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Business Marketing is different from consumer marketing business market is

an expertised market, The purchasing motivation and buying processes are

professional decision,
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3. BRATHAS K& M7 2.Analysis of buying center
4. BEITHABEMS 3.Analysis of marketing
strategies
4 Organzation of marketing
mix frameworks
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1 | 09/13 | Course Orientation
2 | 09/20 | Marketing Planning
3 | 09/27 | Corporate Appraisal
4 | 10/04 | Competition Analysis
5 | 10/11 | Customer Analysis
6 | 10/18 | Scanning the Environment
7 | 10/25 | Measuring Strengths and Weaknesses




8 | 11/01 | Marketing Goals

9 | 11/08 | Strategy Selection

10 | 1115 | 3AF FRA

11 | 11/22 | Portfolio Analysis

12 | 11/29 | Organizational Structure

13 | 12/06 | Strategic Tools

14 | 12/13 | Marketing Strategies

15 | 1220 | Case Analysis

16 | 1227 | Case Analysis

17 | 01/03 | Case Analysis
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