MARKETING MANAGEMENT
Course Code 20MBA15 CIE Marks 40
Teac!ung Hours/Week (L:T:P) 3:0:2 SEE Marks 60
Credits 04 Exam Hours 03
Course Objectives .
1. Make students have an understanding of the fundamental concepts of marketing & the environment in

which marketing system operates.
or bases for segment marketing, target

2.  To analyze the motives influencing buying behaviour & Describe maj

markf:ling. and market positioning,
3. Identify a Conceptual framework, covering basic elements of the marketing mix.

54. é‘g L_mdersmnd fundamental premise underlying market driven strategies.

: ving them hands on practical approach to subject study.
Module-1 Introduction to Marketing 9 hours
Marketing V/s Selling, Customer value, Com

Marketin g : ponents of customer cost.
ComponeitsE;TcEsnvi‘&::,:e;e:irke};mg and green economy.  Marketing Myopia.Marketing Environment -
cultural environman: Econon(:ic e;na]ysed- Micro/ Macro E nt, Technological environment, Socio-
Government pOliCiCS,,Polilical envimr:'vnrt:mms-l_nl:, Legal Envnr.onment, Consumer/demographic environment,
Marketing Environmaie. Ca it pelip: n_lclm. echpnques used in Environment Analysis. Contemporary Indian
Sochil Responsibility of e nc;ma Ma.rkglmg alt_c_rnate concepts like 3V concepts of Nirmalaya Kumar
marketing concept, Corporate Socgial R\:sn:)arl\i\‘.}]qg rca[mcs.‘ New responsibilitics, new-age marketing, societal
concepts only. Assignment: Contcmpomryplnl:isilm: &yirlirgz;ggngﬂ!;reas- e ensory Marketing:
Module -2 Analysing Consumer Behaviour —
Connecting wi in sighti
Charactcn's%ics li[:ﬂ(:x(;:ili]::ll;su;{:\i ;Z?;li?;curr lr;) csrlsil:]t;tllgf, l:nctorsdinﬂ;lencing Consumer Behaviour, Consumer
_ ! - actors and cultur . i isi
Proccss. Buying Roles, Buy}ng Motives. The black box model of consun?:rfgg?ar:ioﬁsnls’l;;l;roggclg{;P[r)gsés:s?::
- Emscuvgonss:;n:::nbts}:;:oug l\lar:_u:t chmcnl?tion: Concept of Market Segmentation, Benefits, Requisites
Segmetttation e Geo’ af.es or Segrpentmg Consumer_Markets, Market Segmentation Strategies,
bebavioin Gl vogi'mp hic segmentation and Demograghlc segmentation, psychographic segmentation,
Ridis, Cliacie 1on, volume segmentation, deep Segmentation. Indian Consumer- Features about consumer
» Llassitying Indian consumer by Income B2B marketing Vs Consumer Marketing. Assignment- Live

rojects on Consumer Behaviour.

[ Module -3 Product, Brand Equity, Services Marketing 9 hours |
Product M.anagement— ﬁn?damentals, primary objective of product management, product hierarchy, product line,
product mix, product mix Strategies, Appraisal of product lines, products and brands. Managing PLC of
Product/brand, New Product Development, Ppacking as a marketing tool, Role of labelling in packing. Main tasks
in pro@uc[ management. Corpponents of Product personality. Brand- selecting brand name, selecting logo, brand
extension- effects. Introducing new product, innovations, new product development, stages in new product

Types, Brand Equity, Branding

development, pricing strategy for new product, Branding - Concept of Branding,
Strategies.Services Marketing & its Characteristics- tasks involved in service marketing, differentiating,
miumisation in service marketing. Market Segmentation, Targeting

positioning and brand building in services, pre
& Positioning (STP): Targeting - Bases for identifying target Customer target Marketing strategies, Positioning -
Meaning, Product Differentiation Strategies, Tasks involved in Positioning. Monitoring brands performance and
ositioning.
Qlodu!c -4 Pricing , Marketing Channels -
Pricing dccisions: Significance of pricing, factor influencing pricing (Internal factor and External factor),
st based, Market based, Competitor based, Pricing Procedure.

objectives, Pricing Strategies-Value based, Co :
Marketing Channels: Roles and purpose of Marketing Channels, Factors Affecting Channel Choice, Channel

Design, Channel Management Decision, Channel Conflict, Designing a physical Distribution System,. NE:twc?rk
Marketing. Contemporary Channels and Retailing in India.Product Distribution Logistics: Product distribution
Concept. Distinction between distribution logistics and Supply Chain Management..

9 hours j

nvironme

9 hours

7 hours |

| Module -5 Direct Marketing & Digital Marketing: _ _ = .
Concept and scope of direct marketing, concept and components of digital marketing. Digital marketmg\

I communications, digital marketing in India. Promotions- Marketing communications- Integrated Marketing

Page 18 0f 123




S S

1y

. icati Stages 1n

Communications (IMC)-communication objectives, steps in developing effective c,o.""mémmm;\nlbz r;;)odcl,
designing message. Advertising: Advertising Objectives, Advertising Budget, A"'V’"“S'"g opPYs Ciistonier
Traditional Vs Modern Media- Online and Mobile Advertising, Social Media for Advertising.
Relationship Management- com onents. Significance of Markeiing Research- importance of data.
Module - 6 Sales Promotion, Marketing Planning and Rural A\_IELRCIfIlE . Thours o
Sales Promotion: Tools and Techniques of sales promotion, Push-pull strategics of promotion. Personal SCIEng'
Steps/process involved in Personal Sclling. Publicity/Public Relation-word of mouth, SponS(ffSh'PS' Database
marketing: Basic concepts of e-commerce, ¢-marketing, m-Commerce, m-marketing, e-networking, CRM, MKIS.
Marketing Planning: Mecaning, Steps involved in Marketing planning. Marketing Audit- Mcaning, components
of Marketing Audit. Market Share analysis, Marketing cost analysis, Marketing Strategic Planning Process.
Concept of Rural Marketing: Flumist (HBR) and Saffola Journey- Case Studies
Classroom Exercise: Brand Communication (create and enact a commercial)
Course outcomes:
At the end of the course the student will be able to:
,l. Develop an ability to assess the impact of the environment on marketing function,
2. To formulate marketing strategies that incorporate psychological and sociological factors which

influence buying . :

Undersmn.d concept of Branding, development of product and significance of market

Segmentation , targeting and positioning,

Ilgenl;ﬁjng mark?ling channels and the concept of product distribution,
6. Sentt;]fylpg ‘tech.mlques otj sales promotion, mgmﬁcaqce of marketing research.

- Synthesize ideas into a viable marketing plan for various modes of marketing

Practical Components:
o Understand.ing Contemporary Indian Marketing Environment,
. Undcr_standmg and demonstrating their €xposure on consumer behaviour
*  Effectively using their skill in creating and enacting a commercial on brand communicatjon,

CO-PO MAPPING

PO
Co

POl PO2 PO3 P04 POS5
CO1 X X
C02 X X X X
CO3 X X X
CO4 X X X
CO5 X X
CO6 X X X

Question paper pattern:
The SEE question paper will be set for 100 marks and the marks scored will be proportionately reduced to 60.

* The question paper will have 8 full questions carrying equal marks.

Each full question is for 20 marks,

Each full question will have sub question covering all the topics under a Module.
The students will have to answer five full questions; selecting four full question from question number

one to seven and question number eight is compulsory.

* 100 percent theory in the SEE.
| Textbooks
SI Title of the book Name of the Author/s Publisher Name Edition anr\
No I year
1 Marketing Management- Indian Ramaswamy & SAGE 6" Edition \
L I Context, Global Perspective. Namakumari
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Marketing Management; A South Kotler, Keller, Koshy & | Pearson Education | Latest edition
Asian Perspective, Tha
New Product Management Merle Crawford and McGraw-Hill Latest Editon
Anthony Dj Benedetto
Advertisement Brands & Consumer Ramesh Kumar Sage Publications | 2020
Behaviour
Reference Books
Neelamegham S Vikas Latest edition

Marketing jn India: Text and Cases

Fundamenta[s of Marketing
anagement,

Lamb, Hair, Mc¢ Danniel

Etzel M J BJ Walker &
William J Stanton

Cengage Learning

Latest edition

Tata Macgraw Hill

Latest edition
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> STRATEGIC MANAGEMENT
Course Code 20MBA25 CIE Marks 43
302 SEE Marks &
Exam Hours 03

Course objectives;
l- ;n prol\'ldc msighls imo.thc core concepts of strategic management.

: ; T(: cva uate various busnpcss strategies in dynamic market environments.

I —- "0 gan insights into various Strategic management models.

»rve Module-1 Introduction 7 hours
irategic Management, its Importance and Relevance and. Characteristics of Strategic

Relationship Between a Company’s Strategy and its Business Model.
9 hours

Ir\\icaning and Nature of §
lanagement, The Strategi
. gic Management P 3
Case Study related to the Modul%:. T
Modulf- -2 External Analysis
Strategically Relevant Component
rl:r.ndustry Change and ijts Impact - p
S:\ZForces I\.Todel —Key Success Factors Concept and Implementation. C
udents Assignment: Industry External Analysis,
glodu_lc -3 Internal Analysis - T
S:nstc:bz S]\(:mcglc Vision, Mission, Goals, Long Term Objectives, Short-Term Objectives and Discuss Their Value to the
Bahmg;d Scanagccmcnt Process, Resources, Capabilities, Competencies, Resource Based View of the firm (RBV),
Bala siznmnd. SWOC Analysis, Value Chain Analysis, Benchmarking, Case Study on internal analysis.
udents Assignment: Industry Internal Analysis.
9 hours

Motjule -4 Strategy Formulation

Business Strategies —Porter’s Generic Strategies: Low Cost, Differentiation, Best Cost, Focused Low Cost and Focused
Growth Strategies (Internal Growth, External Growth, Integration,
and Proceed

foTerc_ntiation. Corporate ~ Strategies —
Diversification, Mergers, Strategic Alliances), Ansoff's Matrix, Stabilit
i i International Business Level

s of a Company’s External Environment — Industry Analysis - Factors Driving

orter’s Dominant Economic Feature - Competitive Environment Analysis - Porter’s
ase Study on external analysis.

Strategies. Case Study on Strategic Formulation, i
9 hours

l Module -5 Strategy Implementation
Strategy Implemcnm_tion -Organisafional Structure, Strategic Leadership and Organisational Culture
Strategy aqd I nnova'nor_l -1 n!roduc_hoq to Innovation: Process, Product and Platform; Creative Destruction and Disruptive
chl_mologles; Designing (_)rgamsanons for Innovation; Innovation Environments: Institutional Innovation and
Environments, The CO-CI‘EB‘UOH of Value, Open Innovation and Open Strategy, National Innovation Systems, Leamning
Networks and Clusters, Social Innovation, Case Study on Strategy Implementation.

7 hours j

[ Module - 6 Strategic Control
g Strategic Controls (Premise Control, Strategic Surveillance,

Strategic Control: Focus of Strategic Control, Establishin
Exerting Strategic Control (through Competitive Benchmarking,

= Special Alert Control, Implementation Control),
Performance and Formal and Informal Organisations). Case Study on Strategic Control.

Course outcomes:
At the end of the course the student will be able to:
its relevance, Characteristics, process

1. Students should get clear idea about the concept of Strategic Management,

nature and purpose.
2. Student to acquire an understanding of how firms successfully institutionalize a strategy and create an
organizational structure for domestic and overseas operations and gain competitive advantage.
gy at different levels of an organization to gain competitive advantage.

To give the students an insight on strate
To help students understand the strategic drive in multinational firms and their decisions in different markets.

3.
4.
5. To enable the students to gain knowledge of strategy implementation and the control measures for effective

decision-making.
Practical Component:

e Analyzing the Mission and Vision statements of selected Indian companies. _

Applying Michael Porter’s model to an industry (Retail, Telecom, Infrastructure, FMCG, Insurance, Banking

etc(Industry Note to be submitted) .
Internal Analysis & Strategies of a listed company in the form of the report to be submitted.

L]
Pick a company that has performed very badly compared to its competitors. Collect information on why the
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company failed. W
in the market; analy

*  Conduct SW

sible fo
- esponsible
At were the issues in strategy and exccution that were resp

ze the internal and external factors.
*  Map out GE 9-¢|y matrix and BCG

. hem.
matrix for some companies and compare {

OT analysis of companies around your campus.

T the company’s failure

CO-PO MAPPING

- ro
co 1ol ro2 O3 o4 I'Os
CO1 \
CO2 X X X
COy X X
COd X X X X
Cos X X X hY

Qu

The SEE question p

estion paper pattern:

The question

Each full question wil
The students will hav

Seven and question number cight is compulsory.

* 100 percent theory in the SEE.

. i ced to 60.
aper will be set for 100 marks and the marks scored will be proportionately redu
paper will have 8 full questions carrying equal marks.
Each full question is for 20 marks,

I have sub question covering all the topics under a Module,
) 5 . . H er one to
¢ to answer five full questions; selecting four full question from question numb

Textbooks \
S1 Title of the book Name of the Author/s Publisher Name | Edition and
No year
Arthur A. Thompson Jr.
Crafling and Executing Strategy: Margaret A. Peteraf McGraw Hill 19/e
1 The Quest for Competitive John E. Gamble Education 2017
Advantage - Concepts and Cases A.J. Strickland 111
Arun K, Jain
Michael A. Hitt o
Strategic Management: R. Duane Ireland Tearmia €
2 A South-Asian Perspective Robert E. Hoskisson Cengage Leamning 2016
S. Manikutty
Reference Books
Stewart Clegg
] [Stmtegy: Sy Cie Sage Publications | 3/e 2020
Theory & Practice Marting Komberger
Jochen Schweitzer
5 | Strategy Manag,.ement: Biztantra 2004
“ | Theory & Practice John Parnell
Strategic Manaéement: ] McGraw Hill 14/
: : ohn A. Pearce cura e
3 Plzmmng .for Domestic and Global Richard B. Robinson Eifueation 2015
Competition .

d
nstitute of Engg. & Technology

|
<1998
74 225
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IV SEMESTER
- _ MARKETING SPECIALISATION COURSES
B2B MARKETING MANAGEMENT

Course Code 20MBAMMA01 CTE Marks 40
Teaching Hours/Week (L:T:P) | 3:0:0 SELE Marks 60
| Credits 03 xam Hours | 03

| Course Objectives
1. Make students have an understanding of B2B Marketing and its characteristics

2. Toanalyze the purchasing decisions of online customers

| 3, Analysing traditional marketing approach vis-a vis modern marketing approach using the B2B strategy
4. To enhance knowledge of emerging trends in integrated marketing communications,
S.

Managing innovation in the B2B context and understand concept of Relationship portfolio and Key Account
Management.

Module-1 B2B Marketing - ~ Thours
B2B-Introduction, significance and concept of B2B Marketing. Business Markets, characteristics.
Classification of Business Products and Markets.

Module -2 Purchasing Behaviour

~ 7hours

Factors affecting purchasing decisions, purchasing orientation, Segmenting purchase categories. Purchase

Process- variations. Buying situations and marketer actions. Online buying.

Traditional marketing approach- uncertainties of buyer and supplier/ marketer. Supplier uncertainties.

Relationship variables. Impact of IT. Inter-firm Relationships and Networks. Case Study

Module -3 B2B strategy and Market Segmentation

Process, approach. Responsible strategy-CSR and sustainability, Customer value and strategy.

Researching B2B markets. Standard industrial classification.

B2B Market Segmentation- Significance of segmentation. Basis of segmentation. Challenges of segmentation in
| B2B markets. B2B positioning. Case Study.

| Module -4 Market Communication 7 hours

l Brand expression, Communication mix and customer acquisiiion process. Relationship Communication, sales
| responsibilities. The relationship communication process, call preparation, selling to low-priority and high-
| priority customers. Value selling and consequences- order fulfilment-relationship building—Case Study.

| Module -5 Relationship Portfolio & Key Account Management 7 hours

7‘ Principles of Portfolio management, identifying key accounts, Classification criteria. Relationship life-cycle,
| declassification, managing loyalty. Case Study.
| Assignment: Implementing KAM

[ Module — 6 B2B product Offerings and Price Setting

7 hours

5 hours

‘ Elements of B2B offering, strategic tools for managing product offerings, managing innovation in the B2B
context.

Price setting in B2B markets- 3 C’s of pricing-cost, customer and competition-Pricing- strategy, price

positioning, role of sales force in pricing, bid pricing, internet auctions, ethical aspects of B2B pricing.
Case Study

Course outcomes:
At the end of the course the student will be able to:
1. Understand significance of B2B marketing .

;. AblllKY to create an inte?graled marketing communications plan which includes promotional strategies.
4. gi?;cll\"e?‘usc marketing commu_nication for customer acquisition
. eline and apply knowledge of various aspects of managerial decision making related to marketing
communications strategy and tactics.
Practical Component;

. Interview a salesperson and write a bricf

. report about what they like and dislike about their jobs, their sala
travelling allowances, sales as ¢ ’ ¥
o ysuar l;’ﬂ::';:“; :l:leb qUUlldb) why chose sales career, and what does it take lo succeed in this protession,
roadside vendor a5 agai:s)l, :?eug:lbuyl certa(njn goods like groceries, vegetables, socks, mobile, pens etc from the
( ar shop. Group the pr tob is . < this .
behaviour also depend on the pers p the products into low risk and high risk ones. Does this buying

onality of the individual doj ing' i ing'
> ng the buying? Or the one doing the selling?
Students can make a presentation on any product or the services ofystlb i ;

ident choice, covering selling strategies
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:.“.‘d one Sin_\' work eéxposure towards merchandising in any big retail outlets of respective places where the institute
1l operating

. Rural colleges can send the students to the eity nearby to observe the merchandising planning in retail outlets
\ and to make a small report.
\ . Rnlc.\. and functions of sales manager and sales people are different in every organization Sales people view the
roles of sales managers in thew own way and vice versa, You are the sales manoger ol w company. You make an
‘: analvais of what vou feel should be roles of a sales manager and n salesperson for maximizing sales ol the
‘ orgamzaton
.

Your company 18 active in internet trading. A cwrent issue in interet trading is @ how to make internet selling
safe. Different methods have been suggested for safety or seeurity of internet trading. You have to analyze
difTerent methods and recommend a method for your company.,

CO-PO MAPPING

PO
Cco

PO1 | rO2 [ PO3 | PO4 | rOs
Co1 X
co2 X X X
Cco03 X x | x X
lcm X X X X

Question paper pattern:
The SEE question paper will be set for 100 marks and the marks scored will be proportionately reduced to 60.
e The question paper will have 8 full questions carrying equal marks.
« Each full question is for 20 marks.
«  Each full question will have sub question covering all the topics under a Module.
«  The students will have to answer five full questions; selecting four full question from question number
one 1o seven and question number eight is compulsory.
« 100 percent theory in the SEE

Textbooks
| Sl % Title of the book Name of the Author/s Publisher Name Edition and
’ No \ year
'\ ] | Business to Business Marketing Ross Brennan, Louise Sage Publications 3e-2014
| \ Canning & Raymond
\77 1 McDowell
2 <\ 13213 Marketing Strategy: Heidi Taylor Kogan Page 1/e, 2017
Differentiate, Develop and Deliver
\JL&M% Customer Engagement
Reference Books
Innovative B2B Marketing: New | Simon Hall Kogan Page l/e, 2017
_Models. Processes and Theory | | I SRS
Product and Brand Management Michael Baker and Stuart | Pearson dfe, 2014
Hart
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DIGITAL MARKETING MANAGEMENT

Course Code 20MBAMM403 CIE Marks 40
Teaching Hours/Week (L:T:P) 3:0:.0 SEE Marks 60
Credits 03 - o _ Exam Hours 03

Course Objectives

1. To understand the important concepts related to e-marketing

2. To learn the usc of different clectronic media for designing marketing activities.
3. Toacquaint the students with the latest techniques of e-marketing.

Module-1 Introduction to Digital Marketing 7 hours

Concept of Digital Marketing, Origin, traditional versus Digital Marketing. Digital Marketing Strategy- The P-
O-E-M Framework, Segmenting and customising Messages, Digital Landscape. Digital advertising Market in
India. Skills required in Digital Marketing, Digital Marketing Plan

Module -2 Display Advertising 7 hours

Concept of Display Advertising, types of display ads, buying models, display plan

Targeting- contextual targeting placement targeting, remarketing, interest categories, geographc and language
tagging, demographics, mobile, other targeting methods. Programmatic digital advertising, You Tube
Advertising.

Module -3 Search Engine Advertising 7 hours

Understanding Ad Placement, Understanding Ad Ranks, Creating First Ad Campaign, Performance Reports.
Social Media Marketing: Building a successful Strategy
Live Project: Create a digital marketing plan

Module -4 Social Media Marketing 7 hours

Face Book Marketing: Facebook for business & facebook insights

LinkedIn Marketing: LinkedIn Strategy, LinkedIn Analytics

Twitter Marketing: Building Content Strategy, twitter usage , Twitter Analytics

Instagram & Snanpchat: Objectives of Instagram, Hashtags. What is Snanpchat. Digital Public Relations

Module -5 Mobile Marketing : 7 hours

Mobile Usage, Mobile Advertising- Mobile Advertising Models, advantages of Mobile advertising, Mobile
Marketing Toolkit, Mobile Marketing features- Location based services, Social marketing on mobile, QR Codes,
Augmented Reality, Gamification. Tracking mobile campaigns- Mobile Analytics.
Live Project: Create a mobile advertising project..

Module — 6 Search Engine Optimization 5 hours

Search Engine Optimization: How search engines work, concept of search engine optimisation (SEO), On Page
Optimisation, Off Page Optimisation, Social media Reach, Maintenance- SEO tactics, Google Search Engine,
Web Analytics- Key Metrics- concepts only

Course outcomes:

At the end of the course the student will be able to:

1. Recognize appropriate e-marketing objectives.

2. Appreciate the e-commerce framework and technology.

3. Illustrate the use of search engine marketing, online advertising and marketing strategies.
4. Develop social media strategy’s to solve business problems.

Practical Components:

e Students will learn to create a digital marketing plan,

¢ Students will learn to create a mobile advertising project.
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" CO-PO MAPPING

ro
co - -
1 - —
POl1 | PO2 [PO3| PO4 | POS
co1 X
co2 X X
Cco3 X X X
CO4 X X X

Question paper pattern:

e Each full question is for 20 marks.

e 100 percent theory in the SEE.

The SEE question paper will be set for 100 marks
e The question paper will have 8 full questions carrying equal marks.

o Each full question will have sub question covering
«  The students will have to answer five-full question
one to seven and question number eight is compulsory.

and the marks scored will be proportionately reduced to 60.

all the topics under a Module.
s; selecting four full question from question number

Textbooks

S1 Title of the book Name of the Author/s Publisher Name Edition and
No year
1 Digital Marketing Seema Gupta McGraw Hill 2017
Education
2 Markeing 4.0: Moving from Philip Kotler, Hermawan | Wiley 2017
Traditinal to Digital Kartajaya, Iwan
Setiawan
3 Fundamentals of Digital Marketing Puneet Bhatia Pearson 2/e,2014
4 Social Media Marketing Tracy L Tuten, Michael | Sage Publications 3/e, 2020
R Solomon
Reference Books
1 Digital Marketing Swaminathan T N, Cengage Learning | 2019
Karthik Kumar India Pvt. Ltd
2 Digital Marketing Hanlon Sage Publications | 2/e, 2017
3 Digital Marketihg lan Dodson Wiley 2016
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" LOGISTICS AND SUPPLY CHAIN MANAGEMENT

Course Code 20MBAMM402 CIF Marks 10
Teaching Hours/Week (L:T:P) 3:.0:0 SET Marks 60
Credits 03 [:xam Hours 03

Course Objectives

1. Tounderstand the basic concepts, processes and key elements o a supply chain.

2. Tounderstand the clements and scope of Togistics in supply chain management

3. To provide insights for establishing efficient, effective, and sustainable supply chains,
| 4. Tocomprehend the role of warchouse management
| 5. To gain knowledge about Inventory Management

| 6. Toprovide insights into International Logistics
7. To explain the role of technology in supply chain planning, visibility, and cxccution.
Module-1 Supply Chain 7 hours
Concept. significance and key challenges. Scope of SCM- historical perspective, essential features, decision
| phases — process view, supply chain framework, key issucs in SCM and benefits.
| Definition and scope of Logistics. Elements of Logistics, typcs, incremental value delivery through Logistics
management. Innovations in Supply Chain. Estimating customer demand, forecasting in Supply Chain.
| Case Study.
Module -2 Warehouse Management System 7 hours

Warehousing — scope, primary functions. Efficient Warehouse Management. Types of Warehouse. Warehouse
| Layout Design, criteria. Warechouse Management System,
Distribution Management, Designing the distribution network, role of distribution, factors influencing
distribution, design options, distribution networks in practice, network design in the supply chain, factors
affecting the network design decisions. HUB & SPOKE vs Distributed Warehouses. Case Study
Module -3 Inventory Management 7 hours
Concept, various costs associated with inventory, EOQ, buffer stock, lead time reduction, reorder point / re-order
| level fixation, ABC analysis, SDE/VED Analysis. Goals, need, impact of inventory management on business
performance. Types of Inventory, Alternative approach for classification of inventories, components of inventory
decisions, inventory cost management, business response to stock out, replenishment of inventory, material
requirements planning.
| Dealing with demand 'uncertainty in Supply Chain- managing uncertainty in Supply Chain, (Bullwhip Effect)
| .Jmpact of uncertainties. Case Study
[ Module -4 Transportation 5 hours
[Role, functions, mode of transportation and criteria of decision. Transportation Infrastructure. Factors impacting
road transport cost, hazards in transportation, State of Ocean Transport, global alliances.
Packaging Issues in Transportation, role of containerisation. Case Study

Module -5 Logistics Management 7 hours
Logistics of part of SCM, logistics costs, logistics, sub-systems, inbound and out bound logistics bullwhip effects
in logistics, distribution and warehousing management. Demand Management and Customer Service: Demand
Management, CPFRP, customer service, expected cost of stock outs.

Recent Issues in SCM: Role of computer/ IT in supply chain management, CRM Vs SCM, Benchmarking
concept, features and implementation, outsourcing — basic concepts, value addition in SCM.

Case Study )

Module - 6 International Logistics 7 hours

Logﬁstics and Environment, Methods and tools facilitating International Logistics, challenges, Integrated Supply
Cham.and Logistics Value Chain, Supply Chain Security Initiatives in the USA, Logistics Industry in India.
Sou.rcmg' Decisions in Global SCM- Logistics, trends, Key issues in Global sourcing, Factors influencing
| Outsourcing. Performance Management in Supply Chain introduction. Case Study
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| Course outcomes:
The student should be able to:

1. Demonstrate knowledge of the functions of logistics and supply chain management

o
-
J
4

Practical Components:

+ Students are expected to choose any four Indian Organizations and study their supply chain in terms of

drivers of the Supply chain and subi

Students should visit different logistics companics and understand the services provided by them and submit

a report.

Students should identify any product/service and study the type of distribution system uscd and understand

nit a report.

the reason for using that particular type and present it in the class.

+  Students should identify the various types of IT applications employed by Ind

Supply chain

CO-PO MAPPING

PO

co

PO1 | PO2 | PO3 | PO4 | POS
CO1 X

l

CcOo2 X X X
Cco3 X X
CO4 X X

To relate coneepts and activities of the supply chain to acteal organizations.
Highlight the role of technology in logistics and supply chain management.
Fvaluate cases for effective supply chain management and its implementation

jan Organizations in their

| Question paper pattern:
| The SEE question paper will be set for 10

0 marks and the marks scored will be proportionately reduced to 60.

«  The question paper will have 8 full questions carrying equal marks.
o Each full question is for 20 marks.
«  Each full question will have sub question covering all the topics under a Module.

«  The students will have to answer five full questions; selecting four full question from question number

one to seven and question number eight is compulsory.

s 100 percent theory in SEE

[ Textbooks

Sl Title of the book Name of the Author/s Publisher Name Edition and
| No year
! A Logistic approach to Supply Coyle, Bardi, Cengage Learning Latest edition
Chain Management Longley

Strategy, Planning and Operation

Meindl, D.V Kalra

2 Integrated Supply Chain and Rajat K. Baisya Sage 2020
Logistics Management
3 Supply Chain Management- Text Janat Shah Pearson Latest edition
and Cases
e —
4 Supply Chain Management- Sunil Chopra, Peter Pearson Latest edition

5 Marketing Channels

Anne Coughlan, Anderson,
Stern and El-Ansary

Reference Books
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1 The Box

2 Essentials ol‘Sluqﬂy Chain
| Management
3 Logistics and Supply Chain

Supply chain Logistics Management

Mare Levinson
Michanel T1 TTapos

Martin Christopher
Donald J Bowersox,

=

1“1 Publishing
Me Graw I1ill

5" 1diton
A" idition
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MARKETING RESEARCH & ANALYTICS

Course Code 20MBAMM304 15 —
Teaching Hours/Week (1:T:p) 3:0 . ;’,’."". ;\&”rf /(‘2 -
Credits . SELL Marks f 3

04 ixam Hours 03

Course Objectives

1. To prAm'idc an understanding of the basics of marketing research process,

2. To orient on the theoretical and practical aspects of marketing research,

3. Encourage the students to take up analytical thinking through rescarch.

4. To highhight importance marketing rescarch for enhancing marketing strategics.

Module-1 Marketing Research liynhﬁlibs ) 9 hours

Mecaning of Marketing rescarch; when marketing rescarch is unnccessary; Nature and Scope of Marketing
Research: Marketing Research in the 21st Century (Indian Scenario); limitations of Marketing Research; threats
to marketing rescarch; Introduction to marketing intelligence: concept of marketing intelligence (MI),
components, need for M1, Domains of MI. Ethics in marketing research. Design of consumer experiments using
Conjoint Analysis. Case Study on Marketing Research Dynamics.

Module -2 Marketing Research Projects 7 hours

Design and implementation of Marketing Rescarch Projects, defining research questions, identifying respondents,
sampling accuracy and sufficiency. Issues around studying human subjects.
Lab on socially acceptable responses- managing

Module -3 Decision Support System 9 hours

Marketing Decision Support System-meaning, Use of Decision Support Systems in Marketing Research, Data
base & Data warchousing. The three Vs: Volume, Velocity & Varity, The Fourth V: Value. Elements of data base,
types of data base, using marketing data base for marketing inteiligence, ways to gather consumer data.

|
[

Module -4 Applications of Marketing Research 9 hours

[

Applications of Marketing Research: Introduction, Consumer Market Research, Business-to-Business Market
Research, Product Research, Pricing Research, Motivational Research, Distribution Research, Advertising

Research, Media research, Sales Analysis and Forecasting.
Live project & Assignment: Agriculture Marketing or B2B marketing

I

Module -5 Predictive analysis 9 hours

Meaning of predictive analysis, how good are models at predictive behavior, benefits of predictive models and
applications of predictive analysis, reaping the benefits, avoiding the pitfalls, importance of predictive model,
process of predictive analytics. Predictive Analytics, Data Mining and Big Data_ Myths, Misconceptions and

Methods by Steven Finlay,
Module - 6 Product Research 7 hours

[

Product Research- Analysis of Diffusion of products, Adoption decisions, Product — services tradeoffs, evaluating

prototypes, Luxury and Lifestyle products.
Live project: New Product adoption

Course outcomes:

The student should be able to: . .
1. Comprehend the objectives of Market research & its application in solving marketing problems.

2. Appreciate the use of different data collection methods, sampling design techniques, measurement methods
1o analyze the data.

3. Generalize and inierpret the data with the help of various measurement techniques.

4. Tounderstand the emergence of new trends in research.

Practical Component: )
Choose 5 successful products or services and identify the insight behind them through a field survey.

L

* Do a comprehensive essay on the difference between consumers vs. trade vs. Competition insights & how
best to exploit them.

®  Take 5 recent digital innovations like twitter or face book and identify the insights.

*  Running case with real data Dell, Comprehensive critical thinking case Baskin-Robbins.
* _ Data Analysis case with real data IBM.
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[ Question paper pattern:
Il be set for 100 marks and the marks scored will be proportionately reduced to 60.

| The SEE question paper w1

[ « Each full question is for 20 marks.

«  The question paper will have 8 full questions carrying equal marks.

Each full question will have sub question covering all the topics under a Module.
The students will have to answer five full questions; selecting four full question from question n

one to seven and question number cight is compulsory.

umber

« 100 percent theory in the SEE.
Textbooks
| Title of the book Name of the Author/s Publisher Name Edition and
No | year
"1 | Marketing Rescarch- An Applied Naresh K Malhotra & Pearson 7™ Edition
Oricntation SatyaBhushan Dash
|2 Marketing Analytics Using Excel .Ajithab Dash Sage publications | 2019
—
3 Essentials of Marketing Research William G Zikmund et. al | Cengage Learning | 7/e
4 Marketing Research V Kumar Sage Publications | 1/e, 2015
| Reference Books
[1 Market Research: Text and cases Rajendra Nargundkar Mc Graw Hill 3" Edition
"3 | The Effective Use of Market Robin J Bim Viva 47 Edition
Research: How to drive and focus
| better business decisions :
}T Marketing Research: Methodological Gilbert A Churchill & 8™ Edition
Foundations Dawan Lacobucci
=
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MARKETING SPECIALISATION COURSES - -
SERVICES MARKETING

Course Code 20MBAMM303 CIEMarks [ 40
Teac.hmﬂ Hours'Week (L:T:P) | 3:0:2 SEI Marks 60
Credits - 04 [xam Hours 0

Course Objectives

1. To acquaint the students with the characteristics of services and their marketing implications.
2. To discuss and conceptualize the service quality, productivity in services, role of personnel in service
marketing and to manage changes in the environment,

To familiarize the students with the GAPS model and strategizing towards closing the GAPS for effective

(9]

senvices marketing.
Module-1 Introduction to services 9 hours
Reasons for the growth of services sector and its contribution; dilTerence in goods and service marketing;

characteristics of services: concept of service marketing triangle; service marketing mix; GAP models of service
qualiny,

Consumer behaviour in services: Scarch, Experience and Credence property, consumer expectation of services,
two levels of expectation, Zone of tolerance, Factors influencing customer expectation of scrvices.

Customer perception of services-Factors influencing customer perception of service, Service encounters,
Customer satisfaction, Strategies for influencing customer perception.

Module -2 Market Research for Customer Expectation 9 hours

Koy reasons for gap using marketing research to understand customer expectation, Types of service research,
Building customer relationship through retention strategies —Relationship marketing, Evaluation Of customer
relationships. Benefits of customer relationship, levels of retention strategies, Market segmentation-Basis &

targeling in services.
Module -3 Customer defined service standards 9 hours
“Hard~ & “Soft” standards, challenges of matching supply & demand in capacity, four common types of
constraints facing services, optimum v/s maximum use of capacity, strategies for matching capacity & demand.

Yield management-balancing capacity utilization, pricing. Waiting line strategies- four basic Waiting line

strategies.
Leadership &Measurement system for market driven service performance-key reasons for GAP-2 service

leadership- Creation of service vision and implementation, Service quality as profit strategy, Role of service
guzlitv In offensive and defensive marketing.

Module <4 Employee role in service designing and Delivery 7 hours
Boundary spanning roles, Emotional labour, Source of conflict, Quality- productivity trade off, Strategies for

closing GAP 3.
Customer’s role in service delivery-Importance-of customer & customer’s role in service delivery, Strategies for

enhancing-Customer participation, Delivery through intermediaries-Key intermediaries for service delivery,

Intermediary control strategies.
9 hours

Module -5 Role of services marketing communication

Role of services marketing communication- Key reasons for GAP 4 involving communication, four categories

of strategies to match service promises with delivery.
Pricing of services- Role of price and value in provider GAP 4, Role of non-monitory cost, Price as an indicator

of service quality —Approaches to pricing services, pricing stratcgies, SERVQUAL Model.
Mini Project — On measuring SERVQUAL
7 hours

| Module - 6 Physical Evidence in Services

Physical evidence in services: Importance of Physical Evidence, Elements of Physical Evidence, Physical

Evidence Strategies, Guidelines for Physical Evidence.
Service scapes: Types of service scapes-Objective and Goals of services capes Role of services capes,

| Approaches for understanding service scapes effects, Frame work for understanding services capes & its effect
| on behaviour-Guidance for physical evidence strategies.
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Course outcomes:

At the end of the course the student will be able to:

1. Develop an understanding about the various coneepts and importance of Services Marketing,

2. Tnhance knowledge about emerging issues and trends in the service sector,

3. Lean to implement serviee strategies (o mee( new challenpes,

Practical Component:

e Askstudents to choose a service industry of (heir choice af the beginning of the semester

e Askthem to do an in-depth study of the industry and give a presentation at the end of the every Module
relating the coneepts (o the particular industry(GAPS),

*  Students can prepare serviee blueprints for any service of their choice,

e ldentify any existing scrvices, locate loopholes in the design and suggest modifications,

e Visitaservice industry and analyze the role of customers in service delivery.

| . CO-PO MAPPING

| PO
J Co POI PO2 PO3 P04 PO5
- [col X

| [coz2 X X

} CO3 X X X

| Question paper pattern: ‘ '
The SEE question paper will be set for 100 marks and the marks scored will be proportionately reduced to 60.
The question paper will have 8 full questions carrying equal marks.
¢ Each full question is for 20 marks.
‘ ¢ Each full question will have sub question covering all the topics under a Module.
The students will have to answer five full questions; selecting four full question from question number
one to seven and question number eight is compulsory.
J ¢ 100 percent theory in the SEE.

J Textbooks _
SINo J Title of the book ’ Name of the Author/s Publisher Name Edition and
1 ] Services Marketing Valarie A Zeithmal & Mary Jo | McGraw Hill 6/e 2018
2 ) Services Marketing Christopher Lovelock Pearson Education 2014
3 Services Marketing Rajendra Nargundkar McGraw Hill 2015
4 Marketing Research | Kumar Sage Publications 4fe, 2018
Reference Books
] Services Marketing Parasuraman Sage Publications | 2018
2 Services Marketing ‘ Hoffman & Bateson Cengage Learning | 2017
3 Services Marketing: Operation, Strategy—Kepneth E Biztantra 2016
Management and Strategy Clowé& David L. Kurtz

=
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STRATEGIC BRAND MANAGEMENT

L |
Course Code 20MBAMMA404 CII; Marks 40
Teaching Hours/Week (L:T:P) 13:0:0 SEIL Marks 60
Credits I X Fixam Hours 03

Course Objectives
1. To appreciate the relationship between corporate strategy
2. To explore the various issucs related to Brand Management,
architecture, leveraging brand assets, brand portfolio management.
3. To develop familiarity and competence with the strategies and tactics involved in building, leveraging and
defending strong brands in different seetors. ) -
Module-1 Brand Management 7 hours
Concept. Meaning of Brand. Evolution of Brands, Functions of Brand to consumer, Role of Brand-
Advantages of Brand, Product Vs Brand. Branding- Meaning, Crcation of Brands through goods, services,
people. Organisation, Retail stores, places, online, entertainment, ideas, challenges to Brand builders.
Brand Management-Meaning & Definition. Strategic Brand Management Process-Meaning, Steps in Brand
Management Process Strong Indian Brands.
| Module -2 Customer Based Brand Equity(CBBE)

Meaning, Model of CBBE, Brand Equity: Meaning, Sources, Steps in Building Brands, Brand building blocks
Resonance, Judgments, Feelings, performance, imagery, salience-Brand Building Implications, David Aaker’s
Brand Equity Mo del. Brand Identity & Positioning: Meaning of Brand identity, Need for Identity & Positioning,
Dimensions of brand identity, Brand identity prism, Brand positioning — Meaning, Point of parity & Point of
difference, Eositioning guidelines Brand Value: Definition, Core Brand values, Brand mantras, Internal branding,
Module -3 Choosing Brand Elements to Build Brand Equity 7 hours
Criteria for choosing brand elements, options & tactics for brand elements-Brand name, Naming guidelines,
Naming procedure, Awareness, Brand Associations, Logos & Symbols & their benefits, Characters & Benefits,
Slogans & Benefits, Packaging. Leveraging Brand Knowledge: Meaning of Brand Knowledge,

Dimensions of Brand Knowledge, Meaning of Leveraging Secondary Brand Knowledge & Conceptualizing the

leverage process.
| Module -4 Brand Value chain 7 hours
Designing Brand Tracking studies, Establishing brand Equity Management Systems. 58 Methods for measuring

Brand Equity-Quantitative Techniques & Quantitative Techniques, Comparative methods-Brand based
comparisons, marketing based comparisons Conjoint Analysis, Holistic methods. Managing Brand Equity: Brand

| Reinforcement, Brand Revitalization, Brand Crisis

Module -5 Designing and sustaining branding strategies 7 hours

Brand hierarchy, Branding strategy, Brand extension and brand transfer, Managing Brands overtime. Brand
Architecture and brand consolidation. Brand Imitations: Meaning of Brand Imitation, Kinds of imitations, Factors
affecting Brand Imitation, Imitation Vs Later market entry, First movers advantages, Free rider effects, Benefits

for later entrants, Imitation Strategies.
Assignment: Measuring Brand Strength -
Module — 6 Making Brands go Global 7 hours
Making Brands go Global: Geographic extension, sources of opportunities for global brand, single name to global
brand, consumers & globalization, conditions favouring marketing, barriers to globalization, managerial
blockages, organization for a global brand, pathways to globalization. Luxury Brand Management: Luxury
definition and relativity, luxury goods and luxury brands, basic psychological phenomena associated with luxury
purcha‘sc, luxury marketing mix, luxury retail, International luxury markets: historical leaders and emerging
countries,
Course outcomes:
At the end of the course the student will be able to:
I. Cpmprelmcnd & correlate all the management functions which are happening around
with fundamental concepts and principles of management.
2. Und;rstand the overview of management, theory of management and practical
applications of the same.

3. Effccl.ivcl'y use their skills for self-grooming, working in groups and to achieve
organizational goals . /’J
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brand association, brand identity, brand

5 hours




4.Demonstrate their acumen in
world/situation.

5.Under ' strate (heir .
erstand and demonstrate their exposure on recent trends in management

applying managerial and behavioral concept in real

Practical Component:

. Qo to a supermarket and find the brand elements in various brands of soaps, mobiles,
Jeans, and other product.

* If you would start an MBA College, what would the positioning be with POP’y and
POD’s?

e Pick up your college, analysc its positioning and how would you reposition it?

e Pick a multiproduct company and as completely as possible analyze its brand
portfolio and brand extensions?

e Consider some groups like Tata’s , Birla’s, Infosys ctc — what is their branding
strategy.

e Students are supposed to assess the product life cycle and appraisc altcrnative
approaches to luxury brand management.

e Students can select any two popular brands and identify and examine the criteria for

success in the luxury brand industry.

CO-PO MAPPING

PO
co

PO1 | PO2 [ PO3 [ PO4 | POS
co1 X
co2 X
Cco3 X X X
CO4 X X X
Co5 X X | X

Question paper pattern:
The SEE question paper will be set for 1

The question paper will have 8 full questions carrying equal marks.

00 marks and the marks scored will be proportionately reduced to 60.

[ ]
e Each full question is for 20 marks. _ '
e  Each full question will have sub question covering all the topics under a Modu!c, ’
¢ The students will have to answer five full questions; selecting four full question from question number
one to seven and guestion number eight is compulsory.
e 100 percent theory in the SEE. I S
Textbooks N __
Sl Title of the book Name of the Author/s Publisher Name Edition an
year
ND ! 1 ~ —
1 Strategic Brand Management, Kevin Lane Keller Pearson Education | Latest Edition
Building Measuring & Managing - YT
2 Brand Management -The Indian Y L R Moorthi Vikas atest b
Context _| Publication o
3 Strategic Brand Management | Jean, Nocl, Kapferer r‘(ijgﬂn Page Latest Edition
ndia | =
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Brand Building and

Tata McGraw Hill

Latest Edition

Advertising Concepts Publication
and Cases
Reference Books
1 Compendium Brand Management Chunnawalla HPH, Latest Edition
2 Strategic Brand Management Richard Elliott & Larry Oxford Press Latest Edition
Perclu
3 Creating powerful brands Chernatony Elsevier Latest Edition
4 Brand Management for B2B Shard Sharin Sage Publications 1/e, 2015
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