BBCC1005 MARKETING MANAGEMENT (3-1-0)

Course Description:

Marketing management course is designed to help undergraduate students gain a broad, foundational

understanding of the basic components of modern marketing. This course aims to familiarize students with the

marketing function in organizations. It will equip the students with understanding of the Marketing Mix elements

and sensitize them to certain emerging issues in Marketing. The course is intended to bring in key principles and

activities crucial for the role that marketing has in an organization.

Course Objective(s):

1. Develop understanding about marketing management concepts and frameworks, and apply these to a
new or existing business.

2. Develop skills to analyze and synthesize information and derive insights related to marketing
management, from several perspectives

3. It also explores best practices in managing marketing activities within an organization and how to
measure the impact on demand and attempt to forecast and influence its future levels, magnitude and
timing.

Course Content:

Unit 1:

Introduction: Nature, Scope and Importance of Marketing, Evolution of Marketing; Core marketing concepts;
Company orientation - Production concept, Product concept, selling concept, Marketing concept, Holistic
marketing concept; Marketing Environment. Demographic, Economic, Political, Legal, Socio cultural,
Technological environment (Indian context); Market and competition analysis, Market Analysis and Creating and
Delivering Customer Value. types of marketing (B2C, B2G, B2B, C2C)

Unit 2:

Segmentation, Targeting and Positioning: Concept; Levels of Market Segmentation, Basis for Segmenting
Consumer Markets; Consumer Behavior, The Rise of Consumer Democracy, Stimulus Response Model of
Consumer Behavior, Buyer’s Cultural, Social, Personal, and Psychological Characteristics particularly in Indian
context, Consumer Buying Decision Process, Business Customer’s Buying Decision Process, and Traditional vs.
Experiential Marketing's View of Customer.

Unit 3:

Product decisions: Concept of Product Life Cycle (PLC), PLC marketing strategies, Product Classification,
Product Line Decision, Product Mix Decision, Branding Decisions, Packaging & Labelling. Portfolio approach —
Boston Consulting Group (BCG) matrix. Introduction to Brand Management and Innovation and New Product
Development.

Pricing Decisions: Determinants of Price, Pricing Methods (Non-mathematical treatment), and Adapting Price.
Promotion Decisions: Factors determining promotion mix, Promotional Tools — Fundamentals of advertisement,
Sales Promotion, Public Relations & Publicity and Personal Selling. Marketing Channel Decision: Channel
functions, Channel Levels, Types of Intermediaries: Wholesalers and Retailers, Introduction to Retail
Management.

Unit 4:

Marketing of Services: unique characteristics of services, marketing strategies for service firms — 7Ps.
Contemporary issues in Marketing, E-commerce, Digital Marketing, Ethics and social responsibility in Marketing,
Integrated Marketing, Online Payments, Rural Marketing, Social Marketing, Green Marketing (Introductory
aspects only).



Course Outcome(s):

1.

2.

3.
4.

5.

Understand fundamental marketing concepts, theories and principles; the role of marketing in the

organization context.

Recognizevarious elements marketing mix for effective functioning of
an organization.

Critically analyze an organization’s marketing strategies.

Learn appropriate tools and techniques of marketing with focus on Indian experiences, approaches and

cases.

Evaluate marketing implementation strategies and formulate and assess strategic, operational and tactical

marketing decisions.
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