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WARNING
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Total Marks: 100

Pass Marks: 40

ASSIGNMENT No. 1

Note:
All questions are compulsory and each question carry equal marks.

Q. 1
(a)
What do you understand by Marketing of Services? Define the nature and classification of services, and marketing strategies for services based firms?
(10)

(b)
What is meant by new product? Why are the new products considered to be life blood for the companies? Explain with reference to new product development process?
(10)
Q. 2
(a)
Critically analyze the role of advertising in the marketing of products and services. Do you think there is any negative impact of advertising on the society? 
(10)

(b)
What do you know by the term direct marketing? Keeping in view the present trends in the direct marketing, how do you foresee the future of direct marketing? 
(10)
Q. 3
Why are the branding, packaging and labeling decisions considered to be so important by marketers? Elaborate in the light of some important branding policies and strategies? 
(20)
Q. 4
What is meant by Global marketing? What are the factors and reasons for going to market globally? Which factors are of vital consideration for marketers while deciding to enter the global marketing? 
(20)
Q. 5
Write notes on the following: 
(20)

(a)
Penetration pricing


(b)
Skimming pricing


(c)
Breakeven point


(d)
Trading up and trading down


(e)
Communication model


(d)
Levels of product

ASSIGNMENT No. 2

Total Marks: 100
This assignment is a research-oriented activity. You are required to obtain information relating to any business/commercial organization and prepare a paper of about 10 pages on the topic allotted to you. You are required to prepare two copies of Assignment # 2. Submit one copy to your tutor/teacher for evaluation and the second copy for presentation in the workshop in the presence of your resource persons and classmates, which will be held at the end of the semester prior to final examination. Students studying at the approved Study Centers of AIOU are required to present the same at their study centers. 

Include the following main headings in your report: -

a) Introduction to the topic

b) Important sub-topics

c) Practical study of the organization with respect to the topic

d) Review of theoretical and practical situations

e) Merits and demerits of the organization with respect to your topic

f) Conclusions and recommendations

g) Annex, if any

You may use transparencies, charts or any other material for effective presentation. You are also required to select one of the following topics according to the last digit of your roll number. For example, if your roll number is D-3427185 then you will select topic # 5 (the last digit): -

TOPICS:

0. Challenges in new product development

1. Marketing strategies for market leaders and followers

2. Integrated direct marketing

3. The marketing process

4. Factors influencing buying behavior

5. Market segmentation

6. Developing a positioning strategy

7. Sales promotion

8. Marketing strategies throughout the product life cycle

9. Marketing decision support system.

MARKETING MANAGEMENT

COURSE OUTLINES-5521
Unit-1:
UNDERSTANDING MARKETING MANAGEMENT
I
Assessing Marketing’s Critical Role in Organizational Performance

· Marketing Management

· Company Orientations toward the Marketplace

· The Adoption of Marketing

II 
Building Customer Satisfaction through Quality, Service and Value

· Defining Customer Value and Satisfaction

· Delivering Customer Value and Satisfaction

· Attracting and Retaining Customers

· Custom Profitability: The Ultimate Test

· Implementing Total Quality Management

Unit-2:
WINNING MARKETS THROUGH MARKET-ORIENTED STRATEGIC PLANNING

· The Nature of High-Performance Business

· Corporate and Division Strategic Planning

· Business Strategic Planning

· The Marketing Process

· Product Planning the Nature and Contents of a Marketing Plan

Unit-3:
ANALYZING MARKETING OPPORTUNITES

I
Managing Marketing Information and Measuring Market Demand

· What is a Marketing Information System?

· Marketing Intelligence System

· Marketing Research System

· Marketing Decision Support System

· An Overview of Forecasting and Demand Measurement

II
Scanning the Marketing Environment

· Analyzing Needs and Trends in the Macro environment

· Identifying and Responding to the Major Macro environment Forces

III
Analyzing Consumer Markets and Buying Behavior

· Models of Consumer Behavior

· Major Factors Influencing Buying Behavior

· The Buying Process

Unit-4:
ANALYSING MARKETING


I
Analyzing Business Markets and Business Buying Behavior

· What is Organizational Buying?

· Institutional and Government Markets

II
Analyzing Industries and Competitors

· Identifying Competitors

· Identifying Competitors Strategies

· Determining Competitors Objectives

· Assessing Competitors Strengths and Weaknesses

· Estimating Competitors Reaction Patterns

· Designing the Competitive Intelligence System

· Selecting Competitors to Attack and Avoid

· Balancing Customer and Competitor Orientations

III
Identifying Market Segments and Selecting Market Targets

· Market Segmentation

· Market Targeting

Unit-5:
DEVELOPING MARKETING STRATEGIES - I

I
Differentiating and Positioning the Market Offering

· Tools for Competitive Differentiation

· Developing a Positioning Strategy

· Communicating the Company’s Positioning

II
Developing New Products

· Challenges in New Product Development

· Effective Organizational Arrangements

· Managing the New Product Development Process

· The Consumer Adoption Process

III
Managing Life-Cycle Strategies

· The Product Life Cycle

· Marketing Strategies Throughout the PLC

· Market Evolution

Unit-6:
DEVELOPING MARKETING STRATEGIES - II

I
Designing Marketing Strategies for Market Leaders, Challengers, Followers, and Nichers

· Market Leader Strategies

· Market Challenger Strategies

· Market-Follower Strategies

· Market-Nicher Strategies

II
Designing and Managing Global Marketing Strategies

· Deciding whether to go abroad

· Deciding which Market to Enter

· Deciding How to Enter the Market

· Deciding on the Marketing Program

· Deciding on the Marketing Organization

Unit-7:
PLANNING MARKETING PROGRAMS

I
Managing Product Lines, Brands, and Packaging

· Product-Mix Decisions

· Product-Line Decisions

· Brand Decisions

· Packaging and Labeling Decisions

II
Managing Service Business and Product Support Services

· The Nature and Classification of Services

· Characteristics of Services and their Marketing Implications

· Marketing Strategies for Service Firms

· Managing Product Support Services

III
Designing Pricing Strategies and Programs

· Setting the Price

· Adapting the Price

· Initiating and Responding to Price Changes


IV
Selecting and Managing Marketing Channels

· Channel-Design Decisions

· Channel Management Decisions

· Channel Dynamics

· Channel Cooperation, Conflict and Competition

V
Managing Retailing, Wholesaling, and Market Logistics

· Retailing

· Wholesaling

· Market Logistics

Unit-8:
PLANNING MARKET PROGRAMME

I
Designing and Managing Integrated Marketing Communications

· A view of the Communication Process

· Developing Effective Communications

II
Managing Advertising, Sales promotion, and Public Relations

· Developing and Managing an Advertising Program

· Sales Promotion

· Public Relations

III
Managing the Sales Force

· Designing the Sales Force

· Managing the Sales Force

· Principles of Personal Selling

IV
Managing Direct and Online Marketing

· The Growth and Benefits of Direct Marketing 

· Customer Databases and Direct Marketing

· Major Channels for Direct Marketing

· Marketing in the Twenty-First Century Online Marketing

· The Growing Use of Integrated Direct Marketing

· Public and Ethical Issues in the Use of Direct Marketing

Unit-9:
ORGANIZING, IMPLEMENTING, EVALUATING, AND CONTROLLING MARKETING ACTIVITIES

· Company Organization

· Marketing Organization

· Marketing Implementation

· Controlling Marketing Activity
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