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Objective: To provide the students an understanding of concepts, policies, strategies and
decisions relating to marketing that can be associated with agribusiness organizations.

Module -1

Meaning and scope; Agricultural market structure — meaning, components and dynamics of
market structure; agricultural marketing and economic development, functions of agricultural
marketing

Benefits of infrastructural developments in the field of agricultural marketing; physical
Infrastructure; institutional infrastructure- Public Sector Institutions (Regulatory Central/State
Institutions for marketing of agricultural produce, Agencies for warehousing, Other important
organizations in Agricultural Marketing Government/ Government Sponsored Autonomous
Bodies), Co-operative Institutions in Agricultural Marketing

Major changes in policy and marketing strategies of farm supplies; Marketing management
(Product, pricing, distribution and promotion) of farm inputs- fertilisers, seeds, plant protection
chemicals, electricity, water, farm machinery, animal feed and medicines etc.

Module-I1

Marketing management of products from plant origin, products from animal origin and
processed products; export potential of agro-based products. An overview of marketing of
processed food products, marketing strategies, marketing mix, market segmentation and
targeting, determinants of consumer’s behaviour.

Introduction to International Food market, India’s Competitive Position in World Food Trade,
Foreign Investment in Global Food Industry, Retail management and Food Retailing, The Nature
of Change in Retailing, Organized Retailing in India, E-tailing and Understanding food
preference of Indian Consumer, Food consumption and Expenditure pattern, Demographic and
Psychographic factors affecting Food Pattern of Indian Consumer.Value Chain in Food
Retailing: value chain and value additions across the chain in food retail, Principal trends in
food wholesaling and retailing, Competition and pricing in food retailing, various retailing
formats, the changing nature of food stores, market implications of new retail developments,
food service marketing.

Module - III

Marketing Mix in Food Retail Management, Merchandise Management, Pricing Strategies used
in conventional and non-conventional food retailing, Public distribution system, Promotion mix
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for food retailing, Management of sales promotion and Publicity, Advertisement Strategies for

food retailers & Brand Management in Retailing.

Managing Retail Operations, Managing Retailers’ Finances, Merchandise buying and handling,
Logistics, procurement of Food products and Handling Transportation of Food Products. Retail
Sales Management: Types of Retail Selling, Salesperson selection, Salesperson training,
Evaluation and Monitoring, Customer Relationship Management, Managing Human Resources

in retailing, Legal and Ethical issues in Retailing.
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