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Teaching Evaluation Scheme
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Lectures Practical Tutorials Credits Internal Term End

Continuous Examinations
Assessment (TEE)
(ICA) (weightage)
(weightage)

30 NA NA 2 20 marks/40% | 30 marks/60%
of the total | of the total
marks marks

Learning Objectives :

il

iil.

To develop an understanding of the Principles of
Ethical Marketing

To give insight into the ethical dilemmas in
Marketing Scenarios

To learn how to develop strategies for Ethical
Decision-Making in Marketing

Learning Outcomes :

1l.

1il.

Learners will be able to identify and explain key
ethical principles, such as honesty, transparency,
fairness, and respect for consumer rights, and how
they apply to marketing practices.

Students will be able to evaluate real-world
marketing scenarios and identify ethical
challenges.

Students will learn to apply ethical frameworks
and decision-making models to formulate
strategies that balance business objectives with
social responsibility.

Pedagogy:

Classroom Lectures, Interactive discussions, Case Studies,
Business Simulations, Group Activity, Simulation Games

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




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

Theoretical foundations of Ethics:

The implications for Business and Marketing Ethics,

Professional codes of conduct and individual decision-

making, The 10 rules of ethical marketing cl

assroom

Lectures,

1 Market Research and Ethics: Privacy, independence and | Cgge 15
representation. The Internet revolution: permission | Study, Group
marketing and data mining. Activity
Segmentation and Ethics: Overview and issues.

Targeting children and youth, The Children’s advertising

standards; Fear in marketing

Ethics and products: Green Marketing and the

Environment.

The case of socially undesirable products. Classroom
Lectures,

Ethics and Pricing: Discrimination and prestige pricing. Case

2 Study, Group | 15
Ethics and Distribution: Supply Chain, competition, the A,CUVHY,’
case of child labour, sweat shops and ‘fakes’ Simulation

Games
Ethics and Marketing Communications:
The use of sex and nudity in advertising. The use of Fear
and threats in advertising.
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Internal Continuous Assessment (ICA) Pattern

Particulars Marks
Presentation/Viva Voce 10
Assignment/Project 10
Total 20

Semester End Examinations (SEE)
Question Paper Pattern
Maximum Marks: 30
Duration: 1 Hour
All questions are compulsory.
Question Description Total Marks
No.
1 A. Full Length Theory Question OR
12
B. Full Length Theory Question
2 A. Full Length Theory Question OR
12
B. Full Length Theory Question
3 Short Notes (Any 2 out of 3) OR
6
Case Study

Note: The Full-length theory questions of 12 marks each may be split up into two smaller questions carrying 6 marks
each.
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