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MANAGERIAL ECONOMICS [ENT -

Ne. MC 104
; £ et Hour- 50

1 Total Credit -6

B . Re—

Objectiver The abjective of the course is to acquaint students with the cone
atidd their use in business decigion making. The effort is to make them capal;
deal with business problems in & globalised economic environment.

UNEEA Demand analysis; individual and market demand functiofil
demand. Flasticity of demand-its meaning and importance, price cIRM
glasticity, vse of elasticity in managerial decision making. 3

Theory of consumer choice: cardinal utility npproach, indifference appry
#nd theory of consumer choice under risk, demand estimation for
products, demand forecasting technigues
AG UN!TJ‘I ! Production theory: praduction firm, production it
i m.ifmi gconomies of scale, estimation of production | Ao
- value analysis, short and long run cost function . their 1
upottion, law of returns to scale

.l :: - Mﬂ lﬂd Pdw dmmin’ﬂﬂn 1l T 161 o i om; chmcteﬁsﬁcs of

ot structures, price determination and firnds @quilibsi \ shot run & long run under

. monopoly, monopolistic competitigh, oligep Monoh

practices: methods of price detesfuingtion™

pination, international price discriminationfdAu

F<IV Business cycle: nature and phised of &
Y, innavation, cobwebs, Samuelst

s deflation, characteristics and
1 ofioflation, remedial measures, 4

errelationship, law

4 Madala 08 and | Mller, Micro Economics, Theory and Applications, McGraw Hill, 3

Company, New York.
5. Gould, John P, Fdward P. 1
6. Sen Anindya, Micro-Feonomics: Theory and Applications, Oxford University Press, New Delhi, 199
7. Titole 1., The Theory of Industrial Organisation, Cambridge MIT Press, 1988. “

“azear, Micro-Economic Theory, Richard D. Trwin, Inc., Homewood lliinois,
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Semester [1

No: MC - 205
it Hour - 50

- Total Credit - 6

Objective: The objective of the course is to familiarize the students
develop their conceptual and analytical skills to be able to manage a.g
Unit [:

Concepts, Definition, Nature, Scope & Imporiance of marketing; Types of :
!ﬁrﬁ.:w ncannnp Modern concept of Marketing; Strategic Planning and Marketing Py

t- Macro and Macro components & their impact on marketing decisions,

pt of Product; classification of products; Major product decision: Product Mix; Product
s & implications; New product development, Branding & packaging.

: Objective of Pricing, Factors affecting price determination: pricing policies & strategies.
i

- of market segmentation, Based and procedure for segmenting a consumer market;
market segmentation; Target market selection and strategies; Concept, based and proc

, Mix: elements of marketing mix, Promotion mix, Distribution Mix: Channel of di:
ibution;

ing, Rural Marketing, Ethics in Marketing, Digital marketing, Social media
ing in Indian context.

@_eaeg Geographical, demographic, Economic, g%im&?hcg
nt. Foreign Market Selection and entry Strategies, Market coverage strategies.

a, M.R.: International Marketing, Dryden Press Boston.

.: International Marketing, Prentice Hall, New Delhi,

_g.r The Essence of International Marketing, Prentice Hall, New Delhi.

J.: The Essence of International Marketing, Prentice Hall, New Delhi.

a, P.K.: International Marketing, Excel Books, New Delhi.

F. : International Marketing ( Text and Cases) Himalaya Publishing House, ND
y, V.8. and Namakumari, S, Marketing Management.
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