Revised Syllabus of Courses of B.Com. Programme at Semester V
with effect from the Academic Year 2018-2019

Elective Courses (EC)
2. Ability Enhancement Courses (AEC)

16. Rural Marketing Paper - I

Modules at a Glance

Sr. Modules No. of
No. Lectures
1 | Rural Marketing 11
2 | Rural Consumer Behaviour 12
3 | Marketing Mix Product and Price in Rural Marketing 11
Marketing Mix Promotion and Distribution in Rural
4 : 11
Marketing
Total 45
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Sr. No. Modules / Units
1 Rural Marketing
a. Rural Marketing-Concept, Nature, Scope, Significance of Rural Marketing
b. Factors contributing to Growth of rural markets, e-rural marketing, growing
importance of rural marketing, challenges in rural marketing
c. Components and classification of Rural markets, Rural Marketing Information
System
2 Rural Consumer Behaviour
a. Rural Consumer behaviour-features, Rural Market VS Urban Market, Lifestyle g
rural consumer, Classification of rural consumers, factors influencing consume
behaviour
b. Rural Marketing Research- Significance, Tools of marketing research for rural
marketing
c. FMCG sector in Rural India-concept and classification of consumer goods
3 Marketing Mix — Product and Price in Rural Marketing
a. Potential and size of the Rural Markets, Marketing mix for rural marketing
b. Product Strategy - Product mix Decisions - Competitive product strategies for
rural markets, importance of Branding, Packaging and Labelling in rural
marketing
c. Pricing strategy  — pricing objectives, pricing policies, innovative pricing
methods for rural markets
4 Marketing Mix Promotion and Distribution in Rural Marketing
a. Promotion strategy - appropriate media - Designing right promotion mix -
promotional campaigns
b. Distribution - Logistics Management - Problems encountered, Channels for
rural markets, selection of appropriate channels- Factors
c. New approaches and strategies to reach out rural markets
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