MARKETING MANAGEMENT

Semester 1 CIE Marks :40
Course Code 18MBA15 SEE Marks : 60
Teaching Hours / week (L:T:P) 4-0-0 Exam Hours : 03
Credits : 04
Course Objectives:

1. Make students have an understanding of the fundamental concepts of
marketing & the environment in which marketing system operates.

2. To analyze the motives influencing buying behaviour & Describe
major bases for segment marketing, target marketing, and market

positioning.

3. Identify a Conceptual framework, covering basic elements of the
marketing mix.

4, To understand fundamental premise underlying market driven
strategies.

Unit1:

Introduction to Marketing: Introduction, Definitions of market and
marketing, Selling Vs marketing, The Exchange Process, Elements of
Marketing Concept, Functions of Marketing, Old Concept or Product-
oriented Concept, New or Modern or Customer- oriented Concept,
Marketing Myopia, Marketing Environment analysis, (Micro and Macro),
Marketing in the 21st century opportunities, challenges & Ethics.

Unit2:

Buyer Behavior Analysis: Meaning and Characteristics, Importance,
Factors Influencing Consumer Behaviour, Consumer Purchase Decision
Process, Buying Roles, Buying Motives. The black box model of consumer
behaviour. B2B marketing Vs Consumer Marketing.

Case Study on “ Barista Lavazza”, Marketing Management, Arun Kumar &
Meenakshi N, 2/e, Vikas, 2012.Pg 33-34.

Unit3:

Market Segmentation, Targeting & Positioning (STP): Concept of
Market Segmentation, Benefits, Requisites of Effective Segmentation,
Bases for Segmenting Consumer Markets, Market Segmentation Strategies.

Targeting - Bases for identifying target Customer target Marketing
strategies, Positioning - Meaning, Product Differentiation Strategies, Tasks
involved in Positioning. Branding - Concept of Branding, Types, Brand
Equity, Branding strategies.

Case Study on “ Marketing of Tata’s Nano in India ”, Marketing in India:
Text and Cases- Neelamegham S, 4/e, Vikas. Pg 335-354.
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Unit4:

Managing the Product: Concept, product hierarchy, product line, product
mix, product mix strategies, Product life cycle and its strategies, New
Product Development, packing as a marketing tool, Role of labeling in
packing. Services Marketing & its Characteristics.

Case Study on “ American Express ”, Marketing Management: A South
Asian Perspective—Kotler, Keller, Koshy & Jha, 14/e, Pearson Education,
2012.Pg257-259.

Unit-5S:

Pricing decisions: Significance of pricing, factor influencing pricing
(Internal factor and External factor), objectives, Pricing Strategies-Value
based, Cost based, Market based, Competitor based, Pricing Procedure.
Marketing Channels: Meaning, Purpose, Factors Affecting Channel
Choice, Channel Design, Channel Management Decision, Channel
Conlflict, Designing a physical Distribution System, Network Marketing.

Unit 6:

Promotion Strategy: Integrated Marketing Communications (IMC)-
communication objectives, steps in developing effective communication,
Stages in designing message. Advertising: Advertising Objectives,
Advertising Budget, Advertising Copy, AIDA model, Traditional Vs
Modern Media- Online and Mobile Advertising, Social Media for
Advertising.

Sales Promotion: Tools and Techniques of sales promotion, Push-pull
strategies of promotion. Personal selling: Steps/process involved in
Personal Selling. Publicity/Public Relation-word of mouth, sponsorships.
Database marketing: Basic concepts of e-commerce, e-marketing, m-
Commerce, m-marketing, e-networking, CRM, MKIS.

Marketing Planning: Meaning, Steps involved in Marketing planning.
Marketing Audit- Meaning, components of Marketing Audit. Marketing
Strategic Planning Process.

Case Study on “ Facebook ”, Marketing Management: A South Asian
Perspective—Kotler, Keller, Koshy & Jha, 14/e, Pearson Education, 2012. Pg
503-504.

PRACTICALCOMPONENTS:

*  Marketing Games and quiz for Students.

*  Analyze Product Life Cycle of few Products like-Electronic goods,
Computers etc.

*  Study Packaging strategies used by FMCG companies.

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

> 45 4|



COURSE OUTCOME:

1. 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.

3. Explain how companies identify attractive market segments,
differentiate and position their products for maximum competitive
advantage in the market place.

4. Build marketing strategies based on product, price, place and
promotion objectives.

5. Synthesize ideas into a viable marketing plan.

RECOMMENDED BOOKS

*  Marketing Management: A South Asian Perspective—Kotler, Keller,
Koshy & Jha, 14/e, Pearson Education, 2012.

*  Marketing- Lamb, Hair, Mc Danniel, 7/e, Cengage Learning 2012.

*  Marketing Management, Tapan Panda, 2/e, Excel Publication.

REFERENCE BOOKS

. Marketing Management, Arun Kumar & Meenakshi N, 2/e, Vikas,
2012.

¢ Marketing in India: Text and Cases- Neelamegham S, 4/e, Vikas.

*  Fundamentals of Marketing Management, Etzel M.J BJ Walker &
William J. Stanton, 14/e, TMH, 2012.
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MANAGERIAL COMMUNICATION

Semester 1 CIE Marks :40
Course Code 18MBA16 SEE Marks : 60
Teaching Hours / week (L:T:P) 4-0-0 Exam Hours :03
Credits : 04
Course Objective:

1. To enable the students to become aware of their communication skills
and sensitize them to their potential to become successful managers.

2. To enable learners with the mechanics of writing and also help them to
draft business letters in English precisely and effectively.

3.  To introduce the students to some of the practices in managerial
communication those are in vogue.

4. To prepare students to develop the art of business communication with
emphasis on analysing business situations.

5. Totrain Students towards drafting business proposals.

Unit1:

Introduction: Meaning & Definition, Role, Classification — Purpose of
communication — Communication Process — Characteristics of successful
communication — Importance of communication in management —
Communication structure in organization — Communication in conflict
resolution — Communication in crisis. Communication and negotiation
—Communication in a cross-cultural setting.

Unit2:

Oral Communication: Meaning — Principles of successful oral
communication — Barriers to communication — Conversation control
—Reflection and Empathy: two sides of effective oral communication.
Modes of Oral Communication — Listening as a Communication Skill, Non-
verbal communication.

Unit3:

Written Communication: Purpose of writing — Clarity in writing —
Principles of effective writing — Approaching the writing process
systematically: The 3X3 writing process for business communication: Pre
writing — Writing — Revising — Specific writing features — Coherence —
Electronic writing process.

Unit4:

Business Letters and Reports: Introduction to business letters — Types of
Business Letters — Writing routine and persuasive letters — Positive and
Negative messages Writing Reports: Purpose, Kinds and Objectives of
reports — Organization & Preparing reports, short and long reports Writing
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