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4. Winning Markets Through Market-Oriented Strategic Planning  5.Gathering Information and Measuring Market Demand ~ 6.Scanning the Marketing
s Environment 7.Analyzing Customer Markets and Buyer Behavior  8.Analyzing Business Markets and Business Buying Behavior 9.Dealing with the
Bl Competition  10.Identifying Market Segments and Selecting Target Markets  11.Positioning and Differentiating the Market Offering Through the
Product Life Cycle 12.Developing New Market Offerings  13.Designing Global Market Offerings  14.Setting the Product and Brand Strategy
Eﬁi 15.Designing and Managing Services 16.Developing Price Strategies and Programs  17.Designing and Managing Value Networks and Marketing
NE Channels  18.Managing Retailing, Wholesaling, and Market Logistics  19.Managing Integrated Marketing Communications 20.Managing
Advertising, Sales Promotion, Public Relations, and Direct Marketing  21. Managing the Sales Force  22.Managing the Total Marketing Effort
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ﬁ;ﬁ ZFIE: Philip Kotler, Swee Hoon Ang, Siew Meng Leong and Chin Tiong Tan “Marketing Management” Prentice Hall Pearson
el Education Asian Pte Ltd, 23/25 First Lok Yang Road, Singapore 629733

_’; 2232 Jagdish N. Sheth, David M. Gardner, and Dennis E. Garrett “Marketing Theory : Evolution and Evaluation” John Wiely &
et Sons, USA, 1988
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