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COURSE CONTENT

MARKETING MANAGEMENT

II SEMESTER

Course Code Category Hours/Week Credits Maximum Marks
L T P C CIE SEE Total
20MBAO013 CORE 4 0 0 4 40 60 100
Contact Classes:45 Tutorial Classes: Nil Practical Classes: Nil Total Classes: 45

Prerequisite: Basic Marketing Concepts, Communication and Analytics

COURSE OVERVIEW:

The primary goal of Marketing Management is to equip MBA students with a strong understanding
of marketing principles and how these are applied in real-world business contexts. Students learn
how to analyze markets, understand customer behavior, shape marketing strategies, and manage key
marketing decisions that drive business success

COURSE OBJECTIVES:
e To enable understanding of the core concepts of marketing, marketing environment and

process of Marketing Research.

e To educate on the aspects of analyzing market opportunities, customer value and
marketing mix.

e To elucidate on designing a customer driven strategy through Marketing Segmentation,
Targeting and Positioning.

e To outline the significance of Distribution decisions, Promotion & Communication
strategies.

e To highlight the importance of pricing decisions & contemporary marketing topics.

COURSE OUTCOMES: After Completion of the course, students should be able to

1. Explain key marketing concepts, philosophies and the fundamentals of market research
within a global context.

2. Understand consumer behavior and product strategies for customer value-marketing
opportunities.

3. Select market segmentation, targeting and positioning strategies for developing
effective, customer-driven marketing plans.

4. Analyze distribution channels and promotional strategies for measuring their impact on
the effectiveness of marketing communication.

5. Evaluate pricing and marketing strategies for appraise of their ethical, economic-global
impact across personal, digital communication platforms.




Unit — I: Introduction to Marketing:-

Importance, scope of marketing, core marketing concepts, marketing philosophies, marketing
environment, marketing strategies and plans, developed vs. developing marketing; market research:
definition of market research, marketing information system, commissioning market research,
market research process, market research online, market research and ethics, international market
research.

Unit — IT: Analysing Marketing Opportunities, Customer Value and Marketing Mix:

Consumer decision making, creating customer value, analyzing consumer markets, consumer
behavior, cultural, social and personal factors, developing products and brands, product
levels, classifying products, product range, line and mix, product life cycle, new product
development.

Unit — I1I: Designing a Customer Driven Strategy:-

Market segmentation: segmentation of consumer market, business market, requirement for
effective segmentation, market targeting. Evaluating market segmentation, Selecting target market
segmentation, positioning, positioning maps, positioning strategy.

Unit — IV: Distribution Decisions, Promotion & Communication Strategies:-

Marketing channels, channel intermediates and functions, channel structure, channel for consumer
products, business and industrial products, alternative channel, channel strategy decisions, The
promotional mix, advertising, public relations, sales promotion, personal selling, marketing
communication, communication process, communication promotion mix, factors affecting the
promotion mix

Unit—Pricing Decisions & Personal Communication: Importance of Price, Cost Determinant of
Price, Markup Pricing, Profit Maximization Pricing, Break-even Pricing, Pricing Strategies, Ethics
of Pricing Strategy, Product Line Pricing, Word of Mouth, Rural Marketing, Bottom of the Pyramid,
Relationship Marketing, Retail Marketing, Digital marketing, social media and Mobile Marketing,
Market Sustainability and Ethics, Global marketing, Green Marketing.

TEXT BOOKS:
1. Ramaswamy Namakumari, —Marketing Managementl, TMH, 5" Edition, 2013.
2. Philip Kotler, Gray Armstrong, Prafulla. Y. Agnihotri, Ehsan UL Haque, —Principles of
Marketing, South Asian perspectivel, Pearson Education, 13" Edition, 2012.
3. Karunakaran, —Marketing Managementl, Himalaya Publishing House, 2™ Edition, 2012.
Rajan Saxena, —Marketing Managementl, TMH, 4" Edition, 2013.
5. Philip Kotler, Kevin Lane Keller, Abraham Koshy and Mithleshwar Jha —Marketing
Managementl, Pearson Education, 13" Edition, 2012.

6. Kenneth E Clow, Donald Baack, Cases in Marketing Management, Sage South Asia
edition, 2012.
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REFERENCE BOOKS:
= Mukesh Chaturvedi & A.V. Shukla, Marketing - A New Age Perspective, le, Vikas
Publishing, 2025.
= Arun Kumar & N. Meenakshi, Marketing Management, Vikas Publications,3e, 2016.
= Rosalind Masterson, Nichola Phillips, David Pickton, Marketing: An Introduction, Sage
Publications, 5S¢, 2021.

ELECTRONIC RESOURCES: -
1. http://www.pondiuni.edu.in/storage/dde/downloads/mbaii_mm.pdf
2. http://www.ddegjust.ac.in/studymaterial/pgdapr/pgdapr-105.pdf
3. http://dl.ueb.edu.vn/bitstream/1247/2250/1/Marketing Management - Millenium_Edition.pdf
4. http://197.14.51.10:81/pmb/GESTION2/MARKETING/Fundamentals of Marketing.pdf

MATERIALS ONLINE:

Course template

Tutorial question bank

Tech talk and Concept Video topics
Open-ended experiments
Definitions and terminology
Assignments

Model question paper — |

Model question paper — 11

Lecture notes

PowerPoint presentation

Drishya Siksha Sangrah (DSS) Videos
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