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Course Objectives

C1l

To develop an understanding and enhance the knowledge about marketing
theories, principles, strategies and concepts and how they are applied.

C2

To provide with opportunities to analyze marketing activities within the firm.

C3

To analyze and explore the buyer behavior pattern in marketing situations.

C4

To understand the branding, pricing and strategies in marketing a product.

C5

To upgrade the knowledge and awareness of Consumer Rights in the Market.

SYLLABUS

UNIT

Details

No. of
Hours

Course
Objectives

Introduction: Marketing Management Philosophies —
What is marketing- The concepts of marketing-
Marketing and Services — Digital Marketing — Social
Media Marketing — Current marketing challenges;
Rural Marketing — E-Rural Marketing — International
Marketing — Industrial Marketing.

12

C1

Strategic Marketing— Marketing Management Process
— Analysis of Marketing opportunities, Selecting
Target Consumers, developing Marketing Mix
Analysis of Macro and Micro environment Marketing
Research as an Aid to Marketing, Marketing Research
Process — Sales Forecasting —Techniques. Marketing
Tactics, The Mix Service and Retail Marketing.

12

C2

MIS: Marketing Information Systems- Customer
Relationship  Management ~ (CRM)  Customer
Engagement Marketing — Sales force Automation-
Marketing Analytics

12

C3

Buyer Behaviour: Factors Influencing Consumer
Behaviour — Buying situation— Buying Decision
Process — Industrial Buyer Behaviour. Market
Segmentation : Targeting and Positioning -
Competitive Marketing Strategies. Customer Life
Cycle — Customer Life time Value, Product Portfolio
Management.

12

C4




UNIVERSITY OF MADRAS

MASTER OF BUSINESS ADMINISTRATION (MBA) DEGREE PROGRAMME
SYLLABUS WITH EFFECT FROM 2023-2024

Product Policies: Consumer and Industrial Product
Decisions, Branding, Packaging and Labelling — New
Product Development and Product Life Cycle
Strategies, Pricing — Pricing Strategies and
approaches, Promotion Decisions: Promotion Mix —
Integrated Marketing Communication — Advertising
and Sales Promotion - Sales Force Decisions,
Selection, Training, Compensation and Control —
Publicity and Personal Selling — Distribution
Management — Channel Management: Selection, Co-
operation and Conflict Management — Vertical,
Horizontal and Multi-channel Systems Consumer
Protection — Awareness of Consumer Rights in the
Market Place.

12 C5

Total 60

Course Outcomes

Course

On completion of this course, students will; Program Outcomes
Outcomes

Understand the fundamental principles of marketing,

Col marketing concepts and ideas.

PO4, PO6, PO7

Understand the organization’s marketing strategy and
CO2 marketing environment. Familiar with marketing PO4, PO6
research with forecasting techniques.

Understand the buyer behavior and market

cos3 segmentation and competitive marketing strategies. PO4, POB, PO7
co Think _ strgteglcally about branding, pricing and PO3, PO4, POB, PO7
marketing issues.
Familiar with Promotion decisions along with awareness
CO5 on Consumer Rights in the Market Place. PO6, PO8
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CO1 2 2 2
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