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Chapter 1: Defining Marketing for the 21st Century
The Scope of Marketing


What is marketing?
What is marketed?
Who markets? 

Core Marketing Concepts

Company Orientation toward the Marketplace

Chapter 2: Developing Marketing Strategies and Plans

The Value Chain

Corporate and Division Strategic Planning

Business Unit Strategic Planning

Chapter 3: Gathering Information and Scanning the Environment
Other Major Macro-environments (Economic, Social-Cultural, Natural, Technological, Political-Legal)

Chapter 5: Creating Customer, Value, Satisfaction, and Loyalty
Delivering High Customer Value

Customer Relationship Management
Customer Database, Data Warehouse, and Data mining 

Chapter 6: Analyzing Consumer Markets

What influences consumer behavior?

Perception 
Learning

The buying decision process

Chapter 7: Analyzing Business Markets

The Buying Center

Chapter 8: Identifying Market Segments and Targets

Levels of Market Segmentation

Bases for Segmenting Consumer Markets

Market Targeting

Chapter 9: Dealing with Competition

Competitive Forces

Expanding the Total Market

Market Challengers Strategy

Market Followers Strategy

Market Nicher Strategy

Chapter 10: Creating Brand Equity

What is Brand Equity?

Brand Resonance Model

Brand element choice criteria

Leveraging Secondary Association

Devising a Branding Strategy: Branding Decisions, Brand Portfolios, 

Customer Equity

Chapter 11: Crafting the Brand Positioning

Point-of-Differences and Points-of-Parity

Communicating Category Membership

Choosing POPs and PODs

Creating POPs and PODs

Differentiation Strategies

Product life-cycle marketing strategies

Chapter 12: Setting Product Strategy

Product levels

Product Classifications

Product Differentiation

Service Differentiation

Product and Brand Relationships

Packaging, Labeling, Warranties, and Guarantees

Chapter 13: Designing and Managing Services

The nature of services

SERVQUAL Attributes

Chapter 14: Developing Pricing Strategies and Programs

A changing Pricing environment 

Setting the Price

Adopting the price

Initiating and responding to price changes

Chapter 15: Designing and Managing Integrated Marketing Channels

The Importance of Channels

Channel-Design Decisions

Training and Motivating Channel Members

Vertical Marketing System

Horizontal Marketing System

Conflict, Cooperation, and Competition

Chapter 16: Managing retailing, wholesaling, and logistics

Retailer types

Wholesaling

Market-Logistics Decisions

Chapter 17: Designing and Managing Integrated Marketing Communications

Marketing Communications Mix
Response hierarchy models

Developing Effective Communications
