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Time Slot: MS 2018
Course Code: : SBP2MB122
Title: Marketing Management
Type of Course: Core (Compulsory)
Cohort for which it is compulsory: MBA
Cohort for which it is elective: NA
No of Credits: 2
Semester and Year Offered: Ist Semester (Slot 1) July to Sept- 2018
Course Coordinator and Team: Dr. Kartik Dave
Email of course coordinator: kartik@aud.ac.in
Pre-requisites: NA
Aim: Brief description of modules/ Main modules:

The objective of the course is to develop an understanding of the concepts, issues and strategies involved
in marketing function.

Brief description of modules/ Main modules:
Unit 1: Introduction to Marketing Management

Unit 2: Marketing Challenges in the New Millennium and Social Marketing Concept
Unit 3: Segmentation of Customers

Unit 4: Understanding Consumers

Unit 5: Product Management

Unit 6: Pricing and Differentiation Strategies

Unit 7: Sales Promotion Concepts

Unit 8: Distribution and Public Relations

Unit 9: Digital Marketing

Assessment Details with weights:
1. Case Analysis/Assignments  20% (throughout trimester)

2. Mid semester 30% (4/5™ Week)
3. End semester 30% (8™ Week)
4. Group Project 20% (throughout trimester)



Attendance: 80% attendance is mandatory
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