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What is Marketing?

OFA| &l o] "d2|(American Marketing Association; AMA)
® 7 Chx HtEL Ate| MN[0 7tK[ Q= XS =(offerings) ==
o Nz FHAFLUAHOMM, MY, wetsty| st

— P~
o 25, WSl MY, I

Of 7| = 2k Eoj

e OfA|Elo| ZH= T & =2 80tA Bt== Z(Peter Drucker)
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O}#| & #t2| (marketing management)
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What is Marketed?
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Marketers and Markets
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Core Marketing Concepts

Tar C?et Markets, Positioning,
Segmentatlon
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Core Marketing Concepts

Marketing Channels
Supply Chain
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the New Marketing Realities
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New Marketing Realities
m 3 m Major Societal Forces
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MA7N
(production concept)

A= 71 E
(product concept)

LHOH7H
(selling concept)

A 4
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(marketing concept)
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(holistic marketing
concept)
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reactive market orientation vs. proactive marketing orientation
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Holistic Marketing Dimensions
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Holistic Marketing Concept

Integrated Marketing
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Holistic Marketing Concept

Performance Marketing
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The 4Ps of the Marketing Mix
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Marketing Management Tasks




