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Workload : 4 hours per week.  -  Total credits: 4 

Examination : 3 hours  70 marks 

Objectives : To understand the importance of promotion and distribution 

function in the  entire chain of marketing.  

Pedagogy : Lectures, assignments, practical exercises, discussions, seminars,     

case studies. 

 

Chapter 1: Advertising: concept, importance, objectives- types - role of advertising- 

advertising Copy -  Layout, Advertising agencies - working and services-Advertising budget-

methods- Media and media selection, scheduling – types of ad appeals- Evaluation of 

advertising effectiveness. 

 

Chapter 2: Public relations-concepts, objectives- importance of public relations, Methods 

of public relations , issuing of News and Information, Issuing press releases, integration of 

public relation into the marketing mix, power of publicity, corporate publicity, Relationship 

marketing-Sales promotion-concepts and importance-tools and types - promotion budget-

methods and types-Direct marketing , its nature and importance- new developments in 

promotion- kiosk marketing, Guerrilla Marketing. 

 

Chapter 3: Sales Management-concept and its role in the firm – Sales Planning- Sales 

forecasting, methods of sales forecasting -sales budgetary procedure, methods of sales 

forecasting, Sales personnel planning– recruitment, selection and training- territory 

management. Sales compensation,  Evaluation of sales force performance . Personal Selling 

process. 

 

Chapter 4: Physical distribution- distribution channel-channel logistics-channel design-

channel advantages and disadvantages-Cost/benefit analysis of channels - importance of 

channel marketing – distribution network building.  Retail management and its importance. 

 

Chapter 5: Supply chain management –concept, objectives, inventory management, uses 

of SCM- advantages and limitations-Current trends in SCM. 

 

Chapter 6: Virtual marketing: technological development, development of e-

commerce, different commercial models, diverse roles of websites. Virtual value chain, 

disintermediation, cyber-mediaries. 
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