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Learning Objectives

To introduce the nature, scope, and importance of marketing and its evolution over time.
To explain the core marketing concepts and the various company orientations.

To explain the various product decisions, including the product life cycle, product
classification, product line decision, product mix decision, brand

ing decisions, packaging and labeling.

To understand the various pricing methods and determinants of price, as well as promotion
decisions and marketing channel decisions.

Learning Outcomes
On successful completion of the course the learner will be able to:

Describe the nature, scope, and importance of marketing and its evolution over time.

Explain the core marketing concepts and the various company orientations.

Identify and analyze the various factors affecting the marketing environment in the Indian
context.

Apply the concepts of segmentation, targeting, and positioning to develop effective marketing
strategies.

Conduct informed decisions regarding product decisions, including the product life cycle,
product classification, product line decision, product mix decision, branding decisions,
packaging and labeling.

Analyze the various pricing methods and determinants of price, as well as promotion
decisions and marketing channel decisions, to develop effective marketing strategies.
Develop marketing strategies for service firms based on an understanding of the unique
characteristics of services.

SYLLABUS OF GE-5
Unit 1: Introduction and Marketing Environment
Introduction: Nature, Scope and Importance of Marketing, Evolution of Marketing; Core marketing
concepts; Company orientation - Production concept, Product concept, Selling concept, Marketing
concept, Holistic marketing concept. Marketing Environment: Demographic, Economic, Political,



Legal, Socio cultural, Technological environment (Indian context); Portfolio approach — Boston
Consulting Group (BCG) matrix.

Unit 2: Segmentation, Targeting and Positioning and Product Decisions
Segmentation, Targeting and Positioning: Concept; Levels of Market Segmentation, Basis for
Segmenting Consumer Markets; Product decisions: Concept of Product Life Cycle (PLC), PLC
marketing strategies, Product Classification, Product Line Decision, Product Mix Decision,
Branding Decisions, Packaging & Labelling.

Unit 3: Pricing, Promotion and Marketing Channel Decisions

Pricing Decisions: Determinants of Price, Pricing Methods (Non-mathematical treatment),
Adapting Price. Promotion Decisions: Factors determining promotion mix, Promotional Tools —
Fundamentals of advertisement, Sales Promotion, Public Relations & Publicity and Personal
Selling. Marketing Channel Decision: Channel functions, Channel Levels, Types of Intermediaries:
Wholesalers and Retailers.

Unit 4: Marketing of Services
Marketing of Services: unique characteristics of services, marketing strategies for service firms — 7Ps.

Essential/'recommended Readings (latest edition of readings to be used)
e Kotler, P., Armstrong, G., Agnihotri, P. Y., & Ul Haq, E. (2019). Principles of marketing:
A South Asian perspective. Pearson.
e Kotler, P., & Keller, K. L. (2015). Marketing management (15th ed.). Pearson.

Suggestive Readings (latest edition of readings to be used)
e Ramaswamy, V.S. &amp; Namakumari, S.: Marketing Management: Global Perspective —
Indian Context, Macmillan Publishers India Limited.

Note: Examination scheme and mode shall be as prescribed by the Examination Branch,
University of Delhi, from time to time.



