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Marketing Innovation
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Pricing Innovation and Strategy
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Principles of Modern Marketing
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Meanings, principles, and significance of modern marketing; roles, functions, and

major impacts of modern marketing on economy and society; environment influencing marketing

decisions, consumer behavior, market segmentation, marketing mix; analytical practice on
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environment and marketing mix; marketing ethics; prepare a report on fundamental knowledge in
modern marketing and entrepreneurship; working with others, demonstrating honesty and Integrity
and adhering to discipline and regulations.
Nﬂﬁwéﬂﬂit?ﬂugizﬁusﬁﬂaﬁﬁ (Course Learning Outcomes : CLOs)
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Product and Innovation Management
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Meanings, concepts, types of innovation and creativity, marketing innovation, new
product co-creation and development, new product creation processes; product design and
packaging, branding, and practice on product planning and management.
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Pricing Innovation and Strategy
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Pricing theories; pricing policies; pricing criteria; pricing strategies; price improvement;
use of innovation and technology in pricing for marketing profitability; ethics and legal perspectives
on pricing strategies.

NAAWENI5I5EUS5ALS12AT (Course Learning Outcomes : CLOS)
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Modern Marketing Channels Management
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Meanings and significance of marketing channel management; marketing channel
structure; omnichannel marketing; design and selection of marketing channels; marketing channels

management under changing environment; practice on planning modern marketing channels

strategies; presentation of reports.
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Creative Integrated Marketing Communication
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Meanings and significance of integrated marketing communications; marketing
communication processes; marketing communication mix; Marketing environment analysis;
Consumer behavior analysis; creative integrated marketing communication strategy; digital
marketing communication; control and evaluation of marketing communication event outputs;
practice on planning integrated marketing communication strategies; presentation of reports.
Naﬁwéﬂﬁﬂ%‘ﬂug’:’izﬁumﬂa‘m (Course Learning Outcomes : CLOs)
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