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PREFACE

This course pack was developed for BA 724 — Advance Marketing Management. It translates the
approved syllabus into a structured graduate-level learning resource that integrates theory,
quantitative analysis, strategic judgment, case discussion, professional communication, and
practical application. The course is designed for learners preparing for entrepreneurial or corporate
responsibilities in marketing management and for higher levels of managerial decision-making.

The organization follows an Activity—Analysis—Abstraction—Application (4As) learning sequence.
Each module begins with a professional problem, observation, or analytical task; guides learners to
examine evidence and assumptions; develops the underlying concepts and frameworks; and
culminates in a new application requiring a defensible recommendation. This mirrors the work of
practicing marketing managers, who must move from incomplete information to reasoned action.

The official syllabus identifies the Unilever Brazil and Eataly cases as major case-learning
anchors. This course pack preserves the syllabus preparation questions and provides analytical
frameworks, quantitative tools, and original practice cases. It does not reproduce proprietary case
texts. When the instructor provides the official case material, students should use that material
together with the worksheets and frameworks contained here.

The course pack also strengthens the original syllabus by making explicit the links among market
opportunity analysis, segmentation and positioning, branding, marketing communications, retail
economics, omnichannel strategy, implementation, and performance control. The goal is not to
create isolated marketing outputs, but to train students to build coherent strategies in which
diagnosis, choice, execution, and measurement reinforce one another.
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