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TSR H IS BhAS & R A e A # 5S4 H97T#E. Provides an introduction to
the theory and practice of marketing. Topics include price policies, channels
of distribution, promotion techniques, the management of products and
services, and marketing research. The course also covers the impact of
government regulations and competitive practices, integration of marketing
with other activities of the business enterprise, and strategic implications of

marketing actions.
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