 30 70 0 100 3 

3 BMB 103 
FINANCIAL ACCOUNTING 

& ANALYSIS 
3 1 0 20 10 0 30 70 0 100 3 

4 BMB 104 
BUSINESS STATISTICS & 

ANALYTICS 

 

3 

 

1 

 

0 

 

20 

 

10 

 

0 

 

30 

 

70 

 

0 

 

100 

 

3 

5 BMB 105 
MARKETING 

MANAGEMENT 

 

4 

 

0 

 

0 

 

20 

 

10 

 

0 

 

30 

 

70 

 

0 

 

100 

 

3 

6 BMB 106 
CREATIVITY, INNOVATION 

AND ENTREPRENEURSHIP 2 0 0 20 10 0 30 70  100 2 

7 BMB 107 
BUSINESS 

COMMUNICATION 3 1 0 20 10 0 30 70 0 100 3 

8 BMB 151 IT SKILLS-1 0 0 3 20   10 0 30 - 70 100 3 

9 BMB 152 
MINI PROJECT -1 

 
0 0 3 20 10     0 30 0 70 100 3 

10 BVC 151 SPORTS & YOGA * 0 0 3 0 100     0 100 0 0 100 0 

            1000 26 

 

• Qualifying but Non Credit Course   
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Semester II 

 
 

 

S. 

No 

 

 

CODE 

 

 

SUBJECT 

 

PERIODS 

INTERNAL 

EVALUATION 

SCHEME 

END 

SEMESTER 

EVALUATION 

 

 
TOTAL 

 

 
CREDIT 

 

L 

 

T 

 

P 

 

CT 

 

TA 

 

PS 
TOTA 

L 

ECE 
 

PE 

 

1 
 

BMB 201 

BUSINESS ENVIRONMENT 

& LEGAL ASPECT OF 

BUSINESS 

 

4 

 

0 

 

0 

 

20 

 

10 

 

0 

 

30 

 

70 

 

0 

 

100 

 

3 

 

2 BMB 202 
HUMAN RESOURCE 

MANAGEMENT 
4 0 0 20 10 0 30 70 0 100 3 

 

3 BMB 203 
BUSINESS RESEARCH 

METHODS 
3 1 0 20 10 0 30 70 0 100 3 

 

4 BMB 204 
FINANCIAL MANAGEMENT 

& CORPORATE FINANCE 

 

4 

 

0 

 

0 

 

20 

 

10 

 

0 

 

30 

 

70 

 

0 

 

100 

 

3 

 

5 BMB 205 
OPERATIONS 

MANAGEMENT 
4 0 0 20 10 0 30 70 0 100 3 

 

6 BMB 206 

QUANTITATIVE 

TECHNIQUES FOR 

MANAGERS 

 

3 

 

1 

 

0 

 

20 

 

10 

 

0 

 

30 

 

70 

 

0 

 

100 

 

3 

 

7 BMB 207 
COST & MANAGEMENT 

ACCOUNTING 

 

4 

 

0 

 

0 

 

20 

 

10 

 

0 

 

30 

 

70 

 

0 

 

100 

 

3 

 

8 BMB 208 
MANAGEMENT 

INFORMATION SYSTEMS 

 

2 

 

0 

 

0 

 

20 

 

10 

 

0 

 

30 

 

70 

 

0 

 

100 

 

2 

9 BMB 251 IT SKILLS-2 0 0 2 20 10 0 30 0 70 100 1 

 

10 
 

BMB 252 
MINI PROJECT -2 

 

0 

 

0 

 

3 

 

20 

 

10 

     

0 

 

30 

 

0 

 

70 

 

100 

 

2 

            
1000 26 

L/T/P – Lecture/Tutorial/Practical, CT/TA/PS- Class Test/Teachers Assessment/Practical Session, TE/PE- 

Term End/ Practical End 
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MARKETING MANAGEMENT 
BMB  105 

 

Course Credit: 3 Contact Hours: 40 hours 
 

Course Objectives 

1. Assess market opportunities by analyzing customers, competitors, collaborators, context, and the 

strengths and weaknesses of a company. 

2. Understand consumers’ requirements and their behaviors. 

3. Develop effective marketing strategies to achieve organizational objectives. 

4. Communicate and defend your recommendations and critically examine and build upon the 

recommendations of your classmates both quantitatively and qualitatively. 

5. Develop the understanding the current global and digital aspect of marketing. 

 

Unit 1(6 hours) 

Introduction: Nature and scope of marketing, Various marketing orientations, Need, Want, Demand, 

Elements of Marketing mix, customer value and the value delivery process. 

Understanding Consumer Behavior: Buying motives, factors influencing buying behavior, buying habits, 

stages in consumer buying decision process, types of consumer buying decisions. 

 

Unit 2 (8 hours) 

Market segmentation, Targeting and Positioning: Meaning, Factors influencing segmentation, Market 

Aggregation, Basis for segmentation, Segmentation of Consumer. Targeting: Meaning, Basis for identifying 

target customers, Target Market Strategies. Positioning: Meaning, product differentiation strategies, tasks 

involved in positioning. Branding: Concept of Branding, Brand Types, Brand equity, Branding Positioning. 

 

Unit 3 (8 hours) 

Product Decisions: Concept, Product Hierarchy, New Product Development, Diffusion process, Product Life 

cycle, Product mix strategies. Packaging / Labeling: Packaging as a marketing tool, requirement of good 

packaging, Role of labeling in packaging. Pricing Decisions: Pricing concepts for establishing value, Pricing 

Strategies-Value based, Cost based, Market based, Competitor based, New product pricing – Price Skimming 

& Penetration pricing 

 

Unit 4 (8 hours) 

Place Decision: Meaning, Purpose, Channel alternatives, Factors affecting channel choice, Channel design 

and Channel management decisions, Channel conflict, Retailing & Types of Retailers. Advertising: 

Advertising Objectives, Advertising Budget, Advertising Copy, AIDA model, Public Relation: Meaning, 

Objectives, Types, and Functions of Public Relations. Sales Promotion: Sales Promotion Mix, Kinds of 

promotion, Tools and Techniques of sales promotion, Push-pull strategies of promotion, Personal Selling: 

Concept, Features, Functions, Steps/process involved in Personal Selling, Direct Marketing: Meaning, 

Features, Functions, Growth and benefits of direct marketing, different forms. 

 

Unit 5 (6 hours) 

CRM: Meaning, Relationship Marketing Vs. Relationship Management, Types of Relationship Management, 

Significance of Customer Relationship Management. Global Marketing: current scenario, Global Marketing 

environment, Entry strategies, Global P’s of Marketing., Recent trends and Innovation in Marketing- Green 

Marketing, Agile Marketing 
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Course Outcomes: 

Upon the successful completion of this course, the student will be able to: 
 

S.No Course Outcome Bloom's taxonomy 

1 
 

CO1. Remember and Comprehend basic marketing concepts. 
• Remembering ( k1) 

• Knowledge ( K 2) 

2 
CO2. Understand marketing Insights on application of basic 

marketing concepts. 
• Synthesizing ( K6) 

• Comprehending(K3) 

3 CO3. Able to Apply and develop Marketing Strategies and Plans • Applying ( K 4) 

4 CO4. Understand and Analyzing Business/ Consumer Markets and 

ability Identify & evaluate Market Segments and Targeting 

• Analyzing ( K 5) 

5 CO5. Develop skills to understand the current global and digital 

aspect of marketing. 

• Evaluating ( K7) 

 

Recommended Text Books : 

1. Marketing Management: A South Asian Perspective - Kotler, Keller, Kevin 15/e, Pearson Education, 

2016. 

2. Marketing Management - Ramaswamy V. S. & Namakumari S, 6/e, Sage Publication India Pvt Ltd., 

2018. 

3. Marketing Management - Tapan Panda, 5/e, Excel Publication, 2007. 

4. Fundamentals of Marketing Management - Etzel M. J, B J Walker & William J. Stanton, 14/e, 

McGrawHill Education Publishers, 2015. 

5. Marketing: Asian EditionPaul Bainies, Chris Fill Kelly Page third edition, Oxford. 


