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Marketing Management "

The purpose of this course is to teach students to embrace with global marketing
202 48 | trend or change with particular emphasis on 1) managerial orientation 2) analysis

Ei1N%5 | approach 3) multidisciplinary perspective 4) universal application 5) Asian
insight.
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o Philip Kotler, Marketing Management, 3" Ed., Pearson/Prentice Hall, Singapore
2EER (Rep. of U.S.A), 2003
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#1238 % 12 Developing new market offerings

453438 % 13 FE Designing global market offerings
%55 638 45 14,155  Setting the Product and Branding strategy / Designing and managing
services

B8 F16E Developing price strategies and programs

291038 %5172  Designing and managing value networks and marketing channels

&5 11,12 58 5 18,19 Z Managing retailing, wholesaling, and market logistics / managing

integrated marketing communications
13,1458 520 %= Managiﬁg advertising, Sales promotion, Public relations, and Direct
marketing

5 15,1638 2521 & Managing the Sales Force

#1718 38 2822 Managing the Total Marketing Effort
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