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Introduction to Marketing ( Summery)

Target Markets
Marketing Strategy <
Marketing Mix
| | |
Product Place Price Promotion
Strategy Strategy Strategy Strategy
M—>C
M—> EU

M— W—>R—> C
M—> ID——— EU

M: Manufacture
C: Consumer
Eu : End User

Personal Selling

W: Whole Saler Advertls_mg
R : Retailer Sales Promotion
ID: Industrial User Pubhc1ty
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