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Marketing - An Armstrong & Kotler Pearson Education, 2009
Introduction Inc.
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Imarketing:creating and capturing customer value

2 2.company and marketing strategy: partnering to build 80 20
customer relationships
3 3.analyzing the marketing environment 80 20
4 4.managing marketing information to gain customer insight 80 20
5 5. understanding consumer and business buyer behavior 80 20
6 customer-driven marketing strategy and marketing mix 80 20
7 7. products, services, and brands: building customer value 80 20
8 8.new-product development and product life-cycle strategies 80 20
9 mid-term exam. 80 20
10 9.pricing: understanding and capturing customervalue 80 20
11 10.marketing channel: delivering customer value 80 20
12 11.retailing and wholesaling 80 20
13 12. communicating customer value:advertising and public 80 20
relations
14 13. communicating customer value: personal selling and sales 80 20
promotion
15 14 direct and online marketing:building direct customer 80 20
relationships
16 15. the global marketplace 80 20
17 16. marketing ethics and social responsibility 80 20
18 final exam. 80 20
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