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Chapter 1

Defining Marketing and Marketing Processes

% What is marketing?

% The Marketing Processes

Understanding the market place and customer needs
Designing a Marketing Strategy

Preparing an Integrated Marketing Mix

Building Customer Relationships

Capturing value from customers
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Chapter 2
Strategic Planning
++ Steps in strategic planning
¢ Defining a market-oriented mission
e Setting company objectives and goals
¢ Designing the business portfolio

% Developing an Integrated Marketing Mix
o (product, price, place, promotion)

% Managing the marketing effort
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o Marketing Analysis (SWOT) sl Qlasll @

e Marketing Planning o sul) Lzl o

o Marketing Implementation ooyl 2l Gl @

o Marketing Control ) Al L) @
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Analyzing The Marketing Environment TS WPV U ) SO RN

» The Micro Environment
« The Macro Environment
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Chapter 4
Managing Marketing Information
» Marketing Information System (MIS)
Marketing Research
Customer Relationship Management (CRM)
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Chapter 5
Consumer Buyer Behavior
Characteristics Affecting Consumer Behavior
Types of Buying Decision Behavior
The Buyer Decision Process
Participants In the Buying Process
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Chapter 6
Marketing Strategy
% Market Segmentation
¢ Market Targeting
++ Differentiation and positioning
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Chapter 7

Products, Services, and Brands
What is product?
e Levels of Product and Services
e Product and Service Classifications

Product and Service Decisions

e Individual Product and Service Decisions
(Product Attributes, Branding, Packaging,
Labeling, Product Support Services)

e Product Mix and Product Line Decisions
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% Service Marketing Gileadl) Byl o
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New Product Development Strategy Bapaad) claiial) jpghas
% The New Product Development Process aaall Cilatiall et dylee o
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Pricing D —
< What Is The Price? ozl s ala
% Basis Of determine Price Dl 3aaS Gl o
% Pricing Strategies Dwmail) Cllaacti) il
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% Distribution Channels sl 18 W
< Intermediaries slavll
% Role of Distribution Channels cosllalyiicaitla, o
< Distribution Channels Levels sl alalclsine gaae o
o Direct Distribution Channel B_pilall ) 5l) < 58 @
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% Channel Design Decisions BLl) apanali il H) 3 o
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Chapter 11

Marketing Communications and Promotion
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The Promotion Mix

o Advertising

o Sales promotion

o Personal selling

¢ Public relations (PR)

o Direct marketing

The Communication Process

Steps in developing an effective communications
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