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Marketing Management R

The purpose of this course is to teach students to embrace with global marketing
2 HAR | trend or change with particular emphasis on 1) managerial orientation 2) analysis

EEAZS | approach 3) multidisciplinary perspective 4) universal application 5) Asian
msight.
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;-«&&ir Philip Kotler, Marketing Management, 3™ Ed., Pearson/Prentice Hall, Singapore
2EEHR (Rep. of U.S.A), 2003, pp. 1-752
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51,278 15 Defining marketing for the 21 Century.

3438 5 2FE  Adapting marketing to the new economy

255,63 25 3,4% Building customers satisfaction, value and retention/winning markets

through market-oriented strategic planming.

18 E5= Gathering information and measuring market demand

259,108 2562  Scanning the marketing environment

25 11,12 38 %5 7,8 B Analyzing consumer markets and buyer behavior/analyzing business
_ markets and business buyer behavior

25 13,1458 25 9%  Dealing with the competition

25 15,1658 25 103  Identifying markets segments and selecting target market

2 17,183 Z 112  Positioning and differentiating the market offering through the product

life cycle
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