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Old Syllabus (Sales Promotion & PR) 
Proposed Syllabus (Sales Promotion, PR & Publicity) 

 

Objectives: 

 

 To stress on the importance of Ethics & Evaluation of 
Advertising Effectiveness. 

 

 

 

Outcomes: 

 

 

Objectives:  

 

 

 To enable the students to understand the various 

types of Sales Promotion Techniques. 

 To acquaint the students with the concepts of Public 

Relations. 

 To understand the Role played by Public Relations in 

maintaining good relations between the Company & 

its stakeholders. 

 

 
Learning Outcomes: 

 Students get a perspective on different types of 

Sales Promotional Techniques. 

 Students will understand the concepts of Publicity & 

its impact on Marketing.  

 Students understand the significance of Public 

Relations with relevance to the market situation. 
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Old Syllabus (Sales Promotion & 

PR) 
 Proposed Syllabus (Sales Promotion, PR & Publicity) 

Unit1 Topic and Details  

Old Syllabus 

 Module Module 

Specific 

Objectiv

es 

Content Weightag

e 

Instructi

on Time 

Credit

s 

Evaluation 

IE 

Weigh

tage 

EE 

Weightage 

1 SALES PROMOTION 

 Significance and 
need 

 Merits and 
Demerits of SP 

 Role of Sales 
Promotion in 
Marketing 

 Forms of Sales 
Promotion 
 

Sales 

promotion 

 

To 

understa

nd the 

concept 

related 

to SP  

 

 Significance and need 

 Types of promotion  

 Merits and Demerits of 
SP 

 Objectives of SP 

25 15 1 7 20 

2 Techniques of Sales 

Promotion: 

 Factors affecting 
Sales Promotion 
Program 

 Samples, POP 

 Tools of SP 

 
To study 
the 
various 
sales 
promoti
onal 
tools 

  Samples, coupons 

 Content, cash, refund 
orders  

 Premium, price-off 

 Push money, Dealer 
sales contents  

 Patronage Rewards  
 

25 15 1 6 20 
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 Exhibitions, Sales 
Contests 

 Event 
Management, 
Premiums 

 Patronage 
Rewards, 
Coupons 

 Tie-in 
Promotion, 
Price-off 

3 PUBLIC RELATIONS: 

 Meaning, 
Growing 
Importance 

 Functions of PR 

 Role of PR in 
Marketing 

 Similarities 
between 
Publicity & PR 

 Features of PR 

 PR 

 

To 

understa

nd the 

significa

nce of 

PR 

 

 

 Need & importance  

 Functions  

 Objective 

 Types of PR 

25 15 1 6 20 

4 
MAJOR TOOLS OF PR: 

 News, Speeches 

 Public Service 
Activities 

 Publicity  

 

To study 

the 

growing 

importa

nce of 

publicity 

 Definition & meaning  

 Types of publicity 
material  

 Good publicity & Bad 
publicity 

 Merits & Demerits of 
publicity 

25 15 1 6 15 
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Evaluation Scheme: 

A. Internal Exams: Total Marks: 25 

 Two written internal exams of 25 marks each covering all modules will be conducted 

 Project/Assignment/Viva Voce will be marked out of 25 marks. 
              The final internal marks would be an average of these 3 methods of evaluation 

 
B. External Exams: Total Marks: 75 

The pattern of the written exam would be as follows: 

 Attempt any 5 out of 8 questions  

 Each question carries 15 marks  

 Q1 to  Q7 will be long answers 

 Q8 will be Short Notes (Any 2 out of 3) 
 

  

 Special Events, 
Audio-Visual 

 Corporate 
Identity Media 
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