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Analyzing Consumer Market & PuyingBehaviors

Analyzing Business Market & Buying Behaviors

Tdentifying Matket Segment & Selecting Target Marke

Positioning the Market Offering through the Product Life Cycle

Dealing with the Competition

Developing New Market Offering

Managing Product Lines & Branding

Designing and Managing Services

Managing Intograted Marketing Communication

Managing Advertising, sales Promotion, PR & Sales lorces

Managing Direct & On-line Marketing

Managing Marketing Channels

Managing Retailing, Whole Saling & Market Logistics

Designing Pricing Strategies & Programs.
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