
 

UNIT 10- FINANCIAL MARKETS 

Guidelines 

• Refer to the content given below and view the links  

• These notes will help you to understand the concept and complete the assignment that 

follows  

• The assignment is to be done in the Business studies notebook  

• Please read the Business studies NCERT book before you begin answering 

 

Instructional Aids / Resources 

NCERT links are given below: 

 https://www.youtube.com/watch?v=UwHk3EK7M3I 

 https://www.youtube.com/watch?v=Gkp8Hx3x87M 

 https://www.youtube.com/watch?v=nOCcfYpj_ac  

 

Learning outcomes  

Each student will be able to know about: 

 Financial Markets: Concept, Functions and types  

 Money market and its instruments  

 Capital market: Concept, types (primary and secondary), methods of floatation in the 

primary market  

 Stock Exchange – Meaning, Functions and trading procedure  

 Securities and Exchange Board of India (SEBI) - objectives and functions  

 

LESSON DEVELOPMENT 

1. Financial Market Financial market is a link between surplus and deficit units or in other 

words financial market brings together lenders and borrowers. 

 

2. Functions of Financial Markets 

(i) Mobilisation of savings and channelising them into most productive use 

(ii) Facilitates price discovery 

(iii) Provides liquidity to financial assets 

(iv) Reduces the cost of transaction 

 

3. Classification of Financial Market There are two segment of financial market 

https://www.youtube.com/watch?v=UwHk3EK7M3I
https://www.youtube.com/watch?v=Gkp8Hx3x87M
https://www.youtube.com/watch?v=nOCcfYpj_ac


 

 

(i) Money Market It is a market for short term funds meant for dealing in monetary assets 

whose period of maturity is less than one year. 

 

(a) Features of Money Market 

Market for short term 

No fixed geographical location 

Major institutions involved in money market are RBI Commercial Banks, LIC, GIC etc. 

Common instruments of money market are call money, treasury bill, CP, CD, commercial bill 

etc. 

 

(b) Instruments of Money Market 

Call money 

Treasury bills (T Bills) 

Commercial bills 

Commercial Paper (CP) 

Certificate of Deposits (CD) 

 

(iii) Capital Market It is a market for medium and long term funds. It includes all the 

organisations, institutions and instruments that provides long term and medium term funds. 

According to VK Bhalla, “Capital market can be defined as the mechanism which 

channellises saving into investment or productive use. Capital market allocates the capital 

resources amongst alternative uses. It intermediates flow of savings of those who save a part 

of their income from those who want to invest it in productive assets” 

 

(a) Features of Capital Market 

Link between savers and investment opportunities 

Deals in long term investment 

Utilises intermediaries 

Determinant of capital formation 

Government rules and regulations 

 

(b) Types of Capital Markets The main components of 

capital market are 

 

Primary Market 

(New Issue Market) In this market, securities are sold for the first time, i.e., new securities are 

issued from the company. 

 

Methods of Floatation 

The securities may be issued in primary market by the following methods 

Public issue though prospectus 

Offer for sale 

Private placement 

Right issue (for existing companies) 

e-IPOs 

 

Secondary Market (Stock Exchange) 

The secondary market is the market for the sale and purchase of previously issued or second 

hand securities. 



 

 

4. Stock Exchange 

It defines as “an organisation or body of individuals, whether incorporated or not established 

for the purpose of assisting, regulating and controlling of business in buying, selling and 

dealing in securities.” 

 

5. Types of Operators in Stock Exchange 

(i) Brokers (ii) Jobbers 

(iii) Bulls (iv) Bears 

(v) Stag 

 

6. Functions of Stock Exchange/Secondary Market 

(i) Economic barometer 

(ii) Pricing of securities 

(iii) Safety of transactions 

(iv) Contributes to economic growth 

(v) Spreading of equity cult 

(vi) Poviding scope for speculation 

(vii) Liquidity 

(viii) Better allocation of capital 

(ix) Promotes the habits of savings and investment 

 

 
 

8. Some Benefits of on Line Stock Exchange 

(i) Demutualisation (ii) Dematerialisation 

 

9. All India Level Stock Exchange India has two All India level stock exchanges. These are 

(i) National Stock Exchange of India (NSEI) 

(ii) Over The Counter Exchange of India (OTCEI) 

 

10. Common Features of NSEI and OTCEI 

(i) Nation wide coverage 

(ii) Ringless 

(ii) Screen based trading 

(iv) Transparency 

(v) Incorporated entities backed by financial institutions 

 

11. NSEI It was recognised in 1992 and started working in 1994. 

It launched the capital market segment in November 1994 and option segment in June 2000 



 

for various derivative instruments. 

Objectives and Nature of NSEI are as follows 

(i) Securities traded – Capital market + Money market 

(ii) Payment and delivery in 15 days time period 

 

12. OTCEI The OTCEI was incorporated in 1990. The trading started in this exchange in 

1992. This exchange is established on the lines of NASDAQ the OTC exchange in USA. 

Objectives and Nature of OTCEI are as follows 

(i) Compulsory market makers to provide liquidity 

(ii) Settlement period of OTCEI is one week 

 

13. Securities Exchange Board of India (SEBI) It was set up in 1998 to regulate the functions 

of securities market. SEBI promotes orderly and healthy development in the stock market. 

(i) Objectives of SEBI 

(a) Protect the interest of investors. 

(b) Promote and develop stock exchange dealings. 

(c) Regulate the dealings. 

(ii) Functions of SEBI 

 

(a) Protective Functions 

■ It checks price rigging. 

■ It prohibits insider trading. 

■ SEBI prohibits fraudulent and unfair trade practices. 

 

(b) Developmental Functions 

■ SEBI promotes training of intermediaries of the securities market. 

■ SEBI has permitted internet trading through registered stock brokers. 

 

(c) Regulatory Functions 

■ SEBI has framed rules and regulations and a code of conduct to regulate the intermediaries 

such as merchant bankers, brokers, underwriters etc. 

■ SEBI registers and regulates the working of mutual, funds etc. 

■ SEBI regulate take over of the companies. 

■ SEBI conducts enquiries and audit of stock exchanges. 

 

ASSIGNMENT 

1.State any one consequence of a well performed allocative function of 

financial market.(Delhi 2013) 

2.Name the two major alternative mechanisms through which allocation of funds can be 

done.  (All India 2013) 

3.Give the meaning of secondary market. (Delhi 2013) 

4.Give the meaning of money-market. (Delhi 2013) 



 

5.State the essential function of primary market. (All India 2013) 

6.What is meant by capital market? (Delhi 2011c) 

7.What is meant by ‘primary market’?  

 

8.Give the meaning of the following money market instruments 

(i)Certificate of deposit; and 

(ii)Commercial bill  

 

9.Give the meaning of the following money market instruments 

(i)Treasury bill; and 

(ii)Call money  

 

10.Financial market plays an important role in the allocation of scarce resources in an 

economy by performing various functions. Explain any three functions of financial market. 

(Delhi 2014) 

 

11.What is meant by money market? Explain any two instruments used in money market.  

 

12.Nature of money market can be well explained with the help of its features. State any three 

such features of money market.  

 

13.Nature of a capital market can be well explained with the help of its features. State any 

three such features of a capital market.  

 

14.Differentiate between capital market and money market on the basis of the following 

(i)Meaning (ii)  Liquidity 

(iii)Safety   (iv)  Expected return 

(v) Duration   

 

15.Explain any four methods of floating new issues in the primary market. 

 

 

  



 

UNIT 11- MARKETING 

Guidelines 

• Refer to the content given below and view the links  

• These notes will help you to understand the concept and complete the assignment that 

follows  

• The assignment is to be done in the Business studies notebook  

• Please read the Business studies NCERT book before you begin answering 

 

Instructional Aids / Resources 

NCERT links are given below: 

 https://www.youtube.com/watch?v=H84nS3Gq0IE 

 https://www.youtube.com/watch?v=5cD3EpbybNE 

 https://www.youtube.com/watch?v=xAOqXmP9G3Q  

 

Learning outcomes  

Each student will be able to know about: 

 Marketing – Concept, functions and philosophies – Product, Prize and Standard  

 Marketing Mix – Concept and elements  

 Product - branding, labelling and packaging – Concept 

 Price - Concept, Factors determining price  

 Physical Distribution – concept  

 Promotion – Concept and elements; Advertising, Personal Selling, Sales Promotion 

and Public Relations  

 

LESSON DEVELOPMENT 

1. Market It refers to the ‘set of potential and actual buyers of a product or service’. 

2. Customer It refers to the people or organisations that seek satisfaction of their needs and 

wants. 

3. Marketer or Seller The marketer can be a person or organisation who make available the 

products or services and offer them to the customer with an intention of satisfying the 

customer with an intention of satisfying the customer needs and wants. 

4. Marketing It is a social process by which individuals and groups obtain what they need 

and want through creating, offering and freely exchanging products and services of value with 

others. 

https://www.youtube.com/watch?v=H84nS3Gq0IE
https://www.youtube.com/watch?v=5cD3EpbybNE
https://www.youtube.com/watch?v=xAOqXmP9G3Q


 

According to JF Pyle, “Marketing is that phase of business activity through which the human 

wants are satisfied by the exchange of goods and services.” 

5. Features of Marketing 

(i) Need and want (ii) Creating a market offering 

(iii) Customer value (iv) Exchange Mechanism 

6. Marketing Management It means management of all the activities related to marketing or 

in other words we can say, it refers to planning, organising, directing and controlling the 

activities which result in exchange of goods and services. Marketing management involves 

following activities 

(i) Choosing a target market 

(ii) Growing customers in target market 

7. Difference between Selling and Marketing The marketing and selling can be 

differentiated on the basis of 

(i) Scope (ii) Objective (iii) Focus 

(iv) Start and end (v) Efforts (vi) Supremacy 

(vi Approach (viii) Demand 

8. Marketing Management Philosophies 

(i) Production concept 

(ii) Product concept 

(iii) Selling concept 

(iv) Marketing concept 

(v) Societal concept 

9. Objectives of Marketing Management 

(i) Creation of demand 

(ii) Market share 

(iii) Goodwill 

(iv) Profitable sales volume through customer satisfaction 

 

10. Functions of Marketing 

(i) Gathering and analysing market information 

(ii) Market planning 

(iii) Product designing and development 

(iv) Standardisation and grading 

(v) Packaging and Labelling 

(vi) Branding 

(vii) Customer support services (viii) Pricing of products 

(ix) Promotion and selling 

(x) Physical distribution 

(xi) Transportation 

(xii) Storage and warehousing 

 

11. Role of Marketing 

(i) Role in firm (ii) Role in the economy 

 



 

12. Marketing Mix The marketing mix refers to the ingredients or the tools or the variable 

which the marketeer mixes in order to interact with a particular market. 

According to Philip Kotler, “Marketing mix are the set of – marketing tools that firm uses to 

pursue its marketing objectives in the target market.” 

 

13. Elements of Marketing Mix 

(i) Product (ii) Place 

(iii) Price (iv) Promotion 

 

14. Product The product element of the marketing mix signifies the tangible or intangible 

product offered to the customer which satisfies the need. 

 

15. Classification of Product or Service Product or goods can be classified in two categories 

(i) Consumer goods (ii) Industrial goods 

 

16. Consumer Goods 

 

(i) On the Basis of Durability 

(a) Durable products 

(b) Non-durable products 

(c) Services 

 

(ii) Classification Based on Consumers Buying Behaviour and Attitude 

(a) Convenient goods 

(b) Shopping goods 

(c) Speciality goods 

 

17. Industrial Product Industrial products are used as input or raw material to produce 

consumer goods, e.g., tools, machinery etc. 

Features of industrial produced are 

(i) Number of buyer 

(ii) Channel of distribution 

(iii) Geographical concentration 

(iv) Derived demand 

(v) Technical consideration 

(vi) Reciprocal buying 

(vii) Leasing 

 

18. Types of Products Industrial goods are classified as 

(i) Material and parts 

(ii) Capital item 

(iii) Supplies and business services 

 

19. Product Mix It refers to important decisions related to the product such as quality of 

product, design of product packing of product etc. 

 

(i) Branding A brand is the identification of a product. It can be in the form of a name, symbol 

or design etc. 

 

(ii) Various Terms Related to Brand 



 

(a) Brand (b) Brand name 

(c) Brand mark (d) Trade mark 

 

(iii) Advantages of Brand Name 

(a) Helps in product differentiation 

(b) Helps in advertising 

(c) Differential pricing 

(d) Easy introduction of new product 

 

(iv) Advantages to Customer 

(a) Helps in identification of product 

(b) Ensures quality 

(c) Status symbol 

20. Packaging It can be defined as a set of tasks or activities which are concerned with 

designing, production of an appropriate wrapper, container or bag for the product. 

 

(i) Level of Packaging There are three levels of packaging 

(a) Primary packaging 

(b) Secondary packaging 

(c) Transportation packaging 

 

(ii) Importance of Packaging 

(a) Rising standard of health and sanitation 

(b) Self service outlets 

(c) Product differentiation 

(d) Innovational opportunities 

 

(iii) Functions of Packaging 

(a) Protection (b) Identification (c) Convenience (d) Promotion 

 

21. Labelling It means putting identification marks on the package 

Functions of labels are as follows 

(i) Describe the product and specify its contents 

(ii) Identify the product 

(iii) Helps in grading 

(iv) Promotes sale 

(v) Providing information required by law/legal requirement 

 

 

22. Price Price is the value which a buyer passes on to the seller in lieu of the product or 

service provided. 

 

23. Price Mix It refers to important decisions related to fixing the price of a commodity. 

The factors kept in mind while fixing the price of a commodity or service 

(i) Pricing objectives 

(ii) Product cost 

(iii) Extent of competition in the market 

(iv) Customer’s demand and utility 

(v) Government and legal regulation 

(vi) Marketing methods used 



 

 

24. Pricing Strategies There are two pricing strategies 

(i) Price skimming 

(ii) Penetration pricing 

 

25. Place/Physical Distribution Place refers to the set of decisions that need to be taken in 

order to make the product available. 

 

26. Place Mix It refers to important decisions related to physical distribution of goods and 

services. These decisions are deciding the channel of distribution, market for distribution. 

 

27. Channels of Distribution 

 

 
 

 

28. Functions of Distribution Channels 

(i) Sorting/Granding (ii) Accumulation 

(iii) Variety (iv) Packaging 

(v) Promotion (vi) Negotiation 

(vii) Risk taking 

 

29. Types of Distribution Levels 

(i) Zero Level Channel/Direct Channel 

 

 
 

 



 

 
 

30. Factors Determining Choice of a Channel 

(i) Product related factors 

(ii) Competitive factors 

(iii) Company related factors 

(iv) Market related factors 

(v) Environmental factors 

 

 
 

32. Promotion Mix It refers to all the decisions related to promotion of sales of products and 

services. 

Following are the tools or elements of promotion. They are also called elements of promotion 

mix.’ 

(i) Advertising (ii) Sales promotion 

(iii) Personal selling (iv) Publicity 

33. Advertising It can be defined as the paid form of non-personal presentation and promotion 

of ideas, good or services and by identified sponsor. 

34. Advantages of Advertisement 

(i) Reach 

(ii) Choice 

(iii) Legitimacy 

(iv) Expressiveness 

(v) Economy 

(vi) Enhancing customer satisfaction 

35. Disadvantages of Advertisement 



 

(i) Less forceful 

(ii) Less effective 

(iii) Difficulty in media choice 

(iv) Inflexibility 

(v) Lack of feedback 

36. Objections to Advertising 

(i) Adds to cost 

(ii) Undermines social values 

(iii) Confuses the buyers 

(iv) Encourages sale of inferior products 

(v) Some advertisements are not appealing 

37. Different Media Available for Advertising 

(i) Newspapers (ii) Magazines 

(iii) Television (iv) Radio 

(v) Outdoor (vi) Internet 

38. Sales Promotion It refers to short term use of incentives or other promotional activities 

that stimulate the customer to buy the product. 

39. Sales Promotion Techniques for Customers 

(i) Rebate (ii) Discount 

(iii) Refunds (iv) Product combination 

(v) Quantity gift (vi) Instant draws and assigned gift 

(vii) Lucky draw (viii) Usable benefit 

(ix) Full finance @ 0% 

(x) Sampling (xi) Contents 

40. Merits of Sales Promotion 

(i) Attention attract 

(ii) Useful in new product launch 

(iii) Synergy in total promotion efforts 

(iv) Aid to other promotion tools 

41. Demerits of Sales Promotion 

(i) Reflect crisis (ii) Spoil product image 

42. Personal Selling Personal selling means selling personally. This involves face-to-face 

interaction between seller and buyer for the purpose of sale. 

 

ASSIGNMENT 

 

1.Why is marketing called a social process? (Delhi 2013) 

 

2.Distinguish between selling concept and marketing concept of marketing 

management philosophies on the basis of main focus.  (Delhi 2013) 

3.What is meant by selling concept of marketing? (All India 2010; Delhi 2010) 

4.Identify and explain the marketing management philosophy which implies that products and 

services are bought not merely because of their quality or brand name, but because they 

satisfy a specific need of a customer.  

 

5.Nisha, a school bag manufacturer, decided to improve the product for profit maximisation 

and thus, added a water bottle holder to the existing design. 



 

(i)Identify the marketing management philosophy adopted by Nisha. 

(ii)Explain this philosophy on the basis of (a) Main focus and (b) Means and ends (HOTS; 

Delhi 2012) 

 

6.Nisha, a school bag manufacturer, decided to improve the product for profit maximisation 

and thus, added a water bottle holder to the existing design. 

(i)Identify the marketing management philosophy adopted by Nisha. 

(ii)Explain this philosophy on the basis of (a) Main focus and (b) Means and ends (HOTS; 

Delhi 2012) 

 

7.Explain market planning, product designing and development as functions of marketing. 

 

 

8.Explain the role of marketing in a firm. (All India 2011) 

 

9.What is meant by production concept of marketing? (Delhi 2011; All India 2010) 

 

10.What is meant by selling concept of marketing?  

 

11.What is meant by product concept of marketing?  

 

12.Define marketing and state any three functions of marketing. 

 

13.Define marketing management. State any three objectives of marketing 

management.  

 

14.’Bending the customer according to the product’ and ‘development of the product 

according to customer needs’ are two important concepts of marketing management’. Identify 

the concepts and differentiate between the two.  

 

15.Explain the following functions of marketing 

(i)Gathering and analysing market information 

(ii)Product designing and development 

(iii)Market planning 

(iv) Customer support services. 

 

 

  



 

Unit 12- CONSUMER PROTECTION 

Guidelines 

• Refer to the content given below and view the links  

• These notes will help you to understand the concept and complete the assignment that 

follows  

• The assignment is to be done in the Business studies notebook  

• Please read the Business studies NCERT book before you begin answering 

 

Instructional Aids / Resources 

NCERT links are given below: 

 https://www.youtube.com/watch?v=cx1rW77D2HM 

 https://www.youtube.com/watch?v=0cEvsf7FFJc 

 https://www.youtube.com/watch?v=5_KjIclf0sI  

 

Learning outcomes  

Each student will be able to know about: 

 Consumer Protection: Concept  

 Consumer Protection Act 1986: 

 Meaning of consumer 

 Rights and responsibilities of consumers Who can file a complaint? 

 Redressal machinery 

 Remedies available  

 

LESSON DEVELOPMENT 

1. Consumer A consumer is generally understood as a person who uses consumer goods or 

avails any service. 

 

2. Consumer Protection It means protecting consumer from the clutches of fraud producers 

or sellers. 

 

3. Who Can File a Complaint? 

(i) A consumer 

(ii) Any registered consumer association 

(iii) The Central Government or any State Government 

https://www.youtube.com/watch?v=cx1rW77D2HM
https://www.youtube.com/watch?v=0cEvsf7FFJc
https://www.youtube.com/watch?v=5_KjIclf0sI


 

(iv) One or more consumers, on behalf of numerous consumers having the interest 

(v) A legal heir or representative of a decreased consumer 

 

4. Three Tier Judicial Machinery to Provide Protection to Consumers 

(i) District forum 

(ii) State commission 

(iii) National commission 

 

5. Consumer Rights 
(i) Right to safety 

(ii) Right to be informed 

(iii) Right to choose 

(iv) Right to be heard 

(v) Right to seek redressal 

(vi) Right to consumer education 

 

6. Consumer Responsibilities 
(i) Consumer must exercise his right 

(ii) Consumer must be conscious 

(iii) Filling complaints for the redressal of genuine grievances 

(iv) Consumer must be quality cautious 

(v) Do not be carried away by advertisement 

(vi) Insist on cash memo 

 

7. Ways and Means of Consumer Protections 
(i) Self-regulation by business 

(ii) Business association 

(iii) Consumer awareness 

(iv) Consumer organisation 

(v) Government 

 

8. Relief Available 

(i) Removal of defects from the goods 

(ii) Replacement of the goods 

(iii) Refund of the price paid 

(iv) Compensation of loss or injury suffered 

(v) Removal of deficiency in service 

(vi) Discontinuance of unfair trade practices 

(vii) Stopping the sale of hazardous goods 

(viii) Withdrawal of hazardous goods from market 

 

9. Rule of Consumer Organisations In India, several consumer organisations and non-

governmental organisations have been set up for the protection and promotion of consumers 

interest. These associations are performing following functions 

(i) Bringing out brochures, journals etc 

(ii) Spreading consumer awareness 

(iii) Collecting data of different product 

(iv) Filing suits or complaints on behalf of customers 

(v) Educating the consumer to help themselves 



 

(vi) Educating women regarding consumerism 

 

10 Rule of Press A part from publishing articles, columns etc newspapers have tried to 

provide protection to harassed consumers by including a consumer complaint column. 

11. Rule of Universities and Press IGNOU has made a beginning by developing a complete 

syllabus which provides a framework for the universities to develop a curriculum for 

consumer education CBSE has published a teacher’s manual on consumer education. 

 

 

ASSIGNMENT 
 

1.Besides a ‘consumer’, name any two parties who can file a .complaint before the 

appropriate consumer forum. 

 

2.How many members are required to constitute ‘District consumer dispute 

redressal forum’?  (Compartment 2014) 

 

3.How can Business Associations act as a means of consumer protection? State.(Delhi 2012) 

 

4.Give any one relief available to a consumer who suffers due to consumption of an 

expired date medicine.  (Delhi 2012) 

 

5.State how self regulation by business acts as a means of consumer protection. 

 

6.When can a consumer get more than one relief for a complaint?  

7.Which kind of cases can be filed in the State Commission under the Consumer Protection 

Act, 1986?    

8.Which cases can be filed in the National Commission under Consumer ProtectionAct, 

1986.  

 

9.Which claims can be appealable btcore the Supreme Court under Consumer 

Protection Act?  

 

10.Who can file a complaint on behalf of a deceased consumer? (Delhi 2009 c) 

11.Is self regulation by business necessary for consumer protection? How?  

12.Mohit filed a case against Domestic Collings Ltd in the District Forum, but he was 

not satisfied with the orders of the district forum. Where can he appeal further against the 

decisions of district forum?  

13.Amrit filed a case against Volvo Ltd in the State Commission but he was not satisfied with 

the orders of the State Commission. Name the authority to which he can appeal against the 

decisions of State Commission.  

 



 

14.How does a business use self regulations for consumer protection? 

 

15.How are consumer grievances redressed by the three-tier machinery under CPA, 

1986? Explain.  

 

 


