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1. Course Information
Post Graduate Diploma in Management
	Course Code and title
	20102 , Marketing Management II

	Credits
	3

	Term and Year
	Term II, AY 2021-22

	Course Pre-requisite(s)
	MM-I

	Course Requirement(s)
	N/A

	Course Schedule (day and time of class)
	As Scheduled by PMC

	Classroom # (Location)
	As Allocated

	Course Instructor
	Instructor’s Name

	Course Instructor Email
	Instructor’s Mail Id

	Course Instructor Phone (Office)
	Faculty’s extension number

	Student Consultation Hours
	As offered by Faculty

	Office location
	Designated Cabin


2. Course Overview
Marketing Management-II is an application-oriented course. It aims at imparting an understanding of all aspects of marketing planning and implementation. The primary objective of this course is to help the students in developing skills and gaining experience in analyzing a business situation in a given marketing environment with an objective to formulate, implement, and monitor marketing strategy. The course provides a hands-on approach to the development of a comprehensive marketing plan and develops the key capabilities required to construct and implement marketing objectives.  
The course has been conceptualized as being supplementary in nature to the fundamental course of marketing management. It intends to apply the concepts learned in MMI in a fieldwork setting. Therefore, the focus here is to expose the students to marketing as it happens in the field, which may include field visits to the point of sale, interviews with practicing marketing managers, observation and recording of consumer behavior in actual field setting, and conducting research into various aspects of marketing function. This information is then synthesized in the determination of company’s marketing objectives. This understanding will help students in the advanced marketing courses and in dealing with practical scenarios in the field of marketing.

(Note: Unprecedented times may mandate curtailing field visits and thus interacting over zoom could be arranged depending on how the situation unfolds)

3. Course Learning Outcomes: (CLOs)
CLO1: Appraise the contemporary trends in marketing (ANALYZE).

CLO2: Evaluate real-life marketing situations for decision-making (EVALUATE).

CLO3: Design a Marketing Plan for an Organization (CREATE)
4. Mapping of CLOs with PLOs and GAs
List of PLOs

PLO1: Communicate Effectively.

PLO2: Demonstrate the Ability to Work in Teams to Achieve Desired Goals.

PLO3: Reflect on business situations applying relevant conceptual frameworks.

PLO4: Evaluate different ethical business perspectives.

PLO5: Determine sustainability issues.

PLO 6: Exhibit creative thinking.
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** I: Introduced; R: Reinforced; E: Emphasised
List of GAs

GA 1:  Self-initiative

GA 2:  Deep discipline knowledge

GA 3:  Critical thinking and Problem solving 

GA 4:  Humility, Team-Building and Leadership Skills

GA 5:  Open and Clear Communication

GA 6:  Global outlook

GA 7:  Ethical competency and sustainable mindset

GA 8:  Entrepreneurial and innovative
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5. Books/ References
· Kotler, Philip, Keller, K., Koshy, A., Jha, M., Principles of Marketing Management, a South Asian Perspective, 17th edition, N. Delhi, Pearson Education. 

· Ramaswamy, V S, Namakumari, S, Marketing Management – Global Perspective, the Indian Context, 5th edition, New Delhi, Macmillan Publications. 

· Bains, P., Fill, C., Page, K., Sinha, PK, (2013), Marketing – Asian Edition, New Delhi, Oxford University Press. 

· Lamb, C.W., Hair, J.F., Sharma, D., McDaniel, C., Marketing -A South Asian Perspective, 2012, New Delhi, Cengage Learning Pvt. Ltd. 

Readings:

Steenburgh, Thomas J., and Jill Avery. "Marketing Analysis Toolkit: Situation Analysis." Harvard Business School Background Note 510-079, February 2010.
· Ghemawat, Pankaj, and Jan W. Rivkin. "Creating Competitive Advantage." Harvard Business School Background Note 798-062, January 1998. (Revised February 2006.)

· Kahn, B. E. (2013). “Global Brand Power: Leveraging Branding for Long-Term Growth.” New York: Wharton Digital Press

· Hardisty, D. J., Allard, T. & Griffin, D. (2020). “Upgrade Your Pricing Strategy to Match Consumer Behavior.” Harvard Business Review.

· Rangan, V. Kasturi. "Designing Channels of Distribution." Harvard Business School Background Note 594-116, May 1994.

· Scott, D. M. (2020). The New Rules of Marketing and PR: How to Use Social Media, Blogs, News Releases, Online Video, and Viral Marketing to Reach Buyers Directly, 2nd Edition. New Jersey: Wiley

· Bona, C., Koslow, L., Frantz, R., Nadres, B. & Rataiczak, D. (2020). “How Marketers Can Win with Gen Z and Millennials Post-COVID-19. https://www.bcg.com/publications/2020/how-marketers-can-win-with-gen-z-millennials-post-covid
· Sara Wilson. “Where Brands Are Reaching Gen Z?” Harvard Business Review, March 2021.
Internet Resources:

· Free Marketing Plan Templates. https://www.adobe.com/express/create/marketing-plan
· https://www.afaqs.com/ (For Marketing News and Analysis)

· https://www.campaignindia.in/ (news on the latest developments, thought-provoking and timely analysis and informed debate on issues that confront practitioners in the country

· http://www.businessworld.in
· https://brandequity.economictimes.indiatimes.com/

6. Flipped Videos

Video 1. https://www.coursera.org/lecture/forecasting-budgeting-territories-evaluation/market-potential-sales-potential-9x8MH?utm_source=link&utm_medium=page_share&utm_content=vlp&utm_campaign=top_button (Market and Sales Potential)
Video 2.  https://youtu.be/3zLa7tGu1dQ (Porshe Brand Growth Strategy: Finding a New Audience)

Video 3. https://youtu.be/A3PDXmYoF5U (Competitive positioning through Product Features)

Video 4. https://youtu.be/OknBv5QSpg0 (Competitive Positioning)

Video 5. https://youtu.be/Rpa29LXJjyI (Pricing and Quotations)

Video 6. https://www.youtube.com/watch?v=ALoo4vrKKUw (What are Distribution channels)

Video 7. https://www.shopify.in/learn/tutorials/how-to-leverage-free-online-tools-for-client-communication (How to Leverage Free Online Tools)

 Video 8. https://youtu.be/O4ZWk1LJEz4 (Preparing a Marketing Budget)

7. Assessment Tasks/ Components
	Assessment Item
	Description
	Weightage
	CLO

	Assessment 1 Competitor Analysis
	Students in learning teams will choose a firm from a list of previous recruiters. They will perform a detailed competitor analysis of that firm and draw a competitor map.  Thereafter, they will also identify a distinct competitive advantage for the chosen firm. 

· Submission details:  Soft copy 

· After 5th session 

· Group Assessment: Written Assignment
Feedback: Through rubrics and counselling as required. 

· Pre/In/beyond class: Beyond class
	20 %
	CLO 2



	Assessment 2

IMC Strategy Draft
	Students in learning teams will prepare a client and creative brief for the selected firm. They will leverage new age marketing communication tools like websites, blogs, social media, mobile marketing and so on.

· Submission details:  Soft copy 

· After 17th session 

· Group Assessment: Video Assignment
Feedback: Through rubrics and counselling as required. 

Pre/In/beyond class: Beyond class

	20%
	CLO 2

	Assessment 3
Viva Voce
	Viva-voce would be based on appraisal of marketing trends and its application using MM concepts and the work that has been undertaken by the student on their marketing plan. Students would be motivated to identify the issues of ethics in marketing and propose alternatives
· Individual Assessment
	20% 
	CLO1

	Assessment 4
Marketing Plan Report 


	Each learning team will submit a report on the marketing plan. The marketing plan report will be based on the selected firm. 

Group Assessment: Detailed study of Marketing Mix of selected firm. The development of the marketing plan will involve a combination of desk research and field visits. 
· Submission details:  Soft copy 

· After 20th session

Feedback on marketing plan:  Feedback will be given immediately after assessment.

· Pre/In/beyond class: Beyond class 
	20%
	CLO 3

	Assessment 5
Marketing Plan Presentation


	The Marketing plan has to be presented before a panel comprising of one faculty and an industry expert. 

· Individual Assessment
	20%
	CLO3 


8. Mapping CLOs with Assessment Components
	Assessment Component
	CLO 1:


	CLO 2:


	CLO 3:

	Competitor Analysis
	
	Embedded
	

	IMC Strategy
	
	Embedded
	

	Viva Voce
	Embedded
	
	

	Marketing Plan Report
	
	
	Embedded 

	Marketing Plan Presentation
	
	
	Embedded


9. Session Plan
	Curtain Raiser Activities:
A. Industry Immersion Seminar-  Industry expert talks on ‘Post Pandemic Marketing Models’ (Retail, E-commerce, Hospitality, Banking) online for all the four campuses
B. Mantra to Succeed- Alumni Coffee Table Stories (Success and Failure) on ‘My Marketing Plan’ (Start-Up level/ Senior level Entrepreneur)

	Session
	Topic/ Sub Topic
	Reference/

Readings
	Pedagogy
	Session learning outcomes
	CLO

	MODULE 1:UNDERSTANDING MARKETING STRATEGY

	1
	Elements of a Marketing Plan and Company Allocation (preferably existing recruiters)
	Handouts and Templates 
	Sharing and Discussing Marketing Plan Format
	After the session the student shall be able to appreciate what information is a pre-requisite for creating a marketing plan
	CLO1

	2
	Current Marketing Situation
	Text Book
	Lab Exercise Based Session-Submission 1
	After the session the student shall be able to analyze a current marketing situation facing a company that he has chosen to work upon
	CLO1

	3. 
	Managing Marketing Information (Gathering Consumer Insights) and estimating Market potential & Sales Forecast
	Text Book
	Discussion and experiential exercise
  Video 1. https://www.coursera.org/lecture/forecasting-budgeting-territories-evaluation/market-potential-sales-potential-9x8MH?utm_source=link&utm_medium=page_share&utm_content=vlp&utm_campaign=top_button 
	After the session the student shall be able to appreciate the importance of gathering customer insights and decoding insights for effective decision making
	CLO2

	4. 
	Marketing Strategies for Growth
	Pahalwan's: Need for a New Marketing Strategy
	Case Discussion (Ansoff Matrix) and Mini Cases of Successful Companies (Developed by Faculty-Newspaper based)
Video 2. https://youtu.be/3zLa7tGu1dQ (Porshe Brand Growth Strategy: Finding a New Audience)
	After the session the student shall be able to understand the importance of growth and appreciate the marketing strategies for growth
	CLO1

	5. 
	Creating Competitive Advantage: Competitor Analysis
	Text Book
	Lab Exercise Based Session-Submission 2
	After the session the student shall be able to understand the importance of creating a competitive advantage and how the organizations  have identified, developed and  leveraged competitive advantage as a differentiator
	CLO2

	6. 
	Competitive Position & Strategy Formulation
	Airbnb, Etsy, Uber: Acquiring the First Thousand Customers
	Case Discussion
Video 3. https://youtu.be/A3PDXmYoF5U  (Competitive positioning through Product Features) 
Video 4. https://youtu.be/OknBv5QSpg0  (Competitive Positioning through Performance)
	After the session the student shall be able to analyze the strategies that organizations formulate in the first place  and also as a response to competition
	CLO2

	7. 
	Critique an existing Organization Vs a competitor

	Company website, blogs and experiential sources
	Presentations (perceptual mapping)

	After the session the student shall be able to critique his chosen organization against that of its competition
	CLO1

	8. 
	Critique an existing Organization Vs a competitor

	Company website, blogs and experiential sources
	Presentations

	After the session the student shall be able to critique his chosen organization against that of its competition
	CLO2

	MODULE 2: IMPLEMENTING THE MARKETING STRATEGY

	9. 
	Building Product Life Cycle Scenarios
	Text Book
	Applying the PLC framework to the selected company
	After the session the student shall be able to apply the concept of PLC as its applies to the chosen company 
	CLO2

	10.
	Managing Brands & NPD
	Text Book
	Experiential Role Play
	After the session the student shall be able to understand the process of NPD and the associated risks and challenges
	CLO1

	11.
	Managing Product Mix: Product Portfolio Concept & Interrelationship with Customer & Firm
	Text Book
	Guest Talk-I
	After the session the student shall be able to understand how a company uses its product mix to acquire and build relationship with the customer
	CLO2

	12.
	 Pricing Strategy
	Text Book
	Analysis of the pricing strategy of the selected company
Video 5. https://youtu.be/Rpa29LXJjyI  (Pricing and Quotations)
	After the session the student shall be able to analyze the pricing strategy of his chosen organization
	CLO2

	13.
	Price Adjustment Strategy
	Observation and Analysis
	Scenario based exercises/ Student debates
	After the session the student shall be able to analyze the price adjustments that organizations make depending upon volume, value, geography, segments and seasons.
	CLO2

	Market Mapping 1 (Week-ends Visit schedule & Expectations/zoom interviews with company personnel: P1 & P2)

	14.
	Managing Distribution Channels
	Text Book
	Analysis of the distribution strategy of the selected company
Video 6. https://www.youtube.com/watch?v=ALoo4vrKKUw  (What are Distribution channels)
	At the end of session, the student will be able to understand and apply the knowledge of channel design & management decisions for evolving a suitable marketing mix strategy and understand different dimensions of channel conflict.
	CLO1

	15.
	Developing A Distribution Strategy:Omni Channel
	Newspaper Readings
	Panel Discussion
	At the end of session, the student will be able to establish the importance of role of Omni Channels for delivering superior customer value.
	CLO2

	16.

	Developing An Integrated Marketing Communication Programme: Traditional Vs New Age tools
	www.afaqs.com
www.exchange4media.com
	Student Debate
	At the end of session, the student will be able to examine new  the new age marketing communication tools, their variety, scope and effectiveness 
	CLO3



	17.
	Leveraging New Age Marketing Communication Tools: Website; Blogs; Social Media; Mobile Marketing
	www.afaqs.com
www.exchange4media.com
Where Brands Are Reaching Gen Z? (web Article)
	Preparing a client and creative brief for the selected company
Video 7. https://www.shopify.in/learn/tutorials/how-to-leverage-free-online-tools-for-client-communication  (How to Leverage Free Online Tools) 
	At the end of session, the student will be able to examine new marketing communication landscape and shifting models
	CLO3

	Market Mapping 2 (Week-ends Visit schedule & Expectation/zoom interviews with company personnel: P3 & P4)

	Role of Technology in Marketing- A 3-Hours Workshop

	MODULE 3: MONITORING & CONTROLLING FIRM PERFORMANCE

	18.
	Critical Elements of Monitoring and Control: Annual Plan Control; Profitability Control; Efficiency Control; Green Audits
	 Handouts
	Guest Talk II
	At the end of the session student will understand the importance of monitoring and control and different types of controls
	CLO1

	19
	Marketing Performance Measures (Cost; Break-even, Margin Analysis)
	Exercise based
	Collaborative Teaching with Economics Area
	At the end of the session student will understand marketing metrics involved in the process of measuring marketing performance
	 CLO1

	20
	Marketing Performance Measures (Marketing Budgets Analytic Ratios; Marketing Profitability Metrics; Financial Analysis of Marketing Tactics)
	Exercise Based
	Collaborative teaching with Finance Area
Video 8. https://youtu.be/O4ZWk1LJEz4  (Preparing a Marketing Budget)
	At the end of the session student will understand marketing metrics involved in the process of measuring marketing performance
	CLO1

	MARKETING PLAN PRESENTATION BEFORE INDUSTRY EXPERT PANEL


10. Rubrics for Assessment Tasks
A. RUBRICS FOR COMPETITOR ANALYSIS (20%)
	Criteria
	Ratings

	Criteria 

(Max 20)
	Below Expectations


	Meets Expectations


	Exceeds Expectations



	Gathering adequate information for Identifying Basic Competitive Positions

Max. 7
	 Did not gather adequate information & identify the competitive position correctly
	 Did gather some information & identify the competitive position briefly
	Did gather adequate information & identify the competitive position correctly

	Assessment of Competitors for the given organization

Max.10
	Did not select relevant framework to analyze competitors.
	Did select a few relevant frameworks to competitors. Briefly analyzed the competitors
	Did select relevant framework to extensively described major competitors and analyzed them.

	Teamwork**

(Worked with others; Contribution; Attitude towards work)

Max. 3
	The student did not work well together. There were obvious miscommunications, attitude issues and lack of contribution towards assignment.
	The student did work with others to an extent. There were less of miscommunications, attitude issues and contribution towards assignment was substantial.
	The student did work with others quite well. There were no major miscommunications, attitude issues and contribution towards assignment was appreciable.


** This may be supported by Peer Evaluation by group members on Peer Evaluation sheet

B. RUBRICS FOR IMC STRATEGY (20%)
	CRITERIA

(Max 20)
	Below  Expectations
	Meets  Expectations
	Exceeds  Expectations

	Gather information for Identification of appropriate Gaps in IMC Strategy for the given organization

Max. 7
	Unable to gather information to analyze gaps in IMC strategy for the given organization.
	Able to gather some information to analyze some  gaps related situations and information for the given organization
	Able to gather adequate information to analyze gaps in the IMC strategy for the given organization really well

	Identification and Usage relevant tools of promotion mix

 

Max. 7 
	Fails to explain concepts with examples, unable to relate concepts with practical applications and scenarios
	Demonstrates ability to explain most concepts with practical examples and apply these in real-life scenarios 
	Displays excellent application orientation with practical examples and apply these in real-life scenarios

	IMC Strategy creativity and execution as a team**
(Worked with others; Contribution; Attitude towards work)

Max. 6
	Fails to executes the IMC Strategy and campaign properly as a team
	Did execute IMC strategy campaign properly as a team in bits and pieces.
	Displays excellent IMC strategy campaign for the given organization by gathering and sharing extensive information as a team.


** This may be supported by Peer Evaluation by group members on Peer Evaluation sheet

C. RUBRICS FOR VIVA VOCE (20%) 
	CRITERIA

(Max 20)
	Below  Expectations 
	Meets  Expectations 
	Exceeds  Expectations

	Identify and analyze Marketing situation

Max. 10 
	Unable to analyze given marketing situations and information
	Able to analyze some  marketing situations and information
	Able to analyze most of the given  marketing situations and information really well

	Application through real life examples using sustainability perspective
Max. 10 
	Fails to explain concepts with examples, unable to relate concepts with practical applications and sustainable perspective.
	Demonstrates ability to explain most concepts with practical examples and apply these in real-life scenarios with sustainable perspective.
	Displays excellent application orientation with practical examples and apply these in real-life scenarios with sustainable perspective.


D. RUBRICS FOR MARKETING PLAN REPORT (20%) 
	Criteria

(Max.: 20)
	Below Expectations
	Meets Expectations
	Exceeds Expectation

	Gather Relevant Information to define problem of stakeholders
Max. 8 
	Struggles to pinpoint the information needed. Gathers information from one source. Minimal evidence of search/selection criteria.
	Clearly identifies the information required. Gathers information from multiple valid and reliable sources. Evidence of search/selection criteria.
	Demonstrates a sophisticated understanding of what information is needed.

Gathers extensive information from a variety of valid and reliable sources including journals, texts, etc., specific to the subject. Clear evidence of

search/selection criteria.

	Research stakeholders’ perspective to develop viable and innovative solutions
Max. 8 
	Has a very limited perspective of stakeholders to develop viable and innovative solutions.
	Has limited perspective of stakeholders to develop viable and innovative solutions.
	Has adequate insight of perspective of stakeholders to develop viable and innovative solutions.

	Collaborative approach

Max. 4 
	Teammates did not share ideas and only a few members contributed.
	A few among team members worked upon shared ideas and not all members contributed equally.
	Teammates worked upon shared ideas and every member contributed equally.


E.  RUBRICS FOR MARKETING PLAN PRESENTATION (20%)
	CRITERIA

(Max. 20)
	Below  Expectations 
	Meets  Expectations 
	Exceeds  Expectations

	Structure Presentation with the gathered information on stakeholders problems
Max. 6 
	Presentation lacked clarity of structure based upon gathered information. 
	Basic suggested structure was followed. 
	Good use of IT interface and marketing concepts in making a well-structured presentation.

	Marketing Strategy (STP) demonstration selecting relevant concepts to back stakeholder prospective
Max. 8 
	Demonstrates some thinking and reasoning but ideas are largely underdeveloped.
	Indicates original thinking and develops ideas with sufficient evidences.
	Demonstrates synthesis of ideas, and in-depth analysis.

	Marketing Mix Analysis using relevant framework for innovative approach
Max. 6 
	Presentation offered no viable and innovative suggestions are provided.
	Presentation offered limited viable and innovative suggestions are provided.
	Presentation was supported by a appreciable viable and innovative suggestions.


11. Institute’s Policy Statements
It is the responsibility of every student to be aware of the requirements for this course, and understand the specific details included in this document. It is emphasized that this course requires a significant commitment outside of formal class contact.  The learning tasks in this course may include classes (lectures or seminars), required reading, the preparation of answers to set questions, exercises and problems, and self-study. In addition, students may be required to complete an assignment, test or examination.

LMS-Moodle/Impartus:
LMS-Moodle/Impartus is used to host course resources for all courses. Students can download lecture, additional reading materials, and tutorial notes to support class participation.

Late Submission
Assessment tasks submitted after the due date, without prior approval/arrangement, will be not be accepted. Requests for extension of time must be made with the faculty member concerned and based on Special Consideration guidelines. 

 Plagiarism:

Plagiarism is looked at as the presentation of the expressed thought or work of another person as though it is one's own without properly acknowledging that person. Cases of plagiarism will be dealt with according to Plagiarism Policy of the institute. It is advisable that students should read Student Handbook for detailed guidelines. It is also advisable that students must not allow other students to copy their work and must take care to safeguard against this happening. In cases of copying, normally all students involved will be penalised equally; an exception will be if the student can demonstrate the work is their own and they took reasonable care to safeguard against copying.[image: image2.png]
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