LESSON PLAN:MARKETING MANAGEMENT

Name of the Faculty: Mr. P.K Das & A.K. Bhattacharjee

Period 1: Marketing Management:Concept,Process,Functions

Period 2: Marketing Environment:Socio-economic forces

Period 3: Competition:National and Global,Technology,Government Policy

Period 4: Suppliers, Buyers,Consumer Resistance Considerations

Period 5: Environment Scanning Tools and Techniques

Period 6: Competition Analysis:Factors  contribution to competition

Period 7: Competition Analysis tools, Competitive area mapping.Segmentation Matrix

Period 8: Marketing Planning:Exploring Opportunity,Product Market Selection

Period 9: Approaches to Market Planning,Market Planning Process

Period 10: Review Questions

Period 11: Market Research and Information System : Research Process..The Internet and World Wide Web Based Information collection and processing

Period 12: Database,Data Warehousing and Data Mining Global Market Research,Competitive Intelligence
Period 13: Consumer Behaviour: Importance of Buyer and his /her role in purchasing

Period 14: Influence of Buyr Behaviour,Buyer Bhaviour study tools.Organizational buying behaviour

Period 15: Market Segmentation, Targeting and  Positioning,Definition,Bases and Method of segmenting consumer

Period 16: Segmenting Industrial Markets,Target Market strategies

Period 17: Global and Domestic Market Strategies

Period 18: Market Positioning

Period 19: Market Demand Forecasting, Tools, Short Term Tools:Moving Average and Exponential Smoothing Method

Period 20: Long term forecasting tools:Time-Series Analysis,Econometrics Method,Qualitative Tools:Buying Intention Survey

Period 21: Sales force opinion and Delphi Techniques
Period 22: Review of Questions

Period 23: Product life cycle

Period 24: Locating products in PLC,Product Development Process

Period 25: Branding Strategy

Period 26: Positioining a Brand,Brand Equity

Period 27: Precaging and labeling

Period 28: Product line,Product Mix Strategies 

Period 29: Planned Obsolence

Period 30: Objectives and Factors influencing pricing, Cost plus pricing

Period 31:  Breakeven Analysis, Price based on marginal analysis

Period 32: Price elasticity of Demand
Period 33: Operating Statement,Mark ups Analysis Ratios

Period 34: Market Equity, Discounts and Allowances, Geographic pricing and special pricing
Period 35: Market Communication and Promotion process,Promotion mix,Advertising
Period 36: Media selection process, Sales promotion

Period 37: Designing Distribution Channels, Wholesaling and physical distribution

Period 38: Retailing,Supply Chain Management

Period 39: Personal Selling, Direct Marketing,Managing Sals Force

Period 40: Global Marketing, Customer Service, Customer relationship management
Period 41: Rural Marketing and Service marketing

Period 42: Review Questions

