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1. Introduction to Marketing Management:

e Marketing management involves planning, organizing, implementing, and controlling
marketing activities to achieve organizational goals.

e It focuses on understanding customer needs and wants, developing products/services that
meet those needs, and effectively promoting them to target markets.

2. Marketing Planning:

¢ Involves setting marketing objectives, conducting market research, analyzing the market
environment, and developing marketing strategies to achieve business goals.

e Includes creating a marketing mix (product, price, place, promotion) to meet customer needs
and achieve a competitive advantage.

3. Marketing Strategies:

¢ |dentifying target markets, positioning products/services, and developing pricing, distribution,
and promotional strategies.

¢ Involves understanding consumer behavior, market segmentation, and competitive analysis
to create effective marketing plans.

4. Product Management:

¢ Involves developing and managing products/services throughout their lifecycle.
e Includes product design, development, branding, packaging, and product line management
to meet customer needs and preferences.

5. Pricing Strategies:

e Determining the right pricing strategy based on market demand, competition, costs, and
customer perceptions.

e Includes pricing tactics such as skimming, penetration, value-based pricing, and
psychological pricing to maximize revenue and profitability.

6. Distribution Management:
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¢ Involves managing the distribution channels to deliver products/services to customers
efficiently and effectively.

¢ Includes channel selection, logistics, inventory management, and retail strategies to ensure
products reach customers in a timely manner.

7. Promotional Strategies:

e Developing and implementing promotional tactics to create awareness, generate interest,
and drive purchase behavior.

¢ Includes advertising, sales promotions, public relations, direct marketing, and digital
marketing to reach target audiences and achieve marketing objectives.

8. Marketing Performance Measurement:

e Evaluating the effectiveness of marketing strategies and activities through key performance
indicators (KPIs) such as sales growth, market share, customer satisfaction, and ROI.

e Involves analyzing data, conducting market research, and adjusting marketing plans based
on performance metrics to improve outcomes.

9. Marketing Ethics and Social Responsibility:

e Considering ethical and social implications of marketing decisions on customers, society,
and the environment.

e Includes practicing transparency, fairness, and responsibility in marketing activities to build
trust and long-term relationships with stakeholders.

10. Emerging Trends in Marketing Management:

e Adapting to digital marketing, social media, big data analytics, Al, and personalized
marketing to meet changing consumer preferences and market dynamics.

e Embracing sustainability, green marketing, and cause-related marketing to address
environmental and social concerns and create a positive brand image.

In summary, marketing management is a strategic process that involves planning,
implementing, and evaluating marketing activities to achieve organizational objectives and
satisfy customer needs in a competitive market environment.
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