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ABSTRACT

Title ¢+ EXPERIENCES D? DESIGNING A CAS. BASED COMPULSORY
MARKETING COURSE FOR A MASTERS LEVEL PROGRAMME IN

MANAGEMENT.,

Authorss Mukund Re. Dixit and Abhipandan K. Jain

This paper describes authors' experiences of designing a case bassd
compul sory .marketing course for Post Graduate Programme (PGP) in
Management {equivalsnt to MBA) at Indian Institute of Management,
Ahmedabad (IIMA). Given the course objectives, set in context of
the programme cbjectives, the participants profile, and the overall
learning culture at IIMA; the paper discusses the experiences of
deéign cf{(i) overall course structurs, (ii) different types of
nodules in the course, and (iii) learning climate in the course.
Approaches used for improving the design of each of these over th
last 20 yecars along with assessments of the a :rpaches as well as
the currently unrosolved issues are pre:~nted, The paper concludes
with some remarks useful faor improving the desigﬁ of the course and
its modules as well as learning climate. Implications for improved
design of case based functicnal area courses as wall as other com=

pulsory courses offered in PG Programmes are also presented in the

and.



EXPERIENCES OF DESIGNING A CASE BASED COMPULSORY MARKETING COURSE
FOR A MASTERS LEVEL PROGRAMME IN MANAGEMENT*

Mukund Re Dixit and Abhinandan K Jain

The primary motivation to write .this paper is the belief that com=
ments énd criticism can be of substantial help in a major redesigning
exercise of the compulsory marksting course to be undertaken during
this academic year as a part of review and redesign of the I year of
the Post Graduate Programme (PGP)1. We alsﬁ bel;aue that our experisnce
"could be of interest to marketing faculty as well as faculty of nther
areas (dapértments) concerned with designing compulsory courses for

programmes like Master of Management/Businecss Administration.

The paper is divided into seven sectigns. The firat section dis=
cusses the setting of the marketing course {goals of PGP, objectives of
first ysar of PGP, IIMA's milieu in whiéh the programme operates, and 3
perticipants prnfile),.objectiues of the course, and their implications
for designing the course. The second describcs the philesophy and theﬁ
overall design of the courso. The experiences of designing three types
of medules in the course are described and discussed in the three sub=-
sequent sections (II1I, IV and U) alongwith the unresolved issues. Exp=
eriences in designing the learning.climate in the course ara described
in section VI, The last section {(¥3i) prouides some concluding remarks
on designing the course and implications for designing other compulsory

Caurses,

1

PGP is a Two-Year Master's level programme in Management, (MM).

* The authors thank Profse. M.N. Vora, Sipra Mukhopadhyay and S. Sreenivas
Rao, all of Indian Instituta of Management, Ahmedabad, for their helpful
comments and suggestions. The views expraessed in this papar aro those
of the authors and not of the Institute to which bhey balongs The
authers alefie are rasponsible far the errors and omiseisno.



SECTION = I : THE SETTING

Through‘the two year PGP in Management, IIMA primarily aims at
developing future professional managsrs far fndustrial, commercial
and agriﬁultural and rural development organisationé in India. The
Institute hopes that the graduates of PGP would occupy highar managem
ment positions in such organisations. For echieving these purposss,
the Institute decided on the use of case methed as a major instrumsnt
of lsarning in the PGP (as also in the shart duration oxgoutive .dovo=
lopmont programmes for training practising exscutives). ﬁight from
its 1n§aption in 1962.the désign of the programme, the academic infra=-
structure, and the residential facilities have been governad by the
overall programme objectives and the choics ofrdominant lgarning method.
The compulsory marketing course in the I ysar of the programme has been

designed in such a context.

Participants Profile : ‘
Each year, about 180 men and women, s.iected from amgng more than
8,000 applicants, register for the PG Programmes The 180 participants
represent a mix of varied back grounds. In any batch, academic back-
grounduise, about 40 to 55% hold engineering degrees. Thoss hglding
bachelors' degree in sach of the Science, Humanitias, Commerca, and
Agriculture related displines are about 10 to 20%. About 20 to 40X
have work experience of 6 months or more. Average age of the partici=-
pants is about 21 years, Besides, thay alsé coma from a wide mix gof
the varied kinds of aducational institutioms and scciceecomomic strata

that exist in India,.
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For selecting the candidatés, Institute places significant emphasis
on excellerice in prior academic career, highar scores on a GMAT type
test, and application-orientation of the applicant as assessed through '
personal interviews and group discussion. - At the same time, applicants
{and/or those who join) have been‘known to view the programme at the
Institute as betfer than any where else in the country but extiremely
demanding in terms cof hard work to be put in fer successful completion.
Thus, those who finally join not only have excellent background but also

are committed to do their best in the programme.

Certain characteristics of the participants have significant ihpli-
cations for designing (particularly) case based courses. 0On the positive
gide, the mix of participants, their excellent record in earlier acaw
demic caresr, and a higher level of commitment to the programme augur
wall for adequate preparation, wide variety of ideas to learn from, ané
possibly classroom discussion. However, a lowsr average age of batchag
{21 years) and methods of learning prior te joining IIMA posé certain
problems for effectively using the case method of learninge A lowsr
average age does not ensure the level of maturity required for effect=
ive use of case method- of learning. Prior to joining IIMA, the parti=-
cipants have besn, by and largs, sxposed to an autocratic and passive
learning environment in the educational institutions and families. Even
the participants who have had mork experience have baeﬁ sxpased to auto=
cratic decision making, which continues to be the mode of decision mak=-
ing in most business organisations. As a2 result, use of case method of
learning from the.vary first day in the programme has to be planned with

extra cere., Special efforts have to be made to induct them to case

-
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methed which requires learning through active participation, learning
from each other's experiences treating al: the participants as co-
leerners (including the imstructor), and exaercise of maturs Jjudgement
for developing independent thinking, decision making skills, and attie

tudes,

Ppst Graduats Programme 3

-The Post Graduate Programme is of two yeér duration. The first
- year curriculum consists of 20 compulsory courses, whereas 15 courses
are offered by participants in second year, only two of which are com=-
‘pulsory. During the sdmmer between the two years, the participants
underéa a 8~10 weeks training in an organisation. The thirtesn olocte=
ive courses in second year are chosen by the participants from ogver 40
course offerings, including field projects. These courses provide the
participants an opportunity to gain further insight inte broad rangeg
of subjects covered in I year and to pursue one or more areas to a fay
greater extent. The summer training, which procedes tHe second year,
provides a first hand experience of working enviromment in a real life
organisation to fresh participants of PGP and the rels¥ance and appli=-
cability of knowledge gaiﬁed in first year to all participants, It

also helps participants in making a judicious choice of the elective

courses in second ysar.

The first year coursos (20) and ths two compulsory courses gof
second year aim at providing the basic knowledgec and develeping skills,
values, and attitudes required of a professional manager. The basic

minimum level of concepts, technigues, etc. in first yBar courses is
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primarily determined by minimum reguirements of & professional manager
in any functional area whereas the minimum requirements from theé point

of view of elective course package play only a secondary role.

The responsibility for finally deciding the objectives, the topics
and the sessions to be ‘assigned,to topics within the course as well as
to the course as a whole of each éompulsory course,rests with the PGP
Faculty. Howsver, individual areas/departments as academic groups
assoss the‘requirements of content in their area for a professional
~managar and.in‘turn specify the coverage expected from courses to be
‘offered by other areas. Such inputs from all areas are then discussed
by the PGP Faculty to finally arrive at the minimum coverage in com=

PULSOrY COUTSES.

It would be obvious that such exercise is conducted only at ine .
téruals of long periocde. After starting the PGP, when the exercise wa;’
undertaken prior to starting the PGP in 1964, the Piret review of courses
was undertaken in 1975«76., The Institute is in the process of review-

ing its PGP course package for the second time during the currant aca-

demic year (1985=86),

The compulsory course package, as reviswed and revised in 1975-76,
has 22,5 units of course work, where each unit consists of 30 class
sessions of 70 minutes duration. The broad coverage of the package is

as follows ¢ (seco Appendix - 1 for titles of courses and sequencing).

Courses on broadsr business environment constitute three units gut
of a tptal of 22,5 units of the compulsory pacikage. These COUrses priws

marily aim at cpeabing an awarohoes ahd undetstanding of the partlcular

sogment of tho anuvironmont and their implicatisng for argonisatisna.
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Courses in basic disciplines like Economics, Mathematics and
Statistics, and Computer and Data Procescing, are assigned a toptal of
four and one half units. Their primary objective is to expose the
participants to basic concepts ahd tacﬁniques. They are also to build

skills and aﬁtitudes required for their effective use in decision

making.

Courses in sach functional area, including marketing, and in orga=
nieatiﬁnal‘behauiuur (a total of 11 courss units) are intended primarily
to develop effective skills ana attitudes of decision making in funct-
~ ional areas. They are also intended to familiarise the participants with

current business practices and relevant concepts and techniques,

The two unit course on Written Analysis of Cases (WAC) focuses on
building amalytical ékills for decision making and developing written .
communication skills. The sbjectives of the tuwo courses in Business )
Pblicy are to integrate the learning of functional areas, snviromment,

and basic disciplines for formulation and implementation of business

strategies.,

The firet year courses ars offered in thres terms of 11 to 12 weeks

duration {The seguence of these Courses is as shown in the Appendix=1),
The scheduling of courses in the three terms has been guided by tuwo
important considerations. Firstly, complexity of situations and work
load of participants increases as they.progress from the first to third
term. Secondly, the proportion of courses Qsing primarily the case me=
~ thod of learning is deliberately kept smaller in the first term. Thus,

the geheduling provides for 2 luss than tota)l break Prom previous methodo
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of Yearning, and thus, hopefully, create a better climate for change-

over to the new lsarning methodology.

.nggicggang's Learning Envirgnment 3

-Each batch of PGP, in thé first year,—is divided into threoe sect=
ionp of roughly 60 each and the participants in each of the sections
represent the mix of the batch as a whole fairly well. Each partici-
pent resides in a single occupancy room. There are ten rooms toc a
%lonr of & dormitory. Each dormitory has 2 tc 4 such floors. Each
floor ‘has enough space and a black board.to conduct smell group meet=-
ings. For providing inter=section exposure, first year residents of

each floor/dorm are drawn from all the thres sections.

On esach day, threes sessions of 70 minutes are schedulsd in the
morning (8430 a.ms to 1.00 pem.) with 10 to 20 minutes' break in bet=
ween two sessions. The participants are provided with cases/raadings
in advance and are suppﬁsed to work 6 to B hours preparing individually
as well as in amall groups for next day's sessions. After the day's
classas, they could alsc meet faculty for discussing their ideas at the

end of the session or in the afternoon.

The Institute has developed mgre than 1,300 cases and contextual
‘notes, over the years, on Indian organisations and situations. The
participants have an access to a wsll aquipped library of more than
.i,UD,ODU booke and leading journals, of both Indian and foreign origin,
on management and releted subjects. They also .can use a time-sharaed
multi-terminal computer system at the Institute for aiding their learn=

ings In near future, they would have access to PCs as welle
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ctive f Compulsory Marketing Course @

The objectives of the compulsory mar:.ting course as decided by
“the PGP Faculty are "..... develop the participant's basic analytical
ekills and conceptual abilities and substantive knowledge in the field
of marketing™, Thesa objectives, as stated in thé most recent outline
of the course, are sought to be achieved "..... by helping the parti-
cipents to undergo meaningful exercises in decision making in a variety
of real life marketing situations". The course attempts "to familiarise
4€hs participants with various marketing concepts as well as several dge

Cision areas related to marketing function".

fhe tourse objectives, thus, emphasize building skills and attie
tudes required for marketing decision making in real 1life Indian site
uvations. The course relies very heavily on case method of learning.
The marketing course is a two unit course scheduled during second and
third terms of first year. This positioning of the course helps not
only in achieving a smoother transiticn to case method of learning but
also helps the course to utilise, in the sarly part, ths cancepts and
techniques lesarnt in the courses on Economic Analysis of a firm {Micro
£concmics) and Managerial Accounting and Control - I, both taught in

the first term of the first year.

Marketing course is allotted a total of 60 sessibns or about 11%
“of the total sessions in first year. However, both participants and
first year faculty have felt that the course takes far higher praportion
-of the participants' total time. The phenomencn probably reflects the

demande made by the learning method used in the course and the intwineic
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higher appeal of the course (particularly from the point of view of

actual and perceived placement opportunitiss at IIMA).

SECTION = IT : OVERALL DESIGN OF THE COURSE

=

Underlxing,Philosoghz H

The marketing faculty at IIM Ahmedabad intrinsically believes that
Concepts, theories, stc, in an applied area like marketing need to be
"evolved by observing and conceptualising the marketing phenomenon. The

belief has two important implications for learning marketing mamagement.

1. The concepts, theories etc. developed elsewhere need to be tested

for their relevance in the Indian marketing context.

2e An indepth understanding of marketing context and practice not
anly can help in testing the current marketing concepts etc., but

more importantly, lead to generation of new concepts/ideas.

In designing the course, therefore, adequate emphasis is laid on
an indepth understanding of the marketing phenomenon in the Indian cone
texts This is primarily achieved by constant updating of case material
and discussion of marksting issues and decision making in a wide cross
section of marketing situations faced by different organisatiocns in
Indias. Notes on Indienmarketing enviromment (marketing system, distri-
Bution system, advortising, legal aspects of marketing etc.) have bean
. prepared which provide the broader context of marketing in India. These
~ notes (portions therecf) are assigned along with cases scheduled for
diacussion to integrate the enuironmentél aspacts and the practice of

marketing. Besides, wherever possibls the cases themsclves contain a
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short overview of the relsvant industry related marketing aspects. In

addition, if necessary, relevant background readings of concepts from

a text book/journals are assignad.

Besides learning of decision making skills and attitudas through

the class discussion, participants are encuuraged to draw generalisationg

regarding envirormental influences, behaviour of significant actors in
the types of situations, the degree of sharpness of specific marketing
mix elements, and implementation and control of marketing operations. At
_ the end of each module such exercise is conductad in the class room

itself.

In essence, the onus of drawing generalisations is on the parti=
cipants as a group. The faculty primarily scans the marketing phano-
menon in the enviromment and writes up cases/notes reflecting, to the
extent possible, the Teality of marketing decisions and context. In
almost all situations the faculty tries to avoid their own view of mar=-
keting concepts stc. in unduly influencing either tha design or content

or handling of the sessions.

We have found that this philosophy pays rich dividends in terms of
participant learning. Couple of illustrations, which occur repeatedly
would clarify our belief in such a Philosophys. We, in pre~oighties,

found that while discussing a case on a high value-advanced technology
product (specifically numerically controlled machine tools)}, the educate
ion system within theo country uas sbottad as a relevant element of mar=

_ keting enviromment. Participants even went to the extent af thinking

oo

about drawing up an action plan to influence the educational institutions
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50 as to generate adeguate supply of trained manpopwer at the customer's
end. To the best of our knmowledge (which could be inadequate)} explicit
idantificatibn bf educational institutions as a component of marketing
system was & new finding in our class rooms in the pre-sightiess The
second illustration is on appropriate use of product positioning cone
cept. In competitive markaté, where it probably originated, the con-
cept is widely used for positicning brands in relavant segments. Dis=-
cussions of real life situations in India revealed that the concept
could be used much more effectively for positioning products rather

than brands in the market,

To sum up, the philosophy guiding the course content design is to

bring to the cless rcom as realistic a depiction of marketing phencmesnon
as possible and let the bright young people develep and/or test existing
marketing concepts. We realise that, tc an extent, the success of the
philosophy rests on good handling of sessions by the participants (in
which prebebly the instructor plays the role of first among equals) and
the level of intelligence, the applicaticn orientaticn, and the moti-
vation to learn on ones own.' Both, the participants and the instruct-
ors, we are almost sure, we could not get a better group within the
countrye. The prominance of the Instituta assgures us aon this count. Howe
sver, ws do nead to take adeguate care of the induction process of both

participants and faculty.

Modular Design of the Course s

The marketing course has been organised into several modules based
primarily on sub-functional areas of decision making. The chosen

' basip of module design seems to be superior compared to two other options
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duggeatad by the course objectives and philosophy. The throe cptions
é#a :

1+ Nature of product-marketss

2. .Elements of decision making process; and

3« Subject specific (the chosen option).

The first approach would have meant designing of seperate modules
along product market situations faced by.organisations operating in dif-
ferent ﬁypas of product-market combinations. This basis would have ro-~
quired aevailability of wide range of product market situations as cases,
probably few sessions to be devoted to each product market situation,
and a minimal understanding of marketing function on the part of parti=-
cipants, While it would have been possible to find a number of producte
market combinations relevant for such a modular structure, this design
would not have snabled, in the time allotted to the course {60 sassions)r
a fuller treatmsnt of a reasonably large number and, thus, a variety of K
industries/organisations/product market situstions. Far more important
would have been the problem of lass than =inimum understanding of marw
keting (Function) on the part of participants. The second approach of
designing the modular structurs fitted well with ths major course ob=
Jjective of learning decision making skills and attitudes. However,
another compulsory course (WAC)} makes explicitly use of such a structe
ure. Exact duplication of the structure would have lead to problems of
identity for both courses, apart from inability to focus on the subject

matter of marketing.

The third approach, i.e. subject matter based, reflected the second

sbjective of the course i.e. familiarise participants with marketing



concepts and technigques, and the marketing context, The chosen approach

has been s¢ adapted as to reflect the pfimary concerns addressed by the
other tuwo approaches. The st;uctura of second approach has been used
td echedule the modules as well as schedule the g?ses in specific mo=
dulég. For example, the madules on Indian marketing snviromment and
buyer behaviour, are primarily used for developing capabilities of pro-
blem identification, alternative generation, and criteria/objective set=
t;ng in the begirning of the course. Also the same philosophy has been
used to choose and sequence the cases in sach module dealing with spe-
cific marketing decisions. The structure suggested by the first app-
roach hqs been used to select cases for each module as well as for the
course as a whole. As far aé possible, each module has a mix of casos
dealing with consumer nonedurable, consumer durable, and industrial
products. The course as a whole alsc includes some marketing situations
dealing with service, non-profit, and developmental organisations to
;prouidé the necdsd perspective of marketing function in Indian orgeni=
sations,
Inplenenting the Choson Modulor Desian ¢ T are, SARASTAT LimmaRy
*ASTRAPUR. AHMEDABAD-330 818
The specific medules and the sessions allotted to each module in
the course are as given in Appendix = 2. As for all compulsory courses,
the modules and/or allocation of sessions te each one of them has been
decided by the PGP Faculty as a whole. Neither the marketing area
{dapartmant) nor the faculty teaching the course are allowsd to make
gny significant changes in these aspects. However, they are free/en—
vauraged to choss/develop teaching material, develop their oun style of
Mndling the course, and design grading and evaluation scheme, which

would enhance the learning valus of the course.
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The different modulas in the course have posed veriety of issues
in effectively designing their content and handling. From the point of
wigsw of improﬁing the sffectiveness of modules and of the courss as a

whole, the modules are categorised into threa groups posing distinct

design issues

1+ Module on Marketing Environment
2. Modules which draw substantively concapts/knowledge/techni-
ques from basitc discipline course(s)

3+ Modules dealing with substantiwe marketing decisions.

Our experiences in designing such modules with an assessment of
s@dtability of such designs form the swbject matter of the next three
sections. A subsequent section would desl with experisnces in design-

ing the learning climate for the course as a wholo.

SECTION - III ; DESIGNING MARKETING ENVIRONMENT MODULE

This module has posed some very distinct problems in achisving a
proper dasign for it. We are not yet surc whether we are any where
hear resolving the same satisfactorily. However, several kinds of de-
signs have been implemented, mostly with different gutcomes. The nature
of problems faced in designing the module and the kinds of approaches
actually used, along with the assessment of their effectivensss arc des-

tribed in this section.

Whether to Have a Seperate Module

In the beginning, till end of sixties, this module did not oxist

-

in the course. An understanding of the Indian Markoting Envirgprmaent

was soucht to be achieved by discussion of Indian cases having reascnable



description of the relevant marketing environment. Marketing faculty,
'1n early seventies, realised thaﬁ an explicit trsatmgnt of the enwiron-
ment in India was.very necessary as the enviromment, particularly the
regulatory, political, and tachnological envirorment, had significant
influence on choices/acticns of marketers. Besides, & number of guest-
ions from significant quarters in the society, inclu&ing;£h9 partici-
pants of the PG Programms, were beginning te be raised regarding the
relevance af marketing in a scarcity ridden developing economy like
#hét of India. In early seventies, thersfore, this module was intrge-
duced in the course with the titles Marketing System and Role of Mar-

keting in India.

The objectives of this module, at the time of cirriculum review
of the first year PGP (1975=76), were docided as follows :2

= Familiarisation and understanding of current and likely change§
in the marketing enviromment, including the regulatary
snvironments

- Understan& the implications of thy environment and changes
therein as impinging on individual organisetions and indus-
triessand

= Understand the role of marketing in India.

- Bhat shoyld be the Contents and Pedagogy of the Module?s

The issue of content was not really sericus. Once the objectives

‘were set, it was possible to write~up relevant notes and cases. Howsver,

2At the same time, the PGP Faculty decided ¢g introduce four new come
pulsory coursas Computer and Data Processing, Social and Political
Envirorment, Legal Aspects of Business, and Technological Environment.
- The last course for variety of reasohs has not yet materialiced.
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the material to be covered turned out to bg enocrmous and the sessions
assigned to the enviromment module (4) wholly inadequate. We could not
assign more sessions to the module for two reasons @ firstly, we would
have had to sacrifice some sessions of cther modules of ths course and
secondly we would have had to seek not merely the approval of the area
faculty, but the entire PGP Faculty. As we wers not prepared to sécri~
fice some sessions of other modules, thers was no question of seeking
approval from ths PGP Faculty. Following approaches have been tried to

achieve the module objectives 3

1+ Devote ona session to understand the contours of marketing en=
vironment by discussing marketing context of gne industry, and
follow it up by other case bascd sessions on different industrios.
Use contextual notes on Indian merketing system as background

reading.

2. Devote first session as spelt out iﬁ 1 and for remaining sessions,
assign specific product=market situaticns to groups gf 5 to & par=-
ticipants for obtaining information from library as well as field
(limited to Ahmedabad fown) and knowledgeable persons in the ine
dustry. Individual groups tc present their findings and discusg

the same in eclass over two sessions.

Je First session as outlined abeove and far remaining sessions assign
each element of marketing enviromment for (i) assessing current
status and likely changes in the same and {(ii) assesas its implim
cations for marketing in the context of-a sbecific produst/market/
organisations Lika the approach 2, individual groups to prosent

their findings in clase oudr twy &o5gicfiss
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Assessment of approach 1 by both, the participants and the instpue
ctors on two of the objectives of the module was poor. The primary
reasons for the assessment were (i) inability to use more than 4 site
uations as well as {ii) lack af availability of comprehensive recent
situations to draw meaningful conclusions particularly for the marketing
enviromment as a whole. Howsver, to an extent the implications of avaiw
lable environmental information on orgenisations/industries dealt in -

the class were brought cut reasonably well,

The second approach turned out to be a big success so far as the
use of available contextual informetion in assessing marketing system
of a company/industry was concerned. This was evident from not only
oral and written feedback on the module by participants but also as
Judged by both participants and instructors in the use in subeaqguent
case discussions. The approach alspo familiarised the participants with o
sources of envirommental information. Howsver, in the opinion of ine
structors, tha apprqach significantly failed in familiarising the pargi- ‘

cipants with curront status and likely changes in Indian marketing

environment and rpole of marketing in India.

The third approach implemented only in the last academic session
(1984-85) was reasonably successful in understanding the current and
likely changes in broad environment, However, the implications of such
changes for organisatinns/industries did not come through well as the
groups were locking at implicatiens of each slement of the enviromment,
rather than the total enuironment,'on each orpanisation/induatry

etec.
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It saemé to us that thes vastness of the information content of
the module and the instructors' desire to achieve participants' learn-
ing abnuf such vast content through an experiential mode in limited
number of sessions are responsible for less than adequate achisvemsnt

of the objectivas.

What ghould be the position of the module in the Lourse?:

For a number of years we dealt this module immadiately after the
introductory module while we were using approach 1 for the design. In
later years, particularly when approaches 2 and 3 above were implement-
ed, the first session of the mndule had bsen scheduled after the buyer
behaviour and segmentation module. The presentations have been scheg=
duled after couple of week ends required for working on the group assi=

gnment by the participants.

o

The approach of scheduling the module immediately after the in=
troductory sessions has lead to use of 'systems' approach by partici;
panta in subsequent modules. However, the overall understanding of the
Indian marketing system angd enviromment, in absence of someé exposure to
marketing phenomenon at the organisation level, suffered considerably.
Scheduling of the module after sdma 5 to 6 weeks of work in the course
has decidedly besen better, Th; faculty has consistently felt that
possibly its handling somewhere midway in the course, if not in the end,
would be far more beneficials This feeling is based on a bglief that
the participants weuld learn much more through these sessions if they

~

have been exposed to a somewhat larger number of marketing situations.
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Ugresolueg Issues ;3

’ »
As the revisw of I year courses is.dua this year, we have follow-

ihg issues to be resolved 3

=~ whether to ask for increass in number of sessions? If yes,

how many? How to design and position the same?

- In case increase in sessions does not materialise or is not

desirable, what should be the objectives of the module? and

how to design and position the same?
For resolving the issues, we propose two approaches

A) Given tho experieshces of Using the three broad design approaches,
discussed above, it seems quite reasonable to use approach 2 for achie
eving the gbjective of understanding of marketing snviromment as it
impinges on an organisation/industry. Ore session on a case and two ~
for presentations of group work with additional time of two sessions
equivalent for group work is quite apprepriate. Howecver, if the ob=
Jjectives of broad understanding of envirommental changss more deeply
and the role of marketing in India are to be achieved, the module reeds

to be extended by another 3 or 4 sessions for using approach 3 as well.

B) Alternatively, one of the tws sets of objectives possible to be

achieved by approaches 2 and 3 could be attempted to be achicved through
case -discussions in the remaining modules of the course whils the other
could be achieved by the specific module through approach 2/3. Houwever,
the lattef option implies writing significapt number of new cases and a
much faster updating of the meterial. Bath these are quite time con-

suming and difficult exercices.
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The positioning of the modulé also needs to be thought through.
Possibly the group exercises should not be attempted sither too garly
in the course or too late in the course. Howsver, if the second
approach is followsd, the session(s) on understanding the role of

marketing could be schedulsd towards the end of the course.

SECTION -~ IV 3 DESIGNING DEMAND ASSESSMENT AND FORECASTING MODULE:

This module is representative of those which draw a substantive
conceptual/knowledge/technique component from a basic discipline like
sconomics, statistics, behavioural sciences, etc. Such modules in the
marketing course are demand assessmsent and ferecasting, buyer behavior,
pricing, marketing organisation, and marketing ressarch. The moduls
on demand assessment and forecasting is allotted five sessions and is
scheduled after the module on buyer behaviour and segmentation but
before any modules on sub=functional areas of decision makings The N
cases in this module have represented a mix of marketing situations in,
terms of nature of product (consumer non-durable, consumer durable, and
industrial products) as well as new v/s old products, The issues ip
designing the module primarily concern the relative emphasis gn its
three objectives. The objectives of the module are-to (i) understand
the basic requirements of using the techniques/concepts, (ii) develop
skills of selecting appropriate concepts/tochniques for the preblem site
- uationh at hand, and {iii) judiciously use the results obtained by apply=
ing them for resclving the decision problems faced by managers. How=
ever, the basic discipline based course (Economip Analysis of the firm)

usually handles the subjoct matter more from theoretical point of viow

and less from application\puint of visw in any specific functional araa.
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Unless the moduls ih the marketing course (as well as the discipline
based course) is designed with some dare, theoes are more than reasgne-
able chances that the learning from the twc courses wouid not be inte=
éﬁrated. If such outcome were to take plece, ths application orient=
ation of the participante, even if acquired, would not bc based on

sound footing.

Approaches used and Their Asscssment s

In the demand assessmont and forecasting module, tws broad appr-
oaches of design have beon used. We would briefly describe cach
approach and assess their suitability for achieving the objJoctives of

the modulc,.

The first approach was that of using case situations which prow-
vide opportunity for application of more than gne démand assessmant
and forccasting method but nesd not necessarily provide enough descripte
ion of decision makers' considerations and/or the details of buying
unit behaviour. At the end of the module (part of) a session is devoted
to understand applicability of thc methods in differont situations.
This approach has been found to achiwve the objectives of developing a
technician's skill in.use of technigues. It does net necessarily lead
_to development of judgement for effective use of techniques for deci-
sioh making., Participants have been fgund toc evaluate this approach
better. However, subssquent sessions in the Course, where demand asge
esament was an important aspect, have usually failed tc provida assur-
ance of better judgement in use of such techniques tg instructors as

well as participants.
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The gecond apprpach also consists of case sessions but sach case
depicts realistic buying unit behaviour as well as a decision situat-
ion. The cases should preferabiy have information which provides oppor=
tunity to apply more than one demand assessment technique. Again,
like tﬁa first approach, {part of) a sessign is devoted to recapitu=-
late/review the learning of appropriatensss of different forecasting
techniques in different decision situations. This approach has bean
found to develop adequate skills of judgement for using/choosing appro=-
priate forecasting approach as well as a technique, if one exists. How=
aver, the=pafticipants have not evaluated this approach better than
the first approach. The likely reasons for such assassment could be
lack of 'concrete' learning (of technigjues stc.) and lack of appraciate
ion of learning about 'nmot so concrete' aspects like skills and atti=
tudes. Given that this module is taught in the first gne-third part gf
the: course in the second term, the primary causes for thess could ba
influence of prior learning methods on the batch as a whole and the
attitude of 'concrete' learning acquired in engineering and natural

sciences from where a bulk of the participants come.

Unresolved Issuss 3

Our experience has convinced us that the second approach is better
for achieving the major objective of decision making skills. However,
the approach has not achisved ths objactiﬁe of understanding/knowledge
of various forecasting techniques. GCur experience also strongly sugge~
sts that the fault probably lies in lack of integration in the two

oourses where forecasting/demand assessment are learnt by perticipants.

Wa, therefore, propose that for improved loarning in this module, an
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attempt should be made to integrate some part of the module along with

the demand assessment module in the course on Economic Analysis of a

firm (Micre Economics). The factors which ar likely to affect the ine
tegration could be the differences in the objectives of the modules in
the two, approaches of individual instructors, and ability of the in-

structors to work together. Needloss to say, they all reed to be taken

care of well,

© SECTION = v 3 DESIGNING THE PRODUCT POLICY MOUDULE

Design of all the decision oriented modules poses somewhat similar
problems. Such modules in the course are segmentation, product~policy
{including new product introduction), pricing, etc. Experiences of

designing the product policy module would be described in this 'section.

The Module :

The product pelicy and decision medule, guver the yoars, has beep v
positioned after the modules on introduction, buyer tehaviour, segment-
[ N
ation (market selection), and demand assessment but before any gther
decision oriented medules. It has boen allotted roughly 6 to 7 sesw
_8igns. It's gbjectives are to (i) develop decision making skills regarde

ing various decisions within the product area; and (ii) familiarise with

-, Felevant concepts in the product policy area. The module design has

" used following broad approachus g

1« Handle all sessions through cases with limited time for genera-

lieations aliotted in ane or more Sessions

Zo Use first ssssion as a broad discussion session fallouwed by all
Case sessions with limited time for generalisations mostly in the

last sgssion.



3 Use all but 1ast session for case discussion and the last spse

sion fer summing up and drawing gensralisations.

4 Similar to approach 3 but a comprehensive written assignment and
presentation by groups of participants on 2 case in the last

session, with some time for drawing generalisation.

The cases in the module consist of a mix of important decision
situations prevailing/likely to prevail in the Indian organisations.
Generally a new product introduction case,; a tase oh managing a singlse
product, one or two cases opn managing a product line have been used.
The mix of cases also reflects varying levels of competition, different
types of product-market situations, and different lengths of time for
which the products have besn in the market. The background reading
material has consisted of chapters on product pelicy and new product

introduction from standard text books and a set of articles for supple=-

mentary reading.,

Assessment of the Mgdule Desiqn @

We have found that 6/7 sessions are quite adequate for the kinds
‘uf objectives of the module. Its position has been well received by
%he‘participants'as well as the faculty. One of the important reasons,
V‘possibly, for such acceptability.of the position is the deliberate none
use of products which could be highly unfamiliar to the participants,
This has been facilitated by a good mix of engineers and others among-
the participant group and also by the fact that a course on production

management has already been taken by the participants in the procosd-

ing term.
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Among tha four design approaches, the first ene was given up by
sarly saventies because of lack of time zvailable for understanding
snd internalizing concepts of product policy. The design pendulum

uahifted to the second approesch in which the participants ciscussed the
concapts in tha first session of the wmoduls by applying them to pre-
specified varying types of product situations. Houwever, it was found
quite difficult to cover mora than one product situation in the sas~
sion. Thus the purpase of teally understanding the existing concepts
by trying to operaticnalise thom in different product situations could
no: be achieved. The instructors tried this approach for three/four
yaarsjbut the results just did not come through. Devoting one sessicn
to one product situation was no different then using @ full bilown

case. 1In fact, a case could provide a far batter context.

\.

\’.
The third approach succeeded rcasonably well. Having discussed

geveral cases in detail, this approach provided reasonable time for rg=
floction by both the participants and the instructors on not only de-
cisions and situations covered in the cases but also for discussion of

important concepts not covered through the cases.

The fourth appruach was raally an extension of tne third. Its
chiof advantags over the third 'is in the fact that at least one case
ie throughly analysed by sach group, decigsions arrived at, and defended
bofh in writing and grally inclass through presentations and discus-
eions. Sometimes we hove allowed participants te chese the case for
assigrment and presentation. This further improved the achisvement of
mooule objecbivess While thic appreash in @roduct policy module (s

sleo im gther dscision orientod medulez} kag improved leacning in tho
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marketing course, learning in other courses has suffered significantly
on the day assigiment and presentations cre scheduled, We have tried

to circumvent this problem by sharing the information, with other in-
structors, about the days assignment submissions/presentations are due,
sg that lighter werk load could be assigned in othoer courses on those
days. However, even when cther instructors co-cperate, 21l are fully
conscious of the fact that ﬁarkating cgurse is acting like a prima dona.
fome degree of planning of submissions (like on a holiday} has helped
somewhat but then some of the participants havo complajined, though not
uigorously, of cutting into their non=academic time which in any case

is quite limited.

Un;gaolﬁad Issues 3

Thus, we find that through trial and error we hHawe been able to

gchieve a design which takes care of learning abjectives of the module
quits well., Howsver, its impact on other courscs is yet to be takan -
cars of. All the first year courses bein: compulsory in nature, imply=~
ing that each participant must lczrn the mipimum reguired from the
courses, we would have to devise some mechanism to toke care of this

aspeet,

ECTION = VI ¢ DESIGNING THE LEARNING CLIMATE :

-

Tha learning climate in the course needs to be designed consider-
ing the perception of the participants abcut marketing as a2 subject and
the charactsristics of the participants likely to influence learning
through the case method. As discussed in the sub=section on partici=

pant profile {Sec. 1) of this paper, the learning climate in the course
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should capitalise on charscterictics of tho patticipants which have
peeilive impast for learning through casc mothed 1.0. ®EiRfsras tha
Strong motivation ard sommitment and ubilioe bho diverse background
for increased participations At the same time, the negative contri-
butions of characteristics of the participants shoﬁld bec overcome as
early as possible i.e; lack of inclination to learn co=operatively and
lack of inclination to treat participants (including the instructors)
as cu—lgarners. in addition, ws have found, almost SVEr'Yy ONa per=~
ceives oneself as an authorit} on a subject like marketing (or psy=-
chology for that maﬁﬁer) on the basis of ones daily experiences. Thisg
could lead to too much 'blah-blah' in the discussion in the beginning
of the course. It may alsc be important to keep in mind that the
design chosen to take care of these_aspacts itself may give rise to
additional problems. Ffollowing steps have been found to be useful in
achieving a better design of the learning climate. The description of
the steps also includes their assessment in terms of positive and

negative implicatiaons.

Iotraducing tho Coyrso

Tﬁg marketing course at 1IMA has always bwan introduced to the
participants through an Introductory Module of two or three sessions,
The purposes of the module are two fold: delineate the subject matter
to be covered andg demanstrate the cass method of learning to be used
in the course. Till mid=seventiss, when the course was ascheduled tn
start in the first term, three sessions wers usod for pourse inkro-
duction as the modulo was 3lep tp sorum am am intrssuction tg the capw

method of learning for PG Programme =8 5 whols. Howeves, since the
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mig=seventies, the course, starting in the second term, has used tun
sessione for introductory module. A shouvt case {6 to 7 pages of singls

space querto size) is scheduled Por ciscussion on both the days.

Individual participants are reguired te present a complete ana=
lysis of some aspects of the case considered wcrthy of a detailcd ana-
lysis by participant. The instructor encourages an svaluation and

as a result of
modification of such propesals by participents. However,/ lack of
internalisation of the case mothod of learning by this time in the
programme, the evaluation and modification process is found to be in-
complete. The instructor, therefore, proteeds to help the presentor(s)
in evaluating the proposed analysis by appropriate guestioning. Yet, the
first day leaves tho process somswhat incdmpletw for lack of time, in
comparison to the number of presentors - and the idess expressed. The
sxorocise is pursued on the second day for abeut half the session, by
which time most issues in the case are brought out by participants.
through the discussicn. The imstructor then proceeds to delineafe the
scope of the course and smphasize the learning mathod as ha is likely
to follow in the course. He emphasizes the merits of selecting an
important aspect of tha case for discussion, making & detailed analysis
of the same, and testing the ideas in g small group before ceming to the
class. He fhan emphasizes the matner of contributing to discussign in
the class and learning from thas class discussion sven if the discus~

sion in the class is on aspects that an individual participent may not

have considersd before coming to the class,

Dur expericncoe suggests that this oXercise provides a reasonable

headstart to casc method of learning bosidos delincating the subject
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ﬁatter and objectiuas.nf the course. Howevor, it must be added that
unless the subsequent sessions reinforce the philosophy of learning, the
effect ﬁéars out guite fast. We have observed this particularly becauss
the sessioné following.the introductory module are con marketing environ=
ment and/or buyer behagiour where the decision focus is not all that
strongs, Unless tﬁé instructor is cereful in treating these moduless (or
at least the next few sessicns of the subsequent modules) with decision

making focus, he finds the effect of the exercise wearinhg out rcal fast.
Conducting Remaining Sessions in_the Course 3

Tuwo approéches have been followed in the remaining case based
sessions. The first consists of non-directed group discussion in all
other sessions whereas the second consists of conducting the beginning
sessions as some kimd of & 'court-martial! type of interaction between

individual perticipant and the instructor and then, at appropriate

time, switch to non—-dirccted discussion among participatiun;

.Giuen the less than adequate maturity lsvel of the group, the latk
of inclination for co-~pperative learning through discussions, and strong
pdssibility of higher level of 'blah~blah* because of perceived fami=
iiarity with the subject matter, the court martial approach in the begi-
nning sessions has been found to achieve é variety of important object=
ives. These are § Making a significant dent in the individual parti=
bipant's perception of himsclf as brightest émong the group thereby
prepare ground for participetive learning, shatter the participant's
attitude of ‘knoweall' about the subject matter, instil a saﬁse of res=
ponsible:bahauiogr in the class room, and gunerate a sense of better

proparation individually as wold as¢ in emall groups boforo coming to
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the class. 0Once these chahges are achieved; subsegquent sessions could
be.wel)l handled through non=directed di.cussion method., Achieving such
changes among the participants has been found to be almost impossible
for more than half the duration of the-course by the use of first

appreach.

The court martial part of the seccnd approach,; however, has sig= .
nificant negative consseguesnces too. firstly, the approach can generate
a fear psychosis not gnly shout class participation but also about the
instructor among uweaker participants. Sacondly, only a handful of par=
ticipants are able to share their ideas in gach session in the classroom,
lpavipg others quite uninvolved. And thirdly, it mey adversely affect
prior preparaticn as most participents would find the discussion in the
class at variance with uwhat they had prepared. The sscond end the third
aspects could he teken cere of by the inmstructor threugh his sunmory at
the end of cach sessionfevery 2 or 3 sessions by pointimg out aspects
not covered as woll as reinforcing the manner of lsarning {testing ches
own analysis by similar kind of guestioning} suggested in the introdu-
ctory module followed by discussicn with intergsted participants after
the class. However, if the approach snds up creating the fear among a

significant proportichn of the class, the instructor would have lost

aut the war in trying to win the initial battle.

On the whole, therefore, the court martial approach needs to be

executed in a fashion that the perticipants realise their own inade=
guacies but are not brow bsaten or made & laughing stock. In addition,
the timing of switch to non-directed discussion is to bv desided so

thet the court ma tial approach hos mad the dasired effect by then.
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Both these are more sasily stated than actually achieved. It scems to
us that higher the subject matter ebili.ies and the skills of relat-
ing with the participants, leowgr would De the time reguired to achisus

the skill of successfully cperating the second approach.

Taking Care of Mid Course Bluyes

In spite of the appropriate measures taken tc familiarise the
participants with case method by repeated application, it has bean
found that around the time when guarter or one third of the course is
over, participsnts feel considerable frustration both about the method
and the parceived lack of lesarning. This is not a phenomenon peculiar
to IIMA or specific toc one course« Such 2 phencmenon has been exper=

ieneced at other institutions as well as im gther courses.

The phenomengn starts teking shape when the qusstioning about v
first taking a specific decisiaon and then justifying it starts putt;ng
mantal pressure on participantss A point comcs when thc participant ‘
Jjust fails to justify the stand taken ecither by him or others to his
own satisfaction because ome can't have psrfect informatinn in any case
about consegquunces of cnes actions. Probebly the phenomenon at I1IMA
has greater intensity then elsewvherc. Part of the resson could be ths
participant mix i.c. 2 higher propertion of perticipants with onginesr~
ing and science backgrownd who always look for exatitude in whatever
they are doing. The participants incressingly ask for instructor's
solution of the case situation and/or how did the managers in the orga=
nisaticon handle it, The instructors do not‘dishout any such thing as,
by this time, the parbicipants nave ncither an attitude of accopting

tha fact that moro thon ame selubtlon could be spually offestive Ags
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the canfidence in their cwn logic/thimking. Yet, an improvement in
perceived learning is 2 strung motivating force and lack of it could
lasad to real disaster. We have found the %ollauing answer which par=

tially takes care of this phenomench.

On a given dey the instructor really puts himself/herself in tha
shoes af an average participant and acts out the agonies of grappling
vith facts, opinions, rumours available in the case to avolve decision
problems, alternative courses of actiocn, and dacision criteria in a
given cese. He then proceeds toc not only euaiuats the alternatives
but, alsc assess the chances of success of each with the help of given
material it the cass. He clearly demonstrates the crucial assumptions
made and their reascnableness in his opinion, though he could as well
be wrong. In a senss, he shows himsalf to be a humen being whose
decision could more or less ba‘quastionad by other human beings and
yat, given the situation, he cannot shirk his responeibility to act

decisively znd be prepered for the consegquances.

It is difficult to depict thiés exercise in words for us. We wouwld
howsver, like to assure pur reeders that the axerciss inuariably has
had significent positive outcomgs. Running the course after this

session is a tremendous smgoth sailing.

Monitoring and Evaluestion :

The design of lsarning climate in the course requires that par-
ticipants should be preparing both indivisually and in small groups
as well as contributing to discussions in tha clasas. Thus some syetems

of monitsring, control, and cualustisn vhich bake care of ingividual
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- learning, group work, and contributions to class discussion are rg-
quired. At IIMA, we assign about 20% woightage for class participat=
ion, about 20 tg 30% weightage for group assignments, and the remaine
ing for mideterm and term énd exams in each of the tuwo tarms of the
marketing ‘course. Timely feed back on assignments and exams in terms
of grade obtained and dstailed comments helps a great deal, Comments
on strengths and weaknssses of the apalysis as well as suggestions
for improvement Constitute impartant motivators for the participants,
Tha mechanism used for monitoring and Bvaluating class participation
Consists of a renistor in which each participant, along with his ree
levant background information, is represented as & row and each sos~
sion of the course is represented as 2 column. The entries in each
tell depict presenca/absence of a participant in the class sessian
and alse the yuality and quantity of his class participation. Thisg
register is helpful in keeping a tab on participant's level of parte
icipation and devising appropriate measures to improve participation
by non=contributers to the discussion and restrict, if need ba, the
Contribution by those who have participated enough., The details of
Participants! background help in spotting thoss who could help in
enhancing the discussion in Caseé an impasse develops in any class

during hendling of particular kind of marketing situation.

We also conduct a review of the Course and obtain feed back from
Participants gn objectives, contents, methodology, instructors, eva=
luation scheme, and participants' perception of their contributions
at the end of the course. Such feodback has becn of immense value in

bringing about dosiprgd changas in the coursp. Ip addition, reviews
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at the end of each meduls are used for assessing and consplidating the

course learninge.

_ SECTION - VII_: CONCLUDING REMARKS

The case method based functional area courses in Masters' level
programmes in management gensrally have the objectives of developing
decision making skills in the particular context (environment} and
~ learning of relevant concepts, technigues, etc. The first issue in
course design, therefere, concerns the kinds of modules to be included
in such course. The next set of issues relates to content and peda-
gogy design for each type of module. A third set of issues includes
design of learning climate and teaching material praparation. Jur
attempts at resoclving these iséues, some of which still remain unre-
solved, have also lead us to.draw some tentative implications for
designing environmental and discipline based compulsory courses in

Masters' level programmes in management.

Juite obviously, several modules cach dealing with a group of
interrelated sub-functional decision areas would be included in the
course. Also, cortain sub~functional decision area modules and/or
some other subject specific modules (like the buyer behaviour and the
demand and sales forecasting modules) which draw significantly on
certain disciplines, have also to be included for providing a sgund
concaptual baso for improved decision making skills. However, the
treatment of broader envirgrnment in the course as scparate mnd;le(s)

could be somewhat debatable. Exclusion of separate module(s) on one

virorment implies that participants have to lsarn such aspects sither



through their own assimilation from different cases and their discus=
sions or such issues are dealt in timg tllotted for summary/reviesw in
the course. Our submission is that broader enviromment in more and

more societies is gaining greater importance for variety of reasons.
Writing ensugh cases/notes encompassing such aspects at the pace at
which environmental changes are taking place would be Juite difficult,
particularly for schools having upto medium sizs facultys Hencg, learn-
ing of environment, trends therein, and their implications for decig=
ion making would he less than satisfactory if such module is not spa-
cifically handled in the course. The latter submission is made kagap-
ing in mind a better than average effectiveness of case methﬁd of learn=
ing which may or may not be so in specific schools. Therefore, we
further submit that such module{s) be madé distinct components of a

- tase based functional area tourse, particularly in schools where

Faculty size is small to mediuma

Effective design for oach type of module differs in terms of con-
tent and pedagogy. Our experiences suggest the following approaches
for the three specific types of modules generally included in the case

based functional area COMPUlsoly COUTSES

- Module on enviromment would achieve the objectives better if
participants do an indepth oxercise of collecting and analysing
relevant data and share the results of such exercise in the
class room through presentation and discussions. They, however,
need to be exposed to a broad understanding of the manner of
viewing the snviromment in a discussion session. Thig approach
would primarily utilise envirommental informotion availabis

in most 1ibrarios.
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The modules significantly drawing on concepts} techniques etc,
taught in cther discipline based courses nesd to be designed
and hzndled after mutuzl consultation'among. instructors of
functional area and discipline based Courses. It is likely

to échieue a better degree of integration in learning by

design.,

Sub~functional decision making modules would be far more effect-
ive if participants actually submit a written analysis of a
case at the end of each module which is then followed by proper

summarising and revisw of learning in the module,

The above gensralisations should bs viewed in the light of sig=
nificant unresclved issues discussed in the paper i.e. issus of inw
creasing the number of sessions or thanging the objectives of environ-
mental module, difficulties likely to be faced in working together by
instructors of varied background and styles for achisving intagration
of learning from the functional area cou-ag module and relatsd module
in a discipline based course, and the praoblems of devoting more time
to integrated case assignment at the end of modules at the cost of leare-

ning in other CoMpulsory courses.

The leoarning climate, including the evaluation and control of
participant!s learning, neods to he designed with far greater care, The
first step in this direction would tte an assessment of the implications
of course objectives, participants! profile, learning climate in other
fourses, and climate outside the class on reguirements of effective
laarhing through case method. The instructor's own level of develop-

ment as a case teacher is likely to influcnce not only the design of
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climate but also its effective exccution. A realistic assessment of
the seme by the instructor himself constitutes the third step in the
process. Finally, the assessmocnt of implications of the instruments

to be used for learning climate needs teo be made.

We have found that increased confidence in case method of lcarn-
ing could be developed among participants if simpler decision situat-
ions are scheduled in the beginning and those having increasing level
of complexity are handled subsequently (i) within each moduls as well
as (ii) over the course as a whole. The latter aspect (ii) also has
implications for scheduling the modules. Accordingly, the teaching
material {cases and contextual notes) at hand should be sorted out
according to varying levels of complexity of situations. In case
there are gaps in the teaching materizl, deveslopment of appropriate
new matorial should be planned. A greatsr involvement of participants
could alsc be génerated if the teaching material is based on recent
situations and reflects the changing context of decision making in the
functional area. Consistency in the focus of discussion in the course
acts as another element of motivating the participants, whereas a
fluctuating focus would hamper their proparation and discussion style.,
Necdless to mention that the discussion focus should cnsure a degrec
-of rigour in analysis and thus build improved decision making skills

amaeng the participants.

Hesides the above menticned genoralisatiens for case based come
pulsory marketing course, which to a réasunable degree may be appli-
cable to other functional area courses, we may draw some tentative im=-
plieations for onvirpmmental and baeic diseipline baacd compulagry

CoUursaes,
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These courses could snhance their contribution to learning
of future managers if the focus of u significant portion of the

course is on drawing implicaticns for decision makinga

Integration in design and implementation of some part cof the
modules of these courses with similar module(s) in funoticnal

area courses could be of sighificant help.

Devélopment of teaching materizl rejuired for the integration
purposes could be achisved and need to be achisved by joint
efforts of faéulty handling the functiocnal courses oh che hand,
and environment and/or discipline based courses on the other

hand.

The faculty handling environmental and discipline based courées
may be able to achisve the learning objectives of their courses
through a methodology different than case methode Our exXperisnce
of handling case based functiocnal area ccurses strongly suge
gests taat use of case method (exp.-iential learning) to at

least a minimum degree could substantially enhance the use of

learning from such courscs in applied situationse
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APPENDIX « 1

FIRST YEAR COURSES

FIRST TERM

Mathematics & Statistics fsr Management=1
Production & Operations Managemente=I
Managerial Accounting & Contrglel
Economic Analysis

Organizational Structure & Dynemics
Written Analysis & Communication=]

Legal Aspects of Business

Total

e
oa
an

SECOND TERM

Mathematics & Statistics for Managemant-1I I
Porsonal & Interpersonal Dynamics
Finance=1

Marketing=I

Manageriel Accounting & ControleIl

Written Analysis & Communicatione]I
Economic Enviromment & Policy=I

Toctal

o
o

THIRD TERM

Human Resource Managoment

Computars & Data Processing Systems
Production & Operaticns Managemen . ~I]
Finance-1]

Marketing~I1

Economic Environment & Poliecy=11
Written Analysis & CommunicationeIII
Indian Social & Political Envirorment

Total ss3

Grand Total s::

1.00
0475
1.00
100
1400
1.00
0.80
1.00

H

20.50




APPENDIX = 2

MARKETING MANAGEMENT

Sr.No. Module No._of Sessions
Te Introduction 2
2. Marketing Systems and Role of
Marketing in India

3. Buyer Behaviour and Segmentation 8

4. Demand and Sales Forecasting '

Se Product Policy (including New Product 6
Decisions

(% Pricing

Te Distribution Channel Management

B. Sales Management 5

(including Personal selling,
Advertising, and Salas Promotion)

9. Marketing Research 5
10. Marketing Organisation 2
11. Marketing Programma@s Planning 4
124 Developmental Marketing, Consumerism, 3

and Legal Aspacts
13, Coursé Review 2

Total ;3@ 60
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