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Paper Number  

(In case of Specialization) 
HONOURS -  Core-3 

Course Learning Outcomes: 

On successful completion of the module students will be able to: 

1. The students will be able to apply the knowledge, concepts, tools necessary to overcome challenges, and 

issues of marketing in a changing technological landscape. 

2. The course will help students develop creative solutions to marketing problems. 

3. Deliver an effective small business plan and Market a business of their own by developing a 

comprehensive business and marketing plan. 

4. Demonstrate the ability to critically evaluate a marketing program from consumer and marketing 

practitioner viewpoints, including consideration of ethical implications. 

Gist of this course in 

maximum 3 to 4 lines 

This course is especially designed for B.Com Marketing honour’s students and is 

focused on helping students apply key frameworks and methods, and develop 

analytical skills to solve marketing problems. This course is designed to help 

students recognize and design various marketing tools and strategies that can be 

applied in varied business segments. 

Detailed syllabus 

Unit CONTENTS OF THE CURSE No. of Hours 

1.  Case Study as method & various types of case studies :  

 Description of the subject: Explain your customer’s or client’s history and 

pain points. 

 Subject’s goal: Identify your customer’s or client’s goal for the project so 

readers understand what to expect. 

 Hypothesis for strategy: Tell your audience what you expected to happen 

after you implemented your strategy for the customer or client. 

 Implementation of strategy: Take the reader through the step-by-step 

process you used to help your customer or client. 

 Results of strategy: Deliver the results in as much detail as possible, 

preferably with a quote from the client or customer. 

6 



 Concluding findings: Explain what this case study has taught your 

specifically and how it can help other people. 

2.  Study of Successful Indian Companies (Diversified ) 2 

3.  Study of Successful Multinational Companies (Diversified) 2 

4.  Learning from Failures (Indian & Global companies ) 4 

5.  Marketing for Small & Medium scale companies 4 

6.  Marketing of Business for Business Segment market (B to B market) 4 

7.  Study of FMCG and Consumer Durables Companies (Indian and Global 

Corporations) 
4 

8.  Models in Marketing: 

 Redefining and Restructuring Marketing Models: 

 Value Chain Model by Michael Porter 

4 

9.  New Marketing Experiments : 

 New Shoppers buying behavior 

 Emerging trends in marketing 

5 

10.  Cases from Service Sector 4 

11.  Cases from Social media marketing: 

 Emerging Digital tools in Marketing 
4 

12.  Crises management – case studies 2 

 

 
Total Number of Lectures 45 

Teaching 

Methodo

logy : 

1. Cooperative Learning 

2. Enquiry-based learning methodology 

3. Interactive whiteboards  

4. Analytical and critical thinking 
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