Course Code: MARKPRD

Course Title: Product Management

Course Description:

The student majoring in Marketing Management at this point will have been introduced to the
concepts, tools, procedures and applications in Marketing a product or service in firms operating
here and abroad. He/she would have been exposed to various decision-making processes
leading to the establishment of marketing objectives, strategies and programs to support that
firm’s long-termand short-term goals.

Today’s graduate in Marketing Management should be well grounded to prepare him/her for a
career in middle-management such as product or brand manager, advertising manager,
marketing services manager, sales manager, distribution manager, marketing communic ations
manager, and so forth. Then he can assume a top-level corporate position or become an
entrepreneur.

Department: Marketing and Advertising
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