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The course aims to introduce students to the basics of contemporary marketing and how to
segment the market and create a competitive marketing advantage within the targeted
segments. Besides, the course explains the marketing mix elements and identifies factors
affecting individual and business customer behavior. It also explains the evolution, tools, and
how to measure the effectiveness of customer relationship management and its impact on
marketing and sales strategies.
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contemporary marketing through time

Clarify the difference between final and business

2 Consumer behavior consumer and identify factors influencing each of
them.
3 Segmentation and Determine consumer and business markets

targeting segmentation criteria and how to target the selected
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market segments.
Product and brand Define product, its c_Iassmcatlon and differentiation
4 man ment methods, and explain product and brand
anageme management strategies.
Explain the psychological impact of price, pricing
5 Pricing and distribution | and distribution methods and strategies, and explain
how to deal with the distribution channel conflict.
Integrated marketing Identify marl_<et|ng communication elements,
6 communications communication process, and how to create the
u intended response to the targeted audience.
Relationship marketing | Define the customer relationship management, and
7 and customer explain the origin and development of customer
relationship relationship management and relationship marketing
management and their elements.
Impact of customer
relationship Identify the impact of customer relationship
8 management on management on marketing and sales strategies and
marketing and sales on customer satisfaction and loyalty.
strategies
Evaluating customer :
9 relatignshi Explain methods and tools used to measure the
P effectiveness of customer relationship management.
management
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Baran R. J.,, Galka R. J., and Strunk D. P. (2008). Principles of Customer Relationship
Management. Thomson South-Western, USA.

Kotler P. and Armstrong G. (2012). Principles of Marketing. 14™ Edition, Pearson Education,
New Jersey, USA.

Cundari, Aldo. (2015). Customer-Centric Marketing - Build Relationships, Create Advocates,
and Influence Your Customers. Wiley, ISBN: 978-1-119-09289-6
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Blech G.E. and Blech M.A. (2011). Advertising and Promotion: An Integrated Marketing
Communications Perspective. 9", McGraw-Hill/lrwin, USA.
Ferrell O.C. and Hartline M.D. (2011). Marketing Strategy. 5"" Edition, Cengage Learning, USA.
Grewal D. and Levy M. (2010). Marketing. 2¢ Edition, McGraw-Hill, Boston, USA.

Hooley G., Saunders J., and Piercy N. (2004), Marketing Strategy and Competitive Positioning,
3" Edition, Pearson Education, USA.
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Kapferer J.-N. (2008). The new strategic brand management: Creating and sustaining brand
equity long term. 4" Ed., Kogan Page, London, UK.

Kotler P. and Killer K.L. (2012). Marketing management. 14" Edition, Pearson Education,
England.

Little E. and Marandi E. (2007). Relationship Marketing Management. 4™ Edition, Thomson, UK.

Mullins J.W., Walker O.C., and Boyd H.W. (2006). Marketing Management: A Strategic
Decision-Making Approach. 6™ Edition, McGraw-Hill, USA.

10) Peelen E. (2005). Customer Relationship Management. Prentice Hall: Financial Times, UK.
11) Peter J.P. and Olson J.C. (2010). Consumer Behavior and Marketing Strategy. 9th Edition,

McGraw Hill/lrwin, USA.



