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The main purpose of this course is to develop a structural framework to
help the students understand and practice the marketing function. By
learning the integration for the marketing function and related elements as a
strategic and consistent marketing plan, the students will extensively get in
touch with the following issues: marketing framework, marketing
organization, marketing environment, segmentation and market target, and
marketing mix etc,
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3 Conducting Marketing Research and Forecasting
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12 101/12/02 Developing Pricing Strategies and Programs




101/12/03~ .. . :
13 Designing and Managing Integrated Marketing
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Marketing Management, 13th Edition, by Philip Kotler; Kevin Lane Keller,
2008
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