










Course Code 
Teaching Hours Weck (L:T:P) 
Credits 
Course Objectives 
1 Make stdents have an understanding ofB2B Marketing and its characteristics 

MARKETING SPECIALISATION COURSES 
B2B MARKETING MANAGEMENT 

20MBAMM401 

To analyze the purchasing decisions of onlinc custoncrs 

Module-1 B2B Marketing 

3:0:0 
03 

Analysing traditional nmarketing approach vis-a vis modern marketing approach using the B2B stratcgy 
To enhance knowledge of emerging trends in integrated marketing communications. 

Module -2 Purchasing Bchaviour 

IV SEMESTER 

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

Module -3 B2B strategy and Market Segmentation 

Module -4 Market Communication 

B2B-lntroduction, significance and concept of B2B Marketing. Business Markets, characteristics. 
Classification of Business Products and Markets. 

Module 5 Relationship Portfolio & Key Account Management 

Factors affecting purchasing decisions, purchasing orientation, Segmenting purchase categories. Purchase 
Process- variations. Buying situations and marketer actions. Online buying. 

Case Study 

CIE Marks 

SEE Marks 

Traditional marketing approach- uncertainties of buyer and supplier/ marketer. Supplier uncertainties. 
Relationship variables. Impact of IT. Inter-firm Relationships and Networks. Case Study 

Module -6 B2B product Offerings and Price Setting 

Course outcomes: 

Exam Hours 

3 

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. 

4 

40 

60 

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

Brand expression, Communication mix and customer acquisiion 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. 

03 

Practical Component; 

7 hours 

Understand significance of B2B marketing 

Principles of Portfolio management, identifying key accounts, Classification criteria. Relationship life-cycle, 
declassification, managing loyalty. Case Study. 

Assignment: Implementing KAM 

7 hours 

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

Define and apply knowledge of various aspects of managerial decision making related to narketing 
communications strategy and tactics. 

7 hours 

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. 

7 hours 

7 hours 

Ability to create an integrated marketing communications plan which includes promotional strategies. 
Effectively use marketing communication for customer acquisition 

5 hours 

Interview a salesperson and write a brief report about what they like and dislike about their jobs, their salary, 
Lravelling allowances, sales quotas, why chose sales career. and what does it take to succeed in this protession. 

Ask your friends if they would buy certain goods like groceries, vegetables, socks, mobile, pens etc from the roadside vendor as against a regular shop. Group the products into low risk and high risk ones. Does this buy1ng behaviour also depend on the personality of the individual doing the buying? Or the one doing the selling? Students can make a presentation on any product or the services of student choice, covering selling strateg1es 
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and one day work ¢xposure towards merehandising, in any big retail outlets of respective places where the institute 
if operating 

Rural colleges can send the students to the city ncarby to observe the merchandising planning in retail outlets 
and to make a snnall report. 

Roles and functions of sales manager and sales pcople are dillerent in cvery oranization Sales people view the 
oles of sales managers in their own way and viec versa. You are the sales manager of a compny. You mnake an 
analvsis of what you fecl should be nles of a sales manager and a salesperson for maximizing sules of the 
organization. 

Your company is active in intemet trading. A cunent issue in intenet trading is : how to make internct selling 
safe. Diferent methods have becn suggested for safety or security of internet trading. You have to analyze 
difierent methods and reconmmend a method for your connpany. 

SI 

No 

CO 

CO1 

Question paper pattern: 

2 

CO2 

Textbooks 

2 

CO3 

CO4 

CO-PO MAPPING 

PO1 

X 

X 

X 

X 

PO2 PO3 PO4 

X 

X 

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

Each full question is for 20 marks. 

PO 

100 percent theory in the SEE 

X 

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

Title of the book 

X 

Business to Business Marketing 

Each full question will have sub question covering all the topics under a Module. 

POS 

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. 

B2B Markeling Strategy: 
Differentiate, Develop and Deliver 
Lasting Customer Engagement 

Reference Books 

Innovative B2B Marketing: New 
Models, Processes and Theory 
Product and Brand Management 

X 

X 

Name of the Author/s 

Ross Brennan, Louise 

Canning & Raymond 
McDowell 
Heidi Taylor 

Simon Hall 

Michael Baker and Stuart 

Hart 

Publisher Name 

Sage Publications 

Kogan Page 

Kogan Page 

Pearson 

Edition and 

year 

3e-2014 

l/e, 2017 

l/e, 2017 

4/e, 2014 
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Course Code 

Teaching Hours/Week (L:T:P) 
Credits 

Course Objectives 

2 
1. To understand the important concepts related to c-marketing 

DIGITAL MARKETING MANAGEMENT 

20MBAMM403 

3. To acquaint the students with the latest techniques of e-marketing. 

Module -2 Display Advertising 

3:0:0 

To learn the use of different clectronic media for designing marketing activities. 

Module-1 Introduction to Digital Marketing 

03 

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

Module -3 Search Engine Advertising 

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

Live Project: Create a digital marketing plan 
Module 4 Social Media Marketing 

Face Book Marketing: Facebook for business & facebook insights 
Linkedin Marketing: Linkedln Strategy, Linkedln Analytics 

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

Understanding Ad Placement, Understanding Ad Ranks, Creating First Ad Campaign, Performance Reports. 
Social Media Marketing: Building a successful Strategy 

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

Live Project: Create a mobile advertising project. 

Course outcomes: 

2 

Module -6 Search Engine Optimization 

Instagram & Snanpchat: Objectives of Instagram, Hashtags. What is Snanpchat. Digital Public Relations 
Module -5 Mobile Marketing 7 hours 

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

4. 

1. Recognize appropriate e-marketing objectives. 

CIE Marks 
SEE Marks 
Exam 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. 

Appreciate the e-commerce framework and technology. 

Practical Components: 

7 hours 

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

7 hours 

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

Students will learn to createa digital marketing plan. 
Students will learn to create a mobile advertising project. 

7 hours 

7 hours 

40 

60 
03 

5 hours 
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SI 
No 

2 

Question paper pattern: 

3 

CO 

Textbooks 

CO1 

1 

CO2 

2 

CO3 

3 

CO4 

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

CO-PO MAPPING 

PO1 

X 

Digital Marketing 

X 

Reference Books 

Each full question is for 20 marks. 
The question paper will have 8 full questions carrying equal marks. 

100 percent theory in the SEE. 

PO2 PO3 

Title of the book 

4 Social Media Marketing 

X 

Each full question will have sub question covering all the topics under a Module. 

Digital Marketing 

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. 

Digital Marketing 

PO 

Markeing 4.0: Moving from 
Traditinal to Digital 

Digital Marketing 

Fundamentals of Digital Marketing 

X 

PO4 PO5 

X 

Name of the Author/s 

Seema Gupta 

Philip Kotler, Hermawan 
Kartajaya, Iwan 
Setiawan 

Puneet Bhatia 

Tracy L Tuten, Michael 
R Solomon 

Swaminathan T N, 
Karthik Kumar 

Hanlon 

Ian Dodson 

Publisher Name 

McGraw Hill 
Education 

Wiley 

Pearson 

Sage Publications 

Cengage Learning 
India Pvt. Ltd 
Sage Publications 

Wiley 

Edition and 

year 

2017 

2017 

2/e, 2014 

3/e, 2020 

2019 

2/e, 2017 

2016 
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Course Code 

Credits 
Teaching Hours/Week (L:T:P) 

Coursc Objcetives 
1. 

3. 

To understand the basic concepts, processes and key clennents of a supply clhain. 
2. To understand the clements and scope of logistics in supply chain managenment 

4 

6. 
7 

LOGISTICS AND SUPPLY CHAIN MANAGEMENT 
20MBAMM402 

To comprchend the role of warehouse management 

3:0:0 

To gain knowledge about Inventory Management 

03 

To provide insights for establishing effieient, effective, and sustainable supply chains. 

To provide insights into Intermational Logistics 

Case Study. 

To explain the role of technology in supply chain planning, visibility, and exccution. 
Module-1 Supply Chain 

Module 2 Warehouse Management System 

CIE Marks 

Module -4 Transportation 

SEE Marks 

Exam Hours 

Concept. significance and key challenges. Scope of SCM- historical perspcctive, csscntial features, decision 

phases - process view, supply chain framework, key issues in SCM and bencfits. 
Definition and scope of Logistics. Elemcnts of Logistics, types, incremental value delivery through Logistics 
management. Innovations in Supply Chain. Estimating customer demand, forccasting in Supply Chain. 

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 

Module -S Logistics Management 

7 hours 

Warehousing - scope, primary functions. Efficient Warehouse Managemnent. Types of Warehouse. Warehouse 

Layout Design, criteria. Warehouse Management System, 

Packaging Issues in Transportation, role of containerisation. Case Study 

Case Study 

7 hours 

7 hours 

Concept, various costs associated with inventory, EOQ, buffer stock, lead time reduction, reorder point /re-order 

level fixation, ABC analysis, SDEVED Analysis. Goals, need, impact of inventory management on busines 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. 

Module - 6 International Logistics 

40 

60 

Dealing with demand 'uncertainty in Supply Chain- managing uncertainty in Supply Chain, (Bullwhip Effect) 
,Impact of uncertainties. Case Study 

03 

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. 

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, Bencharking 
concept, features and implementation, outsourcing - basic concepts, value addition in SCM. 

7 hours 

Logistics and Environment, Methods and tools facilitating International Logistics, challenges, Integrated Supply 
Chain and Logistics Value Chain, Supply Chain Security Initiatives in the USA, Logistics Industry in India. 
Sourcing Decisions in Global SCM- Logistics, trends, Key issues Global sourcing, Factors intluencing 
Outsourcing. Performance Management in Supply Chain introduction. Case Study 

Page 73 of 123 



Course outcomes: 
The student should be able to: 

1. 

3 
4 Evaluate cascs for cfieetive supply chain management and its implemcntation. 
Practical Components: 

Demonstratec knowledge of the functions of logisties and supply chain managemcnt 

SI 
No 

To relate concepts and activitics of the supply chain to actval organizations. 
Highight the role of technology in logistics and supply chain management. 

2 

3 

Students are expected to cho0se any four Indian Organizations and study their supply chain in terms of 

drivers of the Supply chain and submit a report. 

4 

Studcnts should visit different logistics companics and understand the scrviccs providcd by them and submit 
a report. Sudents should identify any product/scrvicc and study the typc of distribution system uscd and understand 
the reason for using that particular typc and prescnt it in the class. 
Students should identify the various typcs of IT applications cmploycd by Indian Organizations in their 
Supply chain 

CO 

Question paper pattern: 

CO1 

CO2 

Textbooks 

CO3 

CO4 

CO-PO MAPPING 

PO1 

X 

X 

X 

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

Each full question is for 20 marks. 

100 percent theory in SEE 

and Cases 

PO2 PO3 PO4 

Title of the book 

Reference Books 

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

PO 

A Logistic approach to Supply 
Chain Management 

Each full question will have sub question covering all the topics under a Module. 

Integrated Supply Chain and 
Logistics Management 

Supply Chain Management- Text 

X 

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. 

X 

Supply Chain Management 
Srategy, Planning and Operation 

Marketing Channels 

X 

POS 

X 

Name of the Author/s 

Janat Shah 

Coyle, Bardi, 
Longley 
Rajat K. Baisya 

Sunil Chopra, Peter 
Meindl, D.V.Kalra 

Anne Coughlan, Anderson, 
Stern and El-Ansary 

Publisher Name 

Cengage Learning 

Sage 

Pearson 

Pearson 

Edition and 
year 

Latest edition 

2020 

Latest edition 

Latest edition 
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2 

3 

4 

The Box 

Essentials of Supply Chain 
Managcnent 
Logistics and Supply Chain 
Supply chain Logistics Management 

Marc Levinson 

Michanel HWugos 

Martin Christopler 
Donald J Bowersox, 

FT Publislhing, 
Mc Graw lill 

hnolgy 

sditon 
4dition 
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Course Code 

Teaching Hours/Weck (L:T:P) 
Credits 

Course Objcctives 

2 

3 

2 

3 

1. To provide an understanding of the basics of marketing rescarch process. 

4 

To orient on the theoretical and practical aspects of marketing research. Encourage the students to take up analytical thinking through rescarch. 

MARKETING RESEARCH & ANALYTICS 
20MBAMM304 

To highlight importance marketing rescarch for enhancing markcting stratcgics. 
Module-I Marketing Rescarch Dynanics 

3:0:2 
04 

Module -2 Marketing Rescarch Projccts 

Module -3 Decision Support System 

Module -5 Predictive analysis 

Mcaning of Markcting rescarch: when marketing rescarch unncccssary; Naturc and Scope of Marketing 
Rescarch: Marketing Rescarch in the 21st Century (Indian Sccnario); limitations of Marketing Research; threats 
to markcting rescarch; Introduction to marketing intelligence: concept of marketing intelligence (MI), components, necd for MI, Domains of MI. Ethics in marketing research. Design of consumer experiments using 

Live project & Assignment: Agriculture Marketing or B2B marketing 

Module -6 Product Research 

Live project: New Product adoption 
Course outcomes: 
The student should be able to: 

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

CIE Marks 
SEE Marks 

Exan Hours 

Marketing Decision Support System-meaning, Use of Decision Support Systems Marketing Research, Data 
base & Dala warehousing. The three Vs: Volume, Velocity & Varity, The Fourth V: Value. Elements of data base, 
types of data base, using nmarketing data ba_e for marketing inteiligence, ways to gather consumer data. 
Module 4 Applications of Marketing Research 
Applications of Marketing Research: Introduction, Consumer Market Research, Business-to-Business Market 
Research, Product Research, Pricing Research, Motivational Research, Distribution Research, Advertising 
Rescarch, Media research, Sales Analysis and Forecasting. 

9 hours 

Practical Component: 

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. 

Comprehend the objectives of Market research & its application in solving marketing problems. 

Generalize and interpret the data with the help of various measurement techniques. 

7 hours 

4. To understand the emergence of new trends in research. 

9 hours 

Product Research- Analysis of Diffusion of products, Adoption decisions, Product - services tradeoffs, evaluating 
prototypes, Luxury and Lifestyle products. 

40 

9 hours 

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. 

60 

9 hours 

03 

7 hours 

Appreciate the use of different data collection methods, sampling design techniques, measurement methods 
to analyze the data. 

Choose 5 successful products or services and identify the insight behind them through a field survey. 
Do a comprehensive essay on the difference between consumers vs. trade vs. Competition insights & how 
best to exploit them. 
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2 

3 

4 

2 

3 

CO 

No 

CO1 

SI 

CO2 
CO3 
CO4 

Textbooks 

PO1 
X 

X 

Question paper pattern: 

X 
X 

CO-PO MAPPING 

PO2 
PO 

PO3 

Reference Books 

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

Each full qucstion is for 20 marks. 

Title of the book 

The qucstion papcr will havc 8 full qucstions carrying cqual marks. 

Marketing Rescarch- An Applied 
Orientation 

X 

Marketing Analytics Using Excel 

X 

Each full question will have sub question covering all the topics under a Module. 

Essentials of Marketing Research 

Marketing Research 

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

onc to seven and qucstion number eight is compulsory. 
100 percent theory in the SEE. 

Market Research: Text and cases 

PO4 

The Effective Use of Market 

Research: How to drive and focus 
better business decisions 

X 

POS 

Marketing Research: Methodological 
Foundations 

X 

Name of the Author/s 

Naresh K Malhotra & 

SatyaBhushan Dash 
.Ajithab Dash 

V Kumar 

WilliamG Zikmund et. al 

Rajendra Nargundkar 

Robin J Birn 

Gilbert A Churchill & 
Dawan Lacobucci 

Publisher Name 

1i 574 225 

Pearson 

Sage publications 

Cengage Learning 

Sage Publications 

Mc Graw Hill 

Viva 

ncg. & Technologv 

Edition and 

year 

qti Edition 

2019 

7le 

l/e, 2015 

3rd Edition 

4h Edition 

gth Edition 
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Course Code 
Teaching Hours Weck (L:T:P) 

Credits 
Course Objectives 

3 

MARKETING SPECIALISATION COURSES 

20MBAMM303 
3:0:2 

Module-1 Introduction to services 

04 

SERVICES MARKETING 

1. To acquaint the students with the characteristics of scrvices and their marketing implications. 
To discuss and conceptualize the service quality, produetivity in services, role of personnel in service 
marketing and to manage changes in the environment. 
To familiarize the students witlh the GAPS model and strategizing towards closing the (GAPS for effective 
services marketing. 

Module -2 Market Research for Customer Expectation 

CIE Marks 
SEE Marks 
Exam Hours 

Module -3 Customer defined service standards 

Reasons for the growth of services seetor and its contribution; diflerence in goods and service marketing; 
characteristies of services; concept of service marketing triangle; service marketing mix; GAP models of service 
quality. 

40 

Consumer behaviour in services: Scarch, Experience and Credence property, consumer cxpectation of services, 
wo levels ofexpectation, Zone of tolerance, Factors influcncing custoner expectation of serviccs. 
Customer perception of serviccs-Factors influencing customer perception of service, Service encounters, 

Customer satisfaction, Strategies for intluencing customer perception. 

60 

Module -4 Employee role in service designing and Delivery 

03 

Key reasons for gap using marketing rescarch to understand customer expectation, Types of service rescarch., 
Building customer relationship through retention strategies -Relationship marketing, Evaluation Of customer 
relationships, Benefits of customer relationship, levels of retention strategies, Market segmentation-Basis & 
targeting in serices. 

9 hours 

9 hours 

Module -5 Role of services marketing communication 

"Hard" & "Sof" 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 
quality In offensive and defensive marketing. 

Mini Project- On measuring SERVQUAL 

9 hours 

Module - 6 Physical Evidence in Services 

Boundary spanning roles, Emnotional 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. 

7 hours 

Role of services marketing communication- Key reasons for GAP 4 involving communication, four categories 
of strategies to match service promises with delivery. 

9 hours 

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. 

7 hours 

Physical evidence in services: Importance of Physical Evidence, Elements of Physical Evidence, Physical 
Evidence Strategies, Guidelines for Physical Evidence. 
Service seapes: 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 eftect 
on behaviour-Guidance for physical evidence strategies. 
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1 

2 

3 

Course outeomes: 

4 

2 

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

3 

2 
3. 

Devclop an understanding about the various conceps and importance of Services Marketing. Enhance knowlcdge about emerging issucs and trends in the service scctor. Learn to implement service strategies to meet new challenges. 
Practical Component: 

Ask students to choose a service industry of their choice at the beginning of the semester Ask them to do an in-depth study of thc industry and give a prescntation at the cnd of the every Module relating the concepts to the particular industry(CGAPS). 
Students can prepare service blucprints for any servicc of their choice. 
ldentify any cxisting services, locate loopholces in the design and suggest modifications. 
Visit a scrvicc industry and analyzc thc rolc of customers in servicc dclivcry. 

CO 

SI No 

CO1 
CO2 
CO3 

Textbooks 

Question paper pattern: 

PO1 
X 
X 

CO-PO MAPPING 

PO2 

The SEE qucstion paper will be set for 100 marks and the marks scored will be proportionately reduced to 60. 

Reference Books 

Each full question is for 20 marks. 

Title of the book 

Services Marketing 
Services Marketing 
Services Marketing 

PO 

Marketing Research 

Services Marketing 

PO3 

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

Services Marketing 

X 

Each full question will have sub question covering all the topics under a Module. 

PO4 

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. 

Services Marketing: Operation, 
Management and Strategy 

X 

POS 

X 

Rajendra Nargundkar 
Kumar 

Name of the Author/s 

Valarie A Zeithmal & Mary Jo 
Christopher Lovelock 

Parasuraman 

Hoffman & Bateson 

Strategy-Kenneth E 
Clow& David L. Kurtz 

Publisher Name 

McGraw Hill 
Pearson Education 

McGraw Hill 
Sage Publications 

Sage Publications 

Cengage Learning 
Biztantra 

einesni.istion s asle oi Engg. & lechnology MIJAR-74 225 

Edition and 
6/e 2018 
2014 

2015 

4/e, 2018 

2018 

2017 

2016 
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Course Code 
Teaching Hours/Week (L:T:P) 
Credits 
Course Objectives 

2 

3 

STRATEGIC BRAND MANAGEMENT 
20MBAMM404 

1. To appreciate the relationship betwecn corporate stratcgy and Brand Managcment. 

Module-1 Brand Management 

3:0:0 
03 

Module -2 Customer Bascd Brand Equity(CBBE) 

Module -4 Brand Value chain 

To explore the various issues relatcd to Brand Management, brand association, brand identity, brand 

architecture, leveraging brand asscts, brand portfolio managcmcnt. 

CIE Marks 

To develop familiarity and competencc with the strategics and tactics involved in building, leveraging and 

defending strong brands in different scctors. 

SEE Marks 
Exam lours 

Concept, Meaning of Brand, Evolution of Brands, Functions of Brand to consumer, Rolc of Brand 

Advantages of Brand, Product Vs Brand. Branding- Mcaning, Crcation of Brands through goods, services, 
Brand builders. 

people, Organisation, Retail stores, places, online, entertainment, ideas, challenges 

Brand Management-Meaning & Definition. Strategic Brand Management Process-Meaning, Steps in Brand 

Management Process Strong Indian Brands. 

Module -5 Designing and sustaining branding strategies 

Course outcomes: 

Module -6 Making Brands go Global 

Meaning. Model of CBBE, Brand Equity: Meaning, Sources, Steps in Building Brands, Brand building blocks 

Resonance, Judgments, Feclings, 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, positioning guidelines Brand Value: Definition, Core Brand values, Brand mantras, Internal branding, 
7 hours 

Module 3 Choosing Brand Elements to Build Brand Equity 

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. 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 

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

7 hours 

40 

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 

60 

()3 

1. Comprehend & correlate all the management functions which are happening around 

with fundamental concepts and principles of management. 

5 hours 

2. Understand the overview of management. theory of management and practical 

applications of the same. 
3. Effectively use their skills for self-grooming, working in groups and to achieve 

organizational goals 

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 

purchase, luxury marketing mix, luxury retail, International luxury markets: historical leaders and emerging 

countries. 

7 hours 
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Practical Component: 

4.Demonstrate their acumen in applying managerial and behavioral concept in real world/situation. 

No 

1 

5.Understand and demonstrate their cxposure on reccnt trends in management 

2 

SI 

3 

Go to a supermarket and find the brand clements in various brands of soaps, nobilcs, 
jeans, and other product. 
If you would start an MBA College, what would the positioning be with POP'% and 
POD's? 
Pick up your college, analyse its positioning and how would you reposition i? 
Pick a multiproduct company and as completely as possible analyze its brand 
portfolio and brand extensions? 
Consider some groups like Tata's , Birla's, Infosys ctc - what is their branding 
strategy. 
Students are supposed to asscss the product life cycle and appraise alternative 
approaches to luxury brand management. 
Students can select any two popular brands and identify and cxaminc the criteria for 
success in the luxury brand industry. 

Question paper pattern: 

Textbooks 

CO 

CO1 
CO2 

CO3 
CO4 
COS 

CO-PO MAPPING 

Context 

PO1 PO2 

X 

X 

X 
X 

Each full question is for 20 marks. 

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. 

100 percent theory in the SEE. 

PO 

PO3 

Title of the book 

Strategic Brand Management, 
Building Measuring & Managing 
Brand Management -The Indian 

X 

Strategic Brand Management 

X 

PO4 

Each full question will have sub question covering all the topics under a Module. 

X 

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

one to seven and question number eight is compulsory. 

PO5 

X 
X 

Name of the Author/s 

Kevin Lane Keller 

YLRMoorthi 

Jcan, Noel, Kapferer 

Publisher Name 

Pearson Education 

Vikas 
Publication 

Kogan Page 
India 

Edition and 

year 

Latest Edition 

Latest Edition 

Latest Edition 
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4 

Reference Books 

2 

3 

MB Parameswaran 

4 

Compendium Brand Management 

Strategic Brand Management 

Creating powerful brands 

Brand Management for B2B 

Brand Building and 
Advertising Concepts 
and Cases 

Chunnawalla 

Richard Elliott & Larry 
Perclu 
Chernatony 
Shard Sharin 

Tata McGraw Hill 

Publication 

MIJAR- 574 225 

HPH, 

Oxford Press 

Elsevier 

Sage Publications 

.chncio 

Latest Edition 

Latest Edition 

Latest Edition 

Latest Edition 

l/e, 2015 
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