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Course Code UBOSMICOMO1 Title of the Course | Marketing Management
Total Credits
of the Course 04 Hours per week 04
Course 1) To understand the fundamental concepts, philosophies, and scope of
Objectives: marketing management, including the marketing mix and distinction

between selling and marketing.

2) To develop knowledge of product planning and pricing strategies,
including product life cycle, new product development, and various
pricing methods.

3) To analyze distribution channels and promotional tools, and
understand their role in delivering value and communicating with
target markets.

4) To examine consumer buying behaviour and apply market
segmentation techniques for effective targeting and positioning.

Course Content

Weightage

Unit No. Description (%)

1 Conceptual Foundation: 25%
Nature and Concept of Marketing Management
Core Concepts of Marketing

Philosophies of Marketing

Importance of Marketing

Scope of Marketing

Selling V/S. Marketing

Marketing Mix

2 Product and Price decisions: 25%
(A) Product Decision

Introduction, Meaning and Concept

Levels of Product (The customer value hierarchy)
Product Classification

Product Mix

Product Life Cycle & Strategies
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e New Product Development Process

e Concept of Packaging, Branding and Labelling
(B) Price Decision:

e Introduction, Meaning and Concept of Price

e Objectives of Pricing Decision

e Factors affecting Pricing Decision

e Methods of Pricing

3 Place and Promotion decisions: 25%
(A)Place (Distribution)

e Concept of distribution

e Types of channels of distribution

e Factors affecting channels of distribution
(B) Promotion decision

e (Concept of Promotion

e Tools of promotion

e Kinds of media of advertising

4 Consumer Behaviour and Market Segmentation: 25%

(A) Consumer Behaviour

e Introduction, Importance

e Major Factors Influencing Consumer Behaviour

e Types of Buying Decision Behaviour and Stages in Buying
Decision Process.

(B) Market Segmentation

e Concept of Market Segmentation

e Bases of Market Segmentation

e Segmentation Process

Teaching- The course would be taught /learnt through ICT (e.g. Power Point
Learning Presentation, Audio-Visual Presentation), Lectures, Group Discussions,
Methodology Quizzes,Assignments, Case Study and Browsing E- Resources.

Internal and External Examination Evaluation

Details of the Evaluation / Exam Pattern 50 Marks 25 Marks
(%) (%)

1 Class Test (at least one) 15 (30%) 10 (40%)
2 Quiz (at least one) 15 (30%) 05 (20%)
3 Active Learning 05 (10%) —
4 Home Assignment 05 (10%) 05 (20%)
5 Class Assignment 05 (10%) —
6 Attendance 05 (10%) 05 (20%)

Total Internal (%) 50 (100%) 25 (100%)
Final Examination (%) 50 (100%) 25 (100%)

Sr. No. | Course Outcomes: Having completed this course, the learner will be able to
1) Students will be able to explain the basic concepts, scope, and philosophies of
marketing management and understand the marketing mix.
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2) Students will be able to apply product planning and pricing strategies in business
decision-making.

3) Students will be able to analyze distribution channels and promotional tools used
in marketing.

4) Students will be able to evaluate consumer behaviour and implement market
segmentation techniques for target marketing.

Sr. No. Suggested References:

1) Kotler, P., & Keller, K. L. (2016). Marketing management (15th ed.). Pearson
Education Limited.

2) Kotler, P., & Armstrong, G. (2004). Principles of marketing (10th ed.). Pearson
Education Inc.

3) Kazmi, S. H. H., & Batra, S. K. (2009). Advertising and sales promotion. Excel
Books.

4) Majumdar, R. (2010). Marketing research: Text, applications and case studies.
New Age International Publishers.

5) Stanton, W. J., Etzel, M. J., & Walker, B. J. (1994). Fundamentals of marketing
(10th ed.). McGraw-Hill.

6) Ramaswamy, V. S., & Namakumari, S. (2018). Marketing management: Indian
context global perspective (6th ed.). SAGE Publications India.

7) Saxena, R. (2009). Marketing management (4th ed.). Tata McGraw-Hill
Education.

Sr. No. | On-Line Resources available that can be used as Reference Material

1) https://onlinecourses.swayam?2.ac.in/e-learning/preview/imb26 _mgl6

2) https://onlinecourses.nptel.ac.in/noc26_mg66/preview

3) https://onlinecourses.swayam?2.ac.in/e-learning/preview/imb26 mgl01

4) https://onlinecourses.nptel.ac.in/noc26 _mg69/preview
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https://onlinecourses.swayam2.ac.in/e-learning/preview/imb26_mg16
https://onlinecourses.nptel.ac.in/noc26_mg66/preview
https://onlinecourses.swayam2.ac.in/e-learning/preview/imb26_mg101
https://onlinecourses.nptel.ac.in/noc26_mg69/preview

