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Marketing Mix: The 4 Ps of Marketing and How to Use Them

What Is a Marketing Mix?

A marketing mix includes multiple areas of focus as part of a comprehensive marketing plan.
The term often refers to a common classification that began as the four Ps: product, price,
placement, and promotion.

Product

This represents an item or service designed to satisfy customer needs and wants. To effectively
market a product or service, it's important to identify what differentiates it from competing
products or services. It's also important to determine if other products or services can be
marketed in conjunction with it.

Price

The sale price of the product reflects what consumers are willing to pay for it. Marketing
professionals need to consider costs related to research and development, manufacturing,
marketing, and distribution—otherwise known as cost-based pricing. Pricing based primarily on
consumers' perceived quality or value is known as value-based pricing.

Placement

When determining areas of distribution, it's important to consider the type of product sold.
Basic consumer products, such as paper goods, often are readily available in many stores.
Premium consumer products, however, typically are available only in select stores.

Promotion

Joint marketing campaigns are called a promotional mix. Activities might include advertising,
sales promotion, personal selling, and public relations. One key consideration is the budget
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» Students understand the value of the education and knowledge, and they should be trusted .
over it.
Conclusion

Thus, every coin has two sides. While implementing strict rules regarding attendance could be a
way to ensure that students attend the classes and are being evaluated on a regular basis, this
could also become troublesome for students. In order to achieve a balance, the implementation of
attendance should have relaxations within it for such situations where students are unable to
attend the classes regularly due to genuine reasons, Students should have the right to choose
which lecture they want to attend and which not. The teaching quality and the syllabus should

also be improved, because education is the root cause for a country’s development and it has to
always be the best!

- o T s 4

H.O.D. of Businece Administration ‘ I, . &’/i
Dr. B, B. Hegd, : 3 g

st Graae Cullege O BB Hegde pipgy o, L Faculty Incharge
Kundapuia - 576201 K “adapyr, 576 ‘1110&31}

(¥ Scanned with OKEN Scanner



Dr. B BHegde First Grade College JKundapura
Department of Business Administration
Seminar 2023-24

e
Faculty Name : Mrs, Nanda Rai

Seminar Topic: Residential Status
Class : I1l BBA

Date : 29/08/2023

Students Name Class Signature

JnaneshPrabhu Il BBA _J

How Residential Status is determined as per the Income-tax Act, 1961

Under Income Tax, the residential status of a person is one of the most important criteria in determining
the tax implications. The residential status of a person can be categorised into:

Types of Residential Status for Taxation in India

There are different residential status types in India. It classifies the different taxpayers based on
their income, stays in the country, and incorporation. One must recognize the residential status
and incidence of tax for the financial year. It will help follow the correct rules and avail of
exemptions and deductions. Following are the different categories of residential statuses in India.

o Resident

o Resident not Ordinarily Resident (RNOR)
o Non-Resident (NR)

Resident

Any taxpayer individual will only be considered an Indian Resident if they fulfill the following
conditions.

o They have stayed in India for at least 182 days in the particular financial year,
o They stayed in India for at least 365 days during the preceding four financial years. Also,
they should have stayed in India for at least 60 days in the relevant financial year.

Read below to understand some cases of residential status and the incidence of tax in being a
resident.
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What Is the Purpose of a Marketing Mix?
At its core, a marketing mix is focused on promoting a product or service to generate revenue

for a company. On the whole, it integrates key marketing strategies that create brand awareness,
build customer loyalty, and drive product sales.
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de Mookambika Factory, Kundapura, Karnataka

an resources concept that refers to the level of investment,

t is a hum
r their job and the company they work for.

Employee engagemen
that employees have fo

motivation, and passion
res of employee engagement
tment to the company’s mission and goals

- Understanding of how their role contributes to the success of the organization
- Willingness to g0 the extra mile and do more than what is expected of them

- High level of job satisfaction and productivity
- Positive attitude towards the company and role

Here are the featu
- Motivation and commil
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Here : . f employee engagement _ _ o
it ke These employees are motivated and committed to their work

- Actively Engaged Employees:

and the company. ‘ _ N
- Not Engaogd E}inployees: These employees lack emotional connection to their work or
organization. ) .

. es are unhappy and actively undermine the

- Actively Disengaged Employees: These employe
organization's efforts.

Conclusion: _
In conclusion. employee engagement is a vital aspect of human resources management that

significantly impacts an organization's success.
Understanding these types of employee engagement is crucial for organizations to develop

effective strategies to boost engagement, improve productivity, and enhance overall
performance. By fostering a culture of engagement, organizations can unlock the full

potential of their employees and achieve greater success.
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Seminar Topic: Bill of Exchange
Student Name: Prasanna Shetty
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Bill of Exchange [Section 5]:

According to section 5 of Negotiable Instruments Act, 1881

A 'bill of exchange' is an instrument in writing, containin ¢ an unconditional order, s igned by

the maker, directing a certain person to pay a certain sum of Money only to or to the order of
a certain person, or to the bearer of the instrument. Waowe o,
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Specimen of Bill of Exchange:

Bill of exchange

32 R, Bazaar Streey,
Saidapet, Chennajog P

T 10,000/

i s ‘Ten Thousand ¢
Three moaths after date pay to me or to my order the sum ot Rupeces Ter mily

tor value reccived
To
Thiru. Jothi Kumar,
430, Mint Street,

Ramesh Babyg
Chennai- 1.

Characteristic Features of a Bill of Exchange:

. It must be in writing.

. It must contain an order to pay and not a promise or request.

. The order must be unconditional.

. There must be three parties, viz., drawer, drawee and payee.

. The parties must be certain.

. It must be signed by the drawer.

. The sum payable must be certain or capable of being made certain.
. The order must be to pay money and money alone.

. It must be duly stamped as per the Indian Stamp Act.

0. Number. date and place are not essential.

— D G0 ~1 O\ o

Parties to a Bill of Exchange:

e Drawer: The maker of a bill of exchange is called the drawer.

* Drawee: The person directed to pay the money by the drawer is called the drawee.
. PayeF: The person named in the instrument, to whom or to whose order the money
are directed to be paid by the instruments are called the payee.
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Date: 14/06/2024
Faculty Name: Mr. Rajath Bangera
Class: II BBA

Topic: “ Advertising is an economic waste”
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Here are various points that suggest advertising 1S
1. Manipulation: Advertising manipulates consume
creating artificial demand. o . b
2. Wasteful Spending: Companies spend billions on ads. which could be better speil

/ fits, or social causes.
product development, emp loyee bene S _ ‘ - ) el
3. Deception: Advertising often uses misleading or deceptive tactics to convince const

damaging trust and credibility. _ _ i tal

4. Environmental Impact: Advertising contributes to waste, pollution, and environmen

degradation through print, packaging, and distribution. o o
from essential industries like

5. Resource Misallocation: Advertising diverts resources away
healthcare, education, and infrastructure.
6. Inefficient: Advertising is often inefficient, with a significant portion of ads failing to

reach their target audience or generate sales.
7. Lacks Transparency: Advertising often lacks transparency, making it difficult for

consumers to make informed decisions.

Here are various points against the notion that advertising is an economic waste:

éu; 2:; Creation: Advertising supports millions of jobs worldwide, from creatives to media
zi‘gﬁff?:a:l:l; ﬁiﬁ“;p G gg?renising drives consumer spending, which accounts for a
gé:!:?;::gg S Advertising encourages innovation by pushing companies to develop new and
iio.‘fe?ggce;ist-ion: Advertising promotes competition, leading to better products and services at
Zlgshugfa"l::; I:gﬁ?:;‘t’- Advertising revenue supports media outlets, enabling them to produce
:_\Ezc;:aao:;isels:;repreneurship: Advertising helps small businesses and entrepreneurs reach

By considering th_ese points, it's clear that adv
ecgnon_nc growth, innovation, and job creation
and a significant contributor to the economy '
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Corporate Accounting and Reporting 2.1

Subject:
Participant profile:

Group | Group I
Name Roll No Signature | Name Roll'No """ | Signature |
Aishwarya BBA23001 w4} Navyashri BBA23025. @
Ashikmandara BBA23005 @ Nithesh BBA23027 ‘l\.L;}
Karthik BBA23011 _[@X* |Pavan BBA23028 | 0
Keerthan BBA23014 | Judum, | Rakshitha BBA23036 | U @‘--
Lava BBA23017 | /1N Rishmitha BBA23038
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Topic: Intellectual property rights

Brief Report: Group I: For on intellectual property rights
their

i i ion of
o Intellectual Property rights are rights given to person over the creatlofnh- i
minds. They usually give the creator an exclusive right over the use of his

creation for a certain period of time.

Ability to have a competitive edge over other similar business.

e Intellectual property rights enhance your company’s value. .
Intellectual property rights helps you market your company’s product and services.

You can more easily obtain financing for your business.

e Great export opportunities.
Group Il Against on Intellectual property rights.
There is a strong case for opposing intellectual property. There are a number of

negative consequences of the ownership of information,

Retarding of innovation and exploitation of poor countries.
Most of the usual arguments for intellectual property do not hold up under scrutiny.

In particular the metaphor of the market place of ideas provides no justification for

ownership of ideas.
The alternative to intellectual property is that intellectual products not be owned as

in the case of everyday language.
* Intellectual property includes civil disobedience,
information and forecasting of a more Cooperative society.

Conclusion:

promotion of non-owned

_ From the above discussion we concluded that Intellectual property rights is
mportan} f.or a person or company to safeguard. Without Proper safeguard in place one
company’s idea can be replicated by another company and used for that their profit
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Topic: COMPANY
Abstract:

According to Haney “A company is an incorporated association, which is an
artificial person created by law, having separate entity, with a perpetual
succession and a common seal.”
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persons, formed for the
for profit, registered under the law, having an
independent legal entity, a distinctive name, commOil ‘Sbeie?ing ptchr:etual
succession, with a joint stock (common capital) cm;1 r1 minati}; the
members divisible into transferable shares of fixed deno

carrying limited liability.

Meaning: Company is voluntary association of

purpose of some business

Features of Company:
1. Voluntary Association
2. Incorporated association
3. ‘Specific objective
4. Artificial person created by law
5. Not a citizen
6. Se'pai'a'te legal entity or corporate personality
7. Separate property
8. . Perpetual succession or continuous existence
9. Common seal
10. Limited liability
11. Transferability of shares
12. Membership

13. Separation of ownership and management,
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Dr. B. B. Hegde First Grade College Kundapura
Seminar
Date: 04.10.2023 (I Term)

Topic: Collaboration & Teamwork

Kundapura Karnataka Indna
~ Samridhi Complex, Opposite Sangam Hotel, Sangam Circle, NH
66, Kundapura, Karnataka 576201, India
Lat 13.635966°
© i Long 74.702779°
04/10/23 09:51 AM GMT +05:30

Ms. Keerthana, BBA23015 of | BBA presented a seminar in the class
from the module “Building Essential Skills Beyond Technology”
from the Digital Fluency- Skill Enhancement Course on 4" October
2023 in Room No: 202 under the guidance of Mrs. Avitha M. Correa,
Asst. Prof. in Business Administration. She delivered the lecture on

Collaboration & Teamwork.
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