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As companies change, so does their marketing organization. Marketing is no
longer a company department charged with a limited number of tasks—it is
a company-wide undertaking. It drives the company’s vision, mission, and
strategic planning., Marketing includes decisions like who the company wants
as its customers; which of their needs to satisfy; what products and
services to offer; what prices to set; what communications to send and
receive; what channels of distribution to use; and what partnerships to
develop.
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