Course Code DEMKT503

Course Title MARKETING MANAGEMENT

Unit 1 Introduction: market and marketing, definition, nature and scope of marketing, exchange process,
functions of marketing, core marketing concepts

Unit 2 Marketing orientations: evolution of modern marketing concept, holistic marketing concepts, new
marketing orientations selling vs. marketing

Unit 3 Marketing mix: 7 P‘s & 7 C’s of Marketing, 4 A’s of Marketing, customer quality, value and satisfaction,
Michael E. Porters chain analysis model

Unit 4 Marketing environment: Significance of scanning marketing environment; Analysis of macro
environment of marketing — economic, demographic, socio-cultural, technological, political legal and
ecological; Impact of micro and macro environment on marketing decisions

Unit 5 Consumer behaviour: buyer behaviour, different consumer roles, need for studying buyer behaviour,
different buying motives, consumer buying decision process and influences, consumer vs. business buying
behaviour, industrial buying process

Unit 6 Segmentation decisions: market segmentation, characteristics of a segment, bases for segmenting a
consumer market, levels of market segmentation, factors influencing selection of market segments

Unit 7 Targeting and positioning: Benefits of market segmentation; Criteria for effective market segmentation;
Target market selection and strategies; Positioning — concept, bases and process

Unit 8 Product decisions: concept and classification, layers of products, major product decisions, product-mix,
new product development stages, packaging and labelling, product life cycle (PLC) — concept and appropriate
strategies adopted at different stages

Unit 9 Pricing decisions: pricing — objectives, price sensitivity, factors affecting price of a product, pricing
methods and strategies, ethical issues in product and pricing decisions

Unit 10 Distribution planning: channels of distribution — concept and importance, different types of
distribution middlemen and their functions, selection, motivation and performance appraisal of distribution
middlemen

Unit 11 Distribution decisions: decisions involved in setting up the channel, channel management strategies,
distribution logistics — concept, importance and major logistics decisions, channel integration and systems,
ethical issues in distribution decisions

Unit 12 Distribution decisions: retailing and wholesaling, types of retail formats, retail theories, retailing
strategies, non-Store retailing, wholesaling — nature and importance, types of wholesalers, developments in
retailing and wholesaling in Indian perspective

Unit 13 Promotion decisions: role of promotion in marketing, promotion mix, integrated marketing
communication, concept, communication process and promotion, determining promotion mix, factors
influencing promotion mix, developing promotion campaigns, sales promotion, direct marketing, public
relations, digital and social media



Unit 14 Trends in marketing: service Marketing, e-marketing, green marketing, customer relationship
management, rural marketing, other emerging trends, ethical issues in marketing.



