
B2B Marketing Syllabus 

 

UNIT-I: Introduction to B2B Marketing: Business marketing and Business market customers, 

Market structure, Environment and Characteristics of Business Marketing, Strategic role of 

marketing, Commercial enterprises, Commercial and institutional customers. 

 

UNIT-II: Organizational Buying and Buyer Behaviour: Organizational buyers’ decision 

process - A Stepwise Model and A Process Flow Model, Organizational and business markets 

- Government as a customer - Commercial enterprises - Commercial and institutional 

customers 

 

 

UNIT-III: B2B Marketing Strategy: Strategy making and strategy management process, 

Industrial product strategy– Managing Products for Business Markets-Managing Services for 

Business Markets-Managing Business Market channels The Growth-Share Matrix, 

Multifactor Portfolio Matrix, The Balanced Scorecard. 

 

UNIT-IV: B2B Marketing STP: Market Segmentation, basic framework of segmentation, 

choosing target segments and positioning-Pricing strategies for Business Markets, B2B 

Advertising, Competitive bidding, Relationship marketing and CRM,  

 

 

UNIT-V: Business Marketing Communications and Channels- B2B Advertising, Digital 

marketing,- Trade shows, exhibitions, business meets - Managing the sales force - 

Deployment analysis -Business marketing channels and participants - Channel design and 

management decisions -B2B logistics management 
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