Business to Business Marketing ( PGP2 ) - 2004

Faculty: Jaydeep Mukherjee

Objective of the Course: To develop understanding and appreciation of the typicality of Business-to-Business Marketing and what are the ways to manage them. The course includes the familiarization of concepts, approaches and the practical aspects (specific to the Indian context) of the key decision making variables. Apart from these conceptual aspects, the course will also try to develop skills in the area of personal selling.

Since the subject is a practical field and the situations are very diverse, hence the emphasis will be on assimilating the learning through application of the theoretical inputs on real life situations. The course will require very high level of class participation and learning will depend on the ability to learn through discussion, analysis and readings. 

Course Content:

Understanding Industrial Markets – 2 classes

Industrial demand and buyer behavior – 3 classes 

Tendering and selling to government – 4 classes

Industrial pricing – 3 classes.

Segmenting industrial markets – 1 class

Selling skill development and Key account management – 2 classes

Global business aspects of B2B – 1 class

Impact of E- business on B2B – 1 class

Group Presentations - 3 classes

Evaluation Pattern:

Group assignment and presentation – 30 marks.

Individual Quiz and group assignments in class – 20 marks (announced as well as unannounced).

Mid Term – 20 Marks

End Term Exams – 30 marks (announced).

Total - 100 marks*

* (The QPI will be awarded an the basis of grading guidelines of the institute)

Text Books (which will cover the course partially):

1. Industrial Marketing – Analysis Planning & Control by Robert R. Reeder, Edward G Brierty & Betty H. Reeder 

2. Industrial Marketing by Richard Hill, Ralph Alexender & James Cross.
Topic 1. Understanding Industrial Markets – 2 classes

1. Introduction to the course.

2. The evaluation pattern.

3. The broad scope of industrial marketing.

4. Comparison of Industrial Products Markets with Consumer Products Markets.

5. The reseller as an industrial Buyer. 

6. Industrial Marketing Environment & its management.

Topic 2. Industrial demand and buyer behavior – 3 classes 

1. Characteristics of Industrial Procurement.

2. Buy Grid Model & its derivation (Case based).

3. Key concepts in industrial buying.

4. Fredrick Webster & Yoram Wind model.

Topic 3. Tendering and selling to government – 4 classes 

1. The philosophy of tendering.

2. Tendering process

3. Tender bidding

4. CSD, DGS&D purchases.

5. 131 Purchases and EPM rate contract

Topic 4. Industrial pricing – 3 classes 

1. How the price is perceived in B2B marketing.

2. Vender evaluation

3. The various pricing models

4. Transfer Pricing

5. Leasing

Topic 5. Segmenting industrial markets – 1 class

Topic 6. Selling skill development and Key account management – 2 classes 

1. The sales process

2. Need satisfaction selling

3. Key account management

4. Role - play based learning.

Topic 7. Global business aspects of B2B – 1 classes 

Topic 8. Impact of E- business on B2B – 1 classes

1. Features of Internet, which impact B2B transaction.

2. Benefits of e- business

3. Marketing Vs e-marketing

4. Characteristics of electronic B 2 B Buyer

5. The cost of e-business set up

6. The revenue models

7. Actual money transfer & security

8. Future of internet

a. B2B2C

b. Mass customization

c. Statistics of e-business on the net.

Topic 9.  Group Presentations of the projects done - 3 classes
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