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foundational understanding of the basic components of modern marketing. This course aims
1o 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 erucial

for the role that marketing has inan organization.

CourscObjective(s):
1. Develop understanding about marketing management concepts and frameworks, and
apply these to anew or existing business,

2¢ information and derive insights related to

2. Develop skills to analyze and synthesi
marketing management, from several perspectives

best practices in managing  marketing activities  within _an
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CourseContent:

of Marketing, Evolution of Marketing; Core

Unitl:
onconccpl,I‘roduclconccpt.selling concept,

Introduction: Nature, Scope and Importance

markclingconccpts;Companyoricmmion-l’roduc(i
Marketing concept, Holistic marketing concepti Marketing Environment: Demographic,

Economic, Political, Legal, Socio cultural, Technological environment (Indian context);
Market and competition analysis, Market Analysis and C reating and Delivering Customer

Value. types of marketing (B2C, B2G, B2B, C2C)

Unit2:
evelsofMarketSegmentation,Basis for

Segmcmalion.Targ.elingandl’ositioning:(‘onccpl:l-
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



Fuinir3:

mductdccisions:ConceptofProductLifeCycle(PLC).PLCmarkctingsuatcgies,l’roducl
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  miXx, Promotional Tools -
Fundamentalsofadvertisement,SalesPromotion,PublicRelations&Publicityand
PersonalSelling.MarkctingChanneIDccision:Channelfunctions,ChannechveIs,Types
ofintermediaries: WholesalersandRetailers, IntroductiontoRetailManagement.

Unitd:

MarketingofServices:uniquecharactcristicsof‘serviccs,markctingstrategiesforservice 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).

radings:

TextBooks(LatestEditions):
1. KotlerP. KellerK. etal. Marketing Management(1 6thedition).PearsonEducation Pvt. Ltd.

Z: Aakcr,D.A.andMoormanChristine.,Srrateg:‘cMarketManagemem:GIobalPerspectives.
John Wiley & Sons.

3. ShaineshG.KotlerPhilip.KellerKevin,AlcxanderChemcv,JagdishN.Shethl
MarketingManagement. PearsonHigherEducation

4. Kotler,P.,Armstrong,G.,andAgnihotri,P.Y Principles ofMarketing(17"%edition). Pearson
Education.

5. Ramaswamy, V.S.& Namakumari, S.Marketing Management: Indian Context
GlobalPerspective (6™edition). Sage Publications India Pvt. Ltd.

6. Sheth,J .N.,&Sisodia,R.S.(Eds).Doe.s-MarkelingNeedReform?:F reshPerspectives on
the Future. Routledge.

7. Pcrcy.L.StraleglclmegratedMarkeringCommunicmions.Roulledge.

8. Chaffev.D..&Ellis-Chadwick,F.DigitalMarketing(T"edition).PearsonHigherEducation.



9. BiswasA.K.Slralcgicl\‘lm'kel/\'lmmgcmcnl:MmmghvgMz:rkel.sﬁu7;roﬁlamlgrowlh
NotionPress.

10. Schmiu.[}.E\-pcriemialnmrkcli:vg.Bilbx\o:Dcuslo.

11, Kumar, N.Marketing as Strategy: Understanding the CEO's A gendafor driving
Growth and Innovation. Harvard Business Review Press.

12. Treacy,M..andWiersema,F. Thedisciplineofmarketleaders: Chooseyour customers,
narrow your focus, and dominate your market, Basic Books.

13. Treacy,M.Double-digit Growth: How Great Companies Achievelt--No Matter what?
Penguin.

14.Capon,N.Themarketi ngmavens.CrownBusiness.

15. LevittT.MarketingMyopia.

16. Hamel&PrahaladCompetingfortheFuture

17. PeterDoyle :Value-BasedMarketing

18. Forsyth.Gupta,Haldar:AchmentationYouC anActon.

19. DanielYankelovichandDavidMecr(HBS):RediscovcringMarkctchmcmation
20.C .K.Prahalad:TheFonuneauheBottomoﬁhePyramid

21. AlRics&] ackTrout:Positioning:Thebattleforyourmind

CourseQutcome(s):

: 2 UnderstandfundamcnmImarketingconcepts.theoricsandprinciplcs;lherolcof marketing in
the organization context.

2. Recognize various elements marketing mix for effective functioning of an
organization.

3. Criticallyanalyzcanorganization'smarkclingstrategics.

4. Leamappropriatetoolsandlechniquesofmnrkctingwithfocusonlndian experiences,
approaches and cases.

5. Evaluatemarketingimplementalionslrutcgicszmd[‘ormulatcnndnsscssstmtegic.
operational and tactical marketing decisions.




