MARKETING MANAGEMENT

Subject Code : 16MBA15 IA Marks : 20
No. of Lecture Hours / Week: 03 Exam Hours : 03
Number of Lecture Hours : 56 Exam Marks  :80
Practical Component : 02 Hours / Week

Objectives:

* To provide an insight to basic concepts of markgtimanagement.

 To understand various marketing models for solvngrketing
problems.

« To understand fundamental premise underlying mardketen
strategies.

Course Outcome:
At the end of the course students are able to:

« Acquire knowledge regarding basic concepts and tiome of
Marketing Management.

* Apply various marketing concepts to solve day-tg-darporate
problems.

» Learn various strategies which enable decision ngpgrocess.

« Study ever-changing environment and use of apmtgpmodels
and techniques of Marketing.

« Synthesize ideas into a viable marketing plan.

Unit 1. (10 hours)
Introduction to Marketing: Introduction, Definitions of market and
marketing, The Exchange Process, Elements of MatkeConcept,
Functions of Marketing, Old Concept or Product-ented Concept,
New or Modern or Customer- oriented Concept, Mankget
Environment, Techniques used in environment amgly@haracteristics
(Micro and Macro), Marketing to the 21st centurgtmumer
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Unit 2: (8 hours)
Consumer Behaviour Analysiss Meaning and Characteristics,
Importance, Factors Influencing Consumer Behavio@onsumer
Purchase Decision Process, Buying Roles, Buyingivdst Buyer
Behaviour Models

Unit 3: (10 hours)
Market Segmentation, Targeting & Positioning: Concept of Market
Segmentation, Benefits, Requisites of EffectiverBegtation, Bases for
Segmenting Consumer Markets, Market Segmentatiategies.
Targeting - Bases for identifying target Customargét Marketing
strategies, Positioning - Meaning, Product Diffdiaron Strategies,
Tasks involved in Positioning.Branding - ConceptBsanding, Types,
Brand Equity, Branding strategies.

Unit 4: (8 hours)
Managing the Product: Concept, product hierarchy, product line,
product mix, product mix strategies, Product lijele and its strategies,
New Product Development, packing as a marketing, tBwmle of
labelling in packing.

Unit-5 (10 hours)
Pricing decisions. Significance of pricing, factor influencing prign
(Internal factor and External factor), objectivesicing Strategies-Value
based, Cost based, Market based, Competitor bBsethg Procedure.
Marketing Channels. Meaning, Purpose, Factors Affecting Channel
Choice, Channel Design, Channel Management Degist@mannel
Conflict, Designing a physical Distribution SystelNetwork Marketing,

Unit 6: (10 hours)
Marketing Planning: Meaning, Concepts, Steps inedlin Marketing
planning, Marketing Audit- Meaning, Feature, Vagsocomponents of
Marketing Audit Marketing Strategy-Analysis of Ity and
Competition, Strategic Planning Process,
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Case Studiesin Indian Context

Practical Components:

* Analyze Product Life Cycle of few Products like-&i®nic goods,
Computers etc.

» Study Packaging strategies used by FMCG companies

 Understand Marketing strategies, plans used by nanhde,
cosmetic, FMCG companies etc.
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