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1. Defining Marketing for 21st Century 2. Developing Market Strategies and Plans 3. Gathering
Information and Scanning the Environment. 4. Conducting Marketing Reserch and Forecasting
Demand 5. Creating Customer Value, Satifaction, and Loyalty. 6. Analyzing Consumer Markets. 7.
Analyzing Business Markets. 8. Identifying Market Segments and Targets. 9. Creating Brand Equity.
_ 10. Crafting the Brand Positioning. 11. Dealing with Competition. 12. Setting Product Strategy. 13.
E%EW%@IE " Designing and Managing Services. 14. Developing Pricing Strategies and Programs. 15.
Designing and Managing Marketing Channels and Value Networks. 16. Managing Retailing,
Wholesaling, and Logistics. 17. Designing and Managing Integrated Marketing Comunications. 18.
Managing Mass Communications: Advertising, Sales Promotions, Events, and Public Relations. 19.
Managing Personal Communications: Direct Marketing and Personal Selling. 20. Introducing New
Market Offerings. 21. Tapping into Global Markets 22. Managing a Holistic Marketing Organization.
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Text book: Marketing Management an Asian Perspective( fifth edition) by Philip Kotle al.,

Reference books:

. Marketing Management(fourth edition) by Russell S. Winer and Ravi Dhar.

. Marketing Management (seventh edition) by Peter and Donnelly.

. Driven by David kiley.

. Howard Schulez with Joanne Gordon.

. Michael Lewis Money Ball.

. The Myth of Market Share by Richard Miniter.

. What Would Google do by Jeff Jarvis.

. The Southwest Airlines Way by Jody Hoffer Gittell.

. The Starbucks Experience by Joseph A. Michelli.
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3. C. K. Prahalad and Gary Hamel, “ The Core Competence of the Corporation.” Harvard Business
Review, May-June 1990, pp. 79-91.

4. Michael E. Porter, “ What is Strategy?” Harvard Business Review, November-December 1996,
pp.61-78.

5. Christine Moorman, Gerald Zaltman, and Rohit Deshpande, “Relationship Between Providers and
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Marketing Research, August 1992, 29, pp. 314-328.

6. Norman Dalkey and Olaf Helmer, “An Experimental Application of the Delphi Method to the Use of
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8.Alan W. H. Grant and Leopard A. Schlesinger, “Realize Your Customer’s Full Profit Potential.”
Harvard Business Review, September-October 1995, pp. 59-72.

9. Jennifer Aaker, “Dimensions of Brand Personality.” Journal of Marketing Research, August 1997,
34, pp. 347-356.

10. Chris Janiszewski and Stiju M. J. Osselar,” A Connectionist Model of Brand-Quality Association.”
Journal of Marketing Research, August 2000, pp. 331-351.

11. Frederick E. Webster Jr. and Kevin Lane Keller, “A Roadmap For Branding in Industrial
Markets.” Journal of Brand Management, May 2004, 11, pp. 388-402.
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Research.” Journal of Consumer Research, March 1998, pp. 343-373.
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How Innovative Late Entrants Outsell Pioneers.” Journal of Marketing Research, February 1998, 35,
pp. 54-70.
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