RSITY CF MUMBA]
No. UG/ 81 of 7 ,:):"““‘"

CIRCULAR :-

The Principals of th ‘
e affiliated cges | ,
that the proposal made by the Dean Igaoclifes ;HCCOmmﬁrce O oy Inforited
the Academic Council at jts mpetin': hcidna;il ?7!'11 ;mmerczeoggs l?geg acce}gted by
: S i SN D ugust, 2009 vide item No.4.55
fdcsu‘la S;%lé?;ﬁ_l}éagpmved by the Managetnent Council at its meeting held on 21%
ugust, vide item No.18 and that, in accordance therewith, the Certificate

Course in Retail Marketing (Add-on-Course) has been introduced by the
Untversity from the academic year 2009-2010.

Furtl_ler that in exercise of powers conferred upon the Managemen: Council
under Section 54(1) and 55(1) of the Maharashtra Universities Act, 1994, it has
made Ordinance 5879 and Regulations 8121, 8122, 8123, 8124, 8125, §126 and
8127 including the scheme and syllabus relating to the Certificate Course in Retail
Marketing (Add-on-Course) is as per Appendix and that the same has been
brought into force with effect from the academic year 2009-2010.

MUMBAI-400 032 PRIN. K. VENKATAKRAMANI
18™ December, 2009 ‘ REGISTRAR

sk ok o ok okok ok ook K skokokok
To,

The Principals of the affiliated colleges in Comumerce.

A.C/4.55/07.08.2009
M.C/18/21.08.2009

sfesic s ok sk st eoleskesk ik

No.UG/A81-A of 2009,  MUMBAI-400032 18" December, 2009,
0.UG/481- .

Copy forwarded with complime
1) The Dean. Faculty of Commerce,

nts for information to :-

of Examinations,
2) Tlle COHtrOllcr . 1 it ratian- O prtor \
: versity Computziization Center. | [}
Co-ordinator, Uni A
3) The J .,}/\‘\? q]\\q}
(D. 5 IIATE)
DEPUTY REGISTRAR »
{U.G./P.G.Section) o \
Copy to: A

The Director, Board of College and University Development, the Deputy Registrar (Eligibility and
ieration Section), the Director of Students Welfare, the Personal Assistants to the Vice-Chancellar, the Pro-Vice-
Ié?lixacenor the Registrar and the Amxstant Registrar, Administrative, Ratnagiri for information.

The controller of examinations (10 copies), the Finance and Accounts officer (2 copies), Record Section (5
copies), Publications Sequ'ubn (5 copxgs}, the Depuiy eg,l.scm:,n Enrqlhncnt, Cligibility and Nﬁgration Section (3
copies), the Deputy Registrar, St::t:tsﬁc§’.~(,ﬂ f‘ff}mn.r-r\ Sectiz 12 copies), the Professor-cum-Director, Institute of
Distance and Open Learnin,g, (19 copites) the Direcio, Unuversuy Comgputer Center (IDE Building), Vidyanagari, (2
copies) the Deputy R;ggtgar‘(;_Spéa.:l:al. Cch); lhe Tamuty Kegistrar, (PRO). The Assistant Registrar, Academic

Anthemt s Aveharibias Tindt 79 ~p0isgY They are rermested to
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UNIVERSITY ©OF UM B A

. CERTIFICATE COURSE IN RETAIL MARKETING
( Add—0On Gouxse)

Ret.ail Marketing course emphasizes on the role of retailing in the distribution
of goods, parficularly giving importance to the manogemen’r of retailing
ncluding  buying, seling, accounting, .ofgc:nizoﬁon and legal
considerations. Focus will be on consumer packaged goods, marketing

gnalysis in main stream and retail venues.

This course provides the students with @ comprehensive view of retailing

and application of marketing concepts in practical retail managerial

industry environment. Retailing concept is changing today and successful
will know how fo identify, adapt and plan with the changes without moving

away from its core competencies. The course will investigate the changingd

role of e-commerce in retailing. We will also cover the maijor building blocks

at retailing, such as site selection and display analysis.

ct are deéigned to enable students to build career skills in retail

Course proje
sis for site selection and identification of

anthropology: demogrophic analy

best practices for online retailers.
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- CERTIFICATE ¢
| CAS dOURSE IN RETAILI\)AARKETING

XII Pasg

*  Minimum | Year

fee * 20 Credits (6+6+8) (Total 300 Hours)
- Rs.3,000/-
Seats

30 - 40 Students Per Batch

6 Credits (90 Hours) + Project 4 Credits (60 hours)
Paper-II

6 Credits (90 Hours) + Project 4 Credits (60 hours)
(’%H—_&‘D___ _‘:ﬁ_ Examination

Total Marks 250

Theory Paper I : 75 Marks
Paper I1 : 75 Marks

Project

Report : 40 Marks
Presentation: 10 Marks
Each student will have 2 projects of 4 credits (60 hours) during the course per year. The
student will prepare a report on the same. The report duly signed by the candidate and the
supervisor under whom the work was carried out, will be submitted for evaluation by the

. . : i ake a
examiner ‘during the examination, during which the candidate will also m

presentation on the same.

Passing Criteria 40% Marks in Theory and Project
Students can be given Grades -

A Grade Above 75%

B Grade 60 — 74%

C Grade 40 —59%

Eligibility, No. of Seats, Distribution of Credits to theory, practical, projects, passing and
igibili

ding criteria are according to the guidelines given by UGC in the X1 plan.

gradi

[nfrastructur® Requirement

Classrooms and space for conducting lectures
[ J

— 2. —
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Staff' Requirement
I.

the seed money.

2. An Assistant

Co-ordinat
or of the course may be paid an Honorarium of Rs.5000/- per y€

A coordj
nat :
or who will be responsible for the smooth conduct of the course

ar out of

3. Lecture . .
| Fes can be conducted by the core faculty or visiting faculty having expertise
i i
N concerned field. Guest Faculty / Internal Faculty may be remunerated
R ] 2L+ @Rs.250/- per lecture of | hr. duration.
R Paper Patte "
3 rn and allocation of marks.
Theory Question Paper Pattern
Question 1 Conceptual Question / 15 Marks
Objective type Question
a — Explain the following terms
any five (5 marks)
b- True or False with reasons any
five (10 marks)
i Question 2 From Unit 1 ( Answer any 2 20 Marks
1 from the following)
| ,
Question 3 From Unit 2 ( Answer any 2 20 Marks
' from the following)
Question 4 From Unit I and 2 20 Marks
Write short note (any four)
Total 75 Marks
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¥ .- <2, CERTIFICATE COURSE IN RETAIL MARKETING -
. C Add—0On ourse)

PAPER -l 90 Lectures
Unit |

a)  Marketing -Meaning, features, importance, functions and services  (08)
of marketing and types

b) Introduction to Retail Marketing

lggs?guc.ﬂo.n - Scope of retailing, role functions and importance, (08)
principles of good retailing, benefits of retailing.
c) Evaluation of Retailing

Factors affecting Indian retail industry, benefits - manufacturers, (05)
wh.o1esolers, National economy. : o
a'-"'dinQ and sustaining relationship through customer value

OW can retailers create customer value? Customer complaints (14)
and does e-tailing correct some of the complaints2 Or create new
about customer complaints.

What Is meant by buzword relationship marketing? Life style

marketing. |

Which stores do you visit again and again? Why? How can retailers

bU'Ild relationships with their customers2 Do consumers desire

unique, persondlized shopping? Or do they want to save time?

What can be learn about custom service?
e) Retail through shopping mall

Retail Scenario at mini metro city. (10)
Unit Il -
Types of Retailing

d)

A. Store based retailers

a) Ownership - (i) Independent stores (i) Chain shop (iii) Franchise
stores (iv) Leased departmental stores (v) Vertical marketing system
(vi) Consumer Cooperative marketing (Advantages and services
offered by them). :

b) Strategy mix— (i) Food oriental retailer (i) Convenience stores {iii)
Conventional super market (iv) Food based super market (v)
Combination stores (vi) Box stores (vii) Warehouse stores (meaning,
advantages and uses)

c) General Merchandise Retailer — (i) Specialty store {ii Variety store
(iii) Depor’rmentol store (iv) Off Price Retailer (v) Membership club
(Advantages and services offered)

d) Service - Goods refail mix — meaning, advantages (25)

B. Non-store based Re_eicilers S o .

a) Traditional — (i Direct marketing (i} Direct selling (iii) Vending
machine (iv) Catalogue marketing (v) T.V. home shopping.

p) Non Traditional based Retailers — (i) World wide web (i) Video Kiosk  (20)
(iii) Video catalogue, etc.

Ly
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Unit | 90 Lecturers
| s
i perail Marketing gy
Nroduction S
. +3COpe at
b Retail Purchase decisiorﬁtm“ng’ elements at retail marketing mix (07)
Ferformonce metrics — (09)

on rate, perSOiC;TY?[SiO” rOIC time spcnt' in the store,

as close of sale recognition, approaching the trail room

C) Retail Consyme
Factors influen
(l) ReferenCe
influencing b
circumstanc

er Buying

<Ing buying behavior -functions and services offered

9roup - family - roles and status, personal factors

uying behavior, occupation and economic

(i) P ©s. personality and self concept. o
sychological factors influencing buying behavior, motivation, — {19)

PErception, leaming, beliefs and attitudes.

Strategic issues in retailing.

a) Retail consumer services - Free standing structures - Traditional
Business Districts, Traditional shopping centers — commur.ity
shopping centers, regional shopping centers - functions and
services offered. - [

b) Retailing through shopping mall - Emerging frends — Retail scenario
of mini metro city.

(14)

Unit lI
I Strategic planning in Retailing

a) Developmental Retail Strategy )
A ) (i) th]’?ore your goalsg Who are your customers? If so, what is the

marketing mix and location that will let qchieve your goals¢ How
can you confrol your activities and predict those?

) g service concept TYpO]ogY o i ili
;i)) L;S;?\%ce retailing — Intangibility, inseparatebility, perishability and

'\'/'oﬂc':méonsumer evaluation factors for service quality evaluation.
;l\l,)) S?ra?egic planning process - retail consistency.
b) Retail Planning and Networking
i) Market segment - market Pe”?f_ ‘
) il format development, diversification, selec
ot ining resources needed fo cornpefe ‘ -
abtel :shing and maintaining — Retail Image (re’rgll Posn“lon[ng)
ESfab|hSrs|3?e the concept of posiiioning in creating their desired
e

ration, market development,
ting tfarget markets,

Retai , TR, value added by Retailer's by
ositioning Image j
]mag_j; Reiglligus Utilities — Form, Time, Place, Possession, efc. (25)
prOV!“’ngDem“ marketing decision — process and sfeps N (]g)
Store 'magi;f;;\g _ Online shopping - Automatic vending, franchising - (10)
ar

Global
Types ©

tall francnises — advantages and limitation
fre

— "S/
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Books recommended-

—

Refoiling Mcnqgemenf -

| Swapna Pradhan
Retail MOrkeﬁng Manage

ment - Swapna Pradhan
Gibson Vedamani

Levy and Weitz

Channe| Management ang Retail Management -
Retail Marketing Management —

Retqil Monqgemem -

Retail Management -

Meenal Dhotre
Davia Gilbert
Retail Management — Ron Hasty and James Reardon

Retail Management - Analysis, Planning and Conftrol — David Walters
Marketing Management - Philip Kotler

Retail Marketing Management — V. M. Kulkarni
Market Concepfs and Strategies — William M Pride and O C Ferrell

-6 —
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