13. Marketing Management 

 The objective of the course is to have the basic concepts of Marketing which is one of the important areas of functional management. This is a pre-requisite for taking up any elective paper in 3rd and 4th semester in the stream of Marketing.

1. Introduction to Marketing: Needs, Wants, Demands, Products, Exchange, Transactions, Market, Marketing, Production  Concept, Product  Concept,  Sales  Concept,  Marketing  Concept,  Societal  Marketing  Concept, Indian Marketing  Environment.

2. Demand analysis: The Major Concepts in Demand Measurement, the Components of Modern Marketing Information System, the Marketing Intelligence system, Marketing decision system, Forecasting and Demand Measurement.    

3. Market Segmentation and Targeting: Identification of    Market Segments, - Consumer and Institutional/corporate  Clientele - Segmenting Consumer Markets, Segmentation Basis, Selecting Target Markets, Segmentation and Targeting as a Basis   for    Strategy Formulation. Developing and Communicating a Positioning Strategy. 

4. Product Management: Product  Life  Cycle, PLC as a  tool for Marketing    Strategy,   Constituents  of  a    Product, , Core Product, Augmented   Product,    Differentiated Products,  Potential  Product,  Product    Line,     Product    Mix ,   Product-line decisions, Brand decisions, classification of  new products, New  Product  Development,  Idea  Generation, Idea Screening, Concept Testing, Business  Analysis,    Market   Testing, Commercialization.

5. Pricing    Strategy:  Objectives  of    Pricing,    Methods    of   Pricing, Selecting the final price, Adopting price, initiating the price cuts, imitating price increases, Responding to Competitor’s price changes.

6. Sales and Distribution Management:  Sales Techniques for Consumer/Industrial clientele-Channel Function and Flows, Channel Levels, Channel Management Decisions, types of retailers, trends in retailing, The growth and trends in Wholesaling. Sales force and sales Agency- Advantages and disadvantages.    

7. Marketing Communication: the communication process , Communication mix, Managing advertising sales promotion , Public relations and Direct Marketing. Sales force Objectives, Sales force structure and size, Sales force Compensation.   

8. Marketing Organisation and Control: Evolution of Marketing Department, Organizing the Marketing Department, Marketing Implementation, Control of    Marketing    Performance, Annual Plan Control, Profitability Control, Efficiency Control, Strategic Control.

References

·      Phillip Kotler: Maketing Management, 11/e, Pearson Publishers, 2007
·  Adrian Palmer , Introduction to Marketing theory and practice Oxford University Press 2007
· Rajan Saxena: Marketing Management, 2/e, TMH, 2006.

· Kerin, Hartley & Rudelius: Marketing—The Core,  McGraw-Hill, Irwin, 2007.

· Lamb, Hair ,Mac Daniel: Marketing, 7/e Thomson Publishers, 2006.

· Boone& Kurtz, Principles of  Marketing,  12/e, Thomson Publishers, 2007. 

· V.S.Ramaswamy , S.Namakumari: Marketing Management, 3/e, Macmillan, 2003.

· Michael J.Etzel, Bruce J. Walker, William J.Stanton, Ajay Pandit, Marketing Concepts 13th ed Tata McGraw Hill 2006

· William D.Perreault, Jr.E.Jerome Mc Carthy, Basic marketing, 14/e, TMH.2007.

· Czinkota and Kotabe: Marketing Management, 2/e, Thomson,2007.

· Joel R. Evans, Borry Berman: Marketing in the 21st Century, 8/e, Biztantra, 2006.

· Philip Kotler and Kelvin Lane Marketing Mangement 12th ed Pearson Education 2007

