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1.Analyzing the marketing environment

2.Product services,and brands building customervalue

3. New-Product development and Product Life-Cycle strategies

4 Communicating customer value:integrated marketing communications
strategy

5. Analyzing the global marketplace
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1 |LEEMRATHE L 2B PZ H W% | L.Understand the changing A6 | ABCDGH
marketing environment and
influence factors.

2 |2HR R EAATI R 2 E Bk 2.Understand the importance A6 | ABCDGI
of integrated marketing
strategy.
3(3EMAE KRR 3.Integrated both the theory P4 | BGI
and practice
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creating marketing,
5 (DA #wF1E S 5. Creating competitive A6 | ABCDGI
advantage,
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