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Teaching Evaluation Scheme
Scheme
Lectures Practical Tutorials Credits Internal Term End
Continuous Examinations
Assessment (TEE)
Ica) (weightage)
(weightage)
30 NIL NIL 02 20 marks/40% | 30 marks/60%
of the total of the total
Marks marks
Learning Objectives : 1. To help students define key concepts,

principles, and frameworks of social marketing.

. To help the students explain the role of social

marketing in addressing social issues and
influencing behavioral change.

. To develop social marketing strategies and

campaigns using real-world examples.

Learning Outcomes :

1. Learners will be able to define social marketing

and differentiate it from commercial
marketing.
. Learners will be able to explain the

significance of social marketing in influencing
public behavior and policy.

. Learners will be able to apply social marketing

concepts to design an effective campaign.

Pedagogy:

Case studies, Presentations, Discussions, Projects,
Class tests




Each lecture session would be of one hour duration (30 sessions).

Module | Module Content Module Wise | Module
Pedagogy Wise
Used Duration/
Lectures

Introduction to Social Marketing:
e Concept and Definition of Social Marketing
e Difference Between Social and Commercial

Marketing
Crowd culture: Presentation,
1 Group 15
e Impact of crowd culture on consumer behavior discussions,
e Brand positioning and crowd culture Quiz
Theories and Models of Social Marketing:
o Health Belief Model
o Theory of Planned Behavior
Designing Social Marketing Campaigns:
e Steps in Developing a Social Marketing Campaign
e Behavioral Change Techniques in Social Marketing
e Designing Messages and Choosing Communication | Case studies,
2 Channels presentation, | 15

Project work
Social Media Marketing:

e Digital and Social Media in Social Marketing
e Evaluating Social Marketing Campaign Effectiveness
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Internal Continuous Assessment (ICA) Pattern

Particulars Marks
Presentation/Viva Voce 10
Assignment/Project 10

Total 20




Term End Examinations (TEE)

Question Paper Pattern

Maximum Marks: 30
Duration: 1 Hour

Note: all questions are
compulsory

| Question No.| Description | Total Marks|

1 A Full Length Theory Question|12
OR

B Full Length Theory Question

2 A Full Length Theory Question|12
OR

B Full Length Theory Question
3 Short Notes (Any 2 out of 3) 6

The practical problem / Full length theory questions of 12 marks each may be split up into two smaller problems
carrying 6 marks each.
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