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COURSE OBJECTIVES 

Marketing theories and practices across the globe are drastically changing. Course contents of the course 

‘Advanced Marketing Management’ contains some advanced and varied areas, topics and concepts to help 

students assimilate modern marketing theory and practices across the globe.  The paper will help the student to 

develop necessary marketing knowledge and skills that will be instrumental in their   career. 

COURSE CONTENT 

Unit - 1 Marketing Research   

 Definition, objectives and Importance, process.                                                                                         

Data sources (Primary and Secondary), Research Approaches (Survey, Observation, Panel, 

Experimental), Research Design(Exploratory, Descriptive, causal), Research Instrument - 

Questionnaire (Meaning, process and types of questions), Sampling ( Sampling Unit, 

sample size and Sampling Procedure), contact methods (Interview, Telephonic, Mail, 

Online). Research Report (concept, qualities and format), Limitations of marketing research. 

 

Unit – 2 Managing Advertising  

 Meaning, Importance, objections (Positive and Negative aspects), Advertising Media 

(Meaning, types and factors), Advertising message (concept and process), Advertising 

budget (Concept, methods and factors), Advertising copy (Meaning, elements, types and 

layout), Advertising agency (Meaning, Functioning, functions, benefits and examples).  

 

Unit - 3 International Marketing and online shopping 

 International Marketing: Concept, characteristics, entry methods, Importance, Forces 

including Push and Pull forces leading to growth of international marketing,  

Online shopping: Concept and payment options. Majors players of online shopping 

 

Unit – 4 Case Study 

   Introduction - Define Case Study - Nature of Case Study - Objectives of Case Study - Importance 

of Case Study - Main Components of Case Study – Problems in Using Cases – Method of Using 

Case – Advantages – Limitations 
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