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Course purpose and
objectives

The course introduces the student to the realization of marketing theory and
marketing in business. It introduces the theory and practice of marketing
management, analysing areas such as the marketing function within the
organization, the marketing mix, marketing strategy planning, marketing
segmentation, business and consumer markets and the uncontrollable variables
in the marketing environment. The course will help students to enter a business
organization with the necessary theoretical knowledge and the ability to apply
marketing skills in practice.

Learning outcomes

Students are expected to:

e Understand the role and relevance of marketing in a modern organization;

e Analyze and evaluate the business environment and identify its possible
ramifications on the organization;

e Analyze marketing challenges and develop appropriate solutions;

e Enhance their ability to communicate clearly with customers,
stakeholders;

e Understand the consumer buying process and its relation with market
segmentation;

e Develop brand positioning strategies, and effectively engage consumers;

e Understand current developments in marketing such as content marketing,
influencer marketing, mobile marketing and the use of the integrated
approach in marketing communications;

e Differentiate between the elements of the marketing mix;

e Manage the marketing function of an organization demonstrated through an
understanding of the marketing mix elements.

and

Prerequisites

None Required | None

Course content

= Marketing in Today’s Business Milieu

= Elements of Marketing Strategy, Planning, and Competition
= Market Research Essentials

= Analyzing Consumer Markets

= Analyzing Business Markets

= Segmentation, Target Marketing, Positioning, and CRM

=  Product Strategy and New-Product Development
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= Build the Brand

=  Manage Pricing Decisions

= Manage Marketing Channels

= Promotion Essentials: New Media

= Advertising, Sales Promotion, and Public Relations
= Personal Selling and Direct Marketing

Teaching
methodology

Face to Face
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Final Exam: 60%
Assessment Assignments: 30%

Attendance and Participation: 10%
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