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The CIM Handbook of Strategic Marketing targets senior executives responsible
for shaping and managing the company's strategic direction. The strategic
dimensions of marketing management are emphasised along with the critical
importance of matching the company's capabilities with genuinely attractive
market sectors. The Handbook's strategic perspective and pragmatic outlook
pervade the text and underpin its practical foundations. The rise of global
competition and continuous innovation have redefined market structures,
reshaped industries and given customers unprecedented value and choice. In
this era of customer sovereignty there is a tremendous amount of pressure on
organizations to adopt the principles of the marketing concept and to develop a
much sharper strategic focus. The CIM Handbook of Strategic Marketing is a
reference source to guide effective marketing practice. It provides supportive
material for managers and employees who are building their marketing
competence by attending training programmes, and includes contributions from
leading academics - such as, Peter Doyle, Malcolm McDonald, Nigel Piercy The
book amounts to a firm blueprint written by leading marketing thinkers for
designing and implementing effective marketing strategies and improving
business performance. Colin Egan is Professor of Strategic Management at
Leicester Business School. Michael J Thomas is Professor of Marketing at the
University of Strathclyde Business School.
Social media platforms have emerged as an influential and popular tool in the
digital era. No longer limited to just personal use, the applications of social media
have expanded in recent years into the business realm. Analyzing the Strategic
Role of Social Networking in Firm Growth and Productivity examines the role of
social media technology in organizational settings to promote business
development and growth. Highlighting a range of relevant discussions from the
public and private sectors, this book is a pivotal reference source for
professionals, researchers, upper-level students, and academicians.
This book considers marketing management within the overall corporate system
of business policy-making, strategic planning and the implementation and control
of effective plans. The information requirements of marketing management are
highlighted and the marketing information system concept is developed within the
framework of managerial information systems. In the chapters which deal with
the elements of the marketing ‘mix’, the interrelated nature of these variables is
emphasized. The book illustrates how the successful marketing manager can
master each ‘weapon’ in the marketing ‘armoury’ and how (s)he can integrate
those weapons to achieve the right mix for each product. The accent on
integrated marketing continues in the final section where differentiated marketing
is presented as an integrative framework and where the systematic control of
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marketing operations is described. This book is for students who will one day be
managers: its emphasis is therefore on what is possible in marketing
management and the most effective means by which marketing objectives can be
attained.
Strategic Marketing Management: Theory and Practice outlines the essentials of
marketing theory and offers a structured approach to identifying and solving
marketing problems. This book presents a strategic framework to guide business
decisions involving the development of new offerings and the management of
existing products, services, and brands.
Global Marketing, 3rd edition, provides students with a truly international
treatment of the key principles that every marketing manager should grasp.
International markets present different challenges that require a marketer to think
strategically and apply tools and techniques creatively in order to respond
decisively within a fiercely competitive environment. Alon et al. provide students
with everything they need to rise to the challenge: Coverage of small and
medium enterprises, as well as multinational corporations, where much of the
growth in international trade and global marketing has occurred; A shift toward
greater consideration of services marketing as more companies move away from
manufacturing; A shift from developed markets to emerging markets with more
dynamic environments A focus on emerging markets to equip students with the
skills necessary to take advantage of the opportunities that these rapidly growing
regions present; Chapters on social media, innovation, and technology teaching
students how to incorporate these new tools into their marketing strategy; New
material on sustainability, ethics, and corporate social responsibility; key values
for any modern business; Short and long cases and examples throughout the text
show students how these principles and techniques are applied in the real world;
Covering key topics not found in competing books, Global Marketing will equip
today’s students with the knowledge and confidence they need to become
leading marketing managers. A companion website features an instructor’s
manual with test questions, as well as additional exercises and examples for inclass use.
Strategic Market Management, helps managers identify, implement, prioritize,
and adapt market-driven business strategies in dynamic markets. The text
provides decision makers with concepts, methods, and procedures by which they
can improve the quality of their strategic decision-making. The 11th Edition
provides students in strategic marketing, policy, planning, and entrepreneurship
courses with the critical knowledge and skills for successful market management,
including strategic analysis, innovation, working across business units, and
developing sustainable advantages.
Creating and delivering superior customer value is essential for organizations
operating in today's competitive environment. This applies to virtually any kind of
organization. It requires a profound understanding of the value creation
opportunities in the marketplace, choosing what unique value to create for which
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customers, and to deliver that value in an effective and efficient way. Strategic
marketing management helps to execute this process successfully and to
achieving sustainable competitive advantage in the market place. Creating
Customer Value Through Strategic Marketing Planning discusses an approach
that is both hands-on and embedded in marketing and strategy theory. This book
is different from most other marketing strategy books because it combines brief
discussions of the underlying theory with the presentation of a selection of useful
strategic marketing tools. The structure of the book guides the reader through the
process of writing a strategic marketing plan. Suggestions for using the tools help
to apply them successfully. This book helps students of marketing strategy to
understand strategic marketing planning at work and how to use specific tools.
Furthermore, it provides managers with a practical framework and guidelines for
making the necessary choices to create and sustain competitive advantage for
their organizations.
Strategic Marketing Management (5th edition) offers a comprehensive framework
for strategic planning and outlines a structured approach to identifying,
understanding, and solving marketing problems. For business students, the
theory advanced in this book is an essential tool for understanding the logic and
the key aspects of the marketing process. For managers and consultants, this
book presents a conceptual framework that will help develop an overarching
strategy for day-to-day decisions involving product and service design, branding,
pricing, promotions, and distribution. For senior executives, the book provides a
big-picture approach for developing new marketing campaigns and evaluating the
success of ongoing marketing programs.
With a view to continue the current growth momentum, excel in all phases of business,
and create future leadership in Asia and across the globe, there is a felt need to
develop a deep understanding of the Asian business environment, and how to create
effective marketing strategies that will help growing their businesses.
This third edition of Strategic Marketing Management confirms it as the classic textbook
on the subject. Its step- by- step approach provides comprehensive coverage of the five
key strategic stages: * Where are we now? - Strategic and marketing analysis * Where
do we want to be? - Strategic direction and strategy formulation * How might we get
there? - Strategic choice * Which way is best? - Strategic evaluation * How can we
ensure arrival? - Strategic implementation and control This new revised and updated
third edition has completely new chapters on 'The Nature and Role of Competitive
Advantage' and 'The Strategic Management of the Expanded Marketing Mix', and
extensive new material covering: * The changing role of marketing * Approaches to
analysing marketing capability * E-marketing * Branding * Customer relationship
management * Relationship management myopia * The decline of loyalty The book
retains the key features that make it essential reading for all those studying the
management of marketing - a strong emphasis on implementation, up to date mini
cases, and questions and summaries in each chapter to reinforce key points. Widely
known as the most authoritative, successful and influential text in the sector, the new
edition remains an irreplaceable resource for undergraduate and graduate students of
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business and marketing, and students of the CIM Diploma.
Elsevier/Butterworth-Heinemann's 2006-2007 Official CIM Coursebook series offers
you the complete package for exam success. Comprising fully updated Coursebook
texts that are revised annually and independently reviewed. The only coursebooks
recomended by CIM include free online access to the MarketingOnline learning
interface offering everything you need to study for your CIM qualification. Carefully
structured to link directly to the CIM syllabus, this Coursebook is user-friendly,
interactive and relevant. Each Coursebook is accompanied by access to
MARKETINGONLINE (www.marketingonline.co.uk), a unique online learning resource
designed specifically for CIM students, where you can: *Annotate, customise and
create personally tailored notes using the electronic version of the Coursebook *Search
the Coursebook online for easy access to definitions and key concepts *Access the
glossary for a comprehensive list of marketing terms and their meanings * Written
specially for the Marketing Management in Practice module by leading experts in the
field * The only coursebook fully endorsed by CIM * Contains past examination papers
and examiners' reports to enable you to practise what has been learned and help
prepare for the exam
BH CIM Coursebooks are crammed with a range of learning objective questions,
activities, definitions and summaries to support and test your understanding of the
theory. The 07/08 editions contains new case studies which help keep the student up to
date with changes in Marketing strategies. Carefully structured to link directly to the
CIM syllabus, this Coursebook is user-friendly, interactive and relevant. Each
Coursebook is accompanied by access to MARKETINGONLINE
(www.marketingonline.co.uk), a unique online learning resource designed specifically
for CIM students which can be accessed at any time.
Fully updated and revised to include the latest case studies and examples from a broad
range of industry sectors, this second edition of Strategic Marketing: An Introduction is
a concise, thorough and enlightening textbook that demonstrates how organizations
can cope with a myriad of demands by better understanding themselves, their products
or services, and the world around them. From assessing internal relationships to
planning and implementing marketing strategies, and featuring analysis of relationship
marketing and strategic alliances, Proctor uses insights from a range of key models and
theoretical frameworks to illustrate how an organization can successfully take
advantage of ‘strategic windows’ to improve its position. Core issues covered include:
marketing strategy analyzing the business environment the customer in the market
place targeting and positioning marketing mix strategy. This textbook is the complete
guide to assessing and imposing a realistic and successful marketing strategy to fit an
organization, its resources and objectives, and the environment in which it operates.
Accessibly written and supported by a user-friendly companion website, this new
edition of Strategic Marketing: An Introduction is an essential resource for all students
of marketing and business and management. A companion website provides additional
material for lecturers and students alike:
www.routledge.com/textbooks/9780415458160/
How to Manage Market For Sustainable Profit and Growth This concise book is an
attempt to answer this question by urging the business professionals to see and carry
out the entire business from the perspective of customers. The book provides step by
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step directions to business professionals how to find out the unmet or under-met jobs of
customers; how to choose the market of interest and specific groups of customers for
doing business with; how to create and deliver winning customer value proposition for
these customers through innovation and suitable business models; how to navigate the
business through product development, branding, sales, and distribution, under
different kinds of market complexities including commoditization and globalization of
markets, and provide seamless experience to the customers.. The book ends with
recommending ways to manage customer loyalty and profitability, and steering the firm
to the path of sustained profitable growth.
This book, originally published in Dutch, provides a uniquely practical approach to
strategic marketing planning. Combining a comprehensive overview of theory with
practice, each chapter takes the reader step by step through the strategic marketing
process. Beginning with identifying the value proposition, it moves on to the situational
analysis that underpins the corporate strategy, and finally details the overall
implementation and creation of a customer and brand values. Applied Strategic
Marketing equips the reader with the necessary tools and techniques to develop and
deliver a thorough and effective marketing strategy. With a broad range of international
case studies that bring the theory to life, this well-renowned and updated translation is
vital reading for undergraduate and postgraduate students of marketing management
and strategic marketing. It should also be of interest to marketing practitioners who
want a clear overview to aid them in the planning process.
Strategic Marketing Planning concentrates on the critical 'planning' aspects that are of
vital importance to practitioners and students alike. It has a clear structure that offers a
digest of the five principal dimensions of the strategic marketing planning process.
Leading authors in this sector, Wilson and Gilligan offer current thinking in marketing
and consider the changes it has undergone over the past few years. Issues discussed
include: * Emarketing, strategic thinking and competitive advantage * The significance
of vision and how this needs to drive the planning process * Hypercompetition and the
erosion of competitive advantage * The growth and status of relationship marketing *
Each chapter contains a series of expanded illustrations
Strategic Marketing Management: The Framework outlines the essentials of marketing
theory and offers a structured approach to identifying and solving marketing problems.
This book presents a strategic framework to guide business decisions involving the
development of new offerings and the management of existing products, services, and
brands.
Customer satisfaction is a critical factor to the potential success or failure of a business.
By implementing the latest marketing strategies, organizations can better withstand the
competitive market. Strategic Marketing Management and Tactics in the Service
Industry is an essential reference publication that features the latest scholarly research
on service strategies for competitive advantage across industries. Covering a broad
range of topics and perspectives such as customer satisfaction, healthcare service, and
microfinance, this book is ideally designed for students, academics, practitioners, and
professionals seeking current research on best practices to build rapport with
customers.
There is growing evidence that the traditional role of the sales organization in businessto-business marketing is quickly evolving from a tactical, operational function to a
Page 5/11

Access Free Strategic Marketing Management Practice Of Management
Series
strategic capability concerned with the management of critical processes that support
business strategy and deliver value to profitable customers. This topic is of major
relevance to scholars in both the sales and marketing domains, and this relevance is
underlined by the intense interest of managers and companies in how this field is
changing. This collection is a unique gathering of views on the critical issues to be
confronted in the strategizing of the sales function, from distinguished scholars from
throughout the world. Their focus is on the linkages between strategic marketing and
the corollary of strategic sales. This book was published as a special issue of Journal of
Strategic Marketing.
Each coursebook includes access to MARKETINGONLINE, where you can: * Annotate,
customise and create personally tailored notes using the electronic version of the
coursebook * Receive regular tutorials on key topics * Search the coursebook online for
easy access to definitions and key concepts
Each coursebook includes access to MARKETINGONLINE, where you can: * Annotate,
customise and create personally tailored notes using the electronic version of the
coursebook * Receive regular tutorials on key topics * Search the coursebook online for
easy access to definitions and key concepts * Co-written by the CIM Examiner for the
Strategic Marketing Management module to guide you through the 2003-2004 syllabus.
* Free online revision and course support from www.marketingonline.co.uk. *
Customise your learning, extend your knowledge and prepare for the examinations with
this complete package for course success.
Elsevier/Butterworth-Heinemann’s 2006-2007 Official CIM Coursebook series offers
you the complete package for exam success. Comprising fully updated Coursebook
texts that are revised annually and independently reviewed. The only coursebooks
recomended by CIM include free online access to the MarketingOnline learning
interface offering everything you need to study for your CIM qualification. Carefully
structured to link directly to the CIM syllabus, this Coursebook is user-friendly,
interactive and relevant. Each Coursebook is accompanied by access to
MARKETINGONLINE (www.marketingonline.co.uk), a unique online learning resource
designed specifically for CIM students, where you can: *Annotate, customise and
create personally tailored notes using the electronic version of the Coursebook *Search
the Coursebook online for easy access to definitions and key concepts *Access the
glossary for a comprehensive list of marketing terms and their meanings
Strategic Marketing Management: Theory and Practice offers a systematic overview of
the fundamentals of marketing theory, defines the key principles of marketing
management, and presents a value-based framework for developing viable market
offerings. The theory presented stems from the view of marketing as a value-creation
process that is central to any business enterprise. The discussion of marketing theory is
complemented by a set of practical tools that enable managers to apply the knowledge
contained in the generalized frameworks to specific business problems and market
opportunities. The information on marketing theory and practice contained in this book
is organized into eight major parts. The first part defines the essence of marketing as a
business discipline and outlines an overarching framework for marketing management
that serves as the organizing principle for the information presented in the rest of the
book. Specifically, we discuss the role of marketing management as a value-creation
process, the essentials of marketing strategy and tactics as the key components of a
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company’s business model, and the process of developing an actionable marketing
plan. Part Two focuses on understanding the market in which a company operates.
Specifically, we examine how consumers make choices and outline the main steps in
the customer decision journey that lead to the purchase of a company’s offerings. We
further discuss the ways in which companies conduct market research to gather market
insights in order to make informed decisions and develop viable courses of action. Part
Three covers issues pertaining to the development of a marketing strategy that will
guide the company’s tactical activities. Here we focus on three fundamental aspects of
a company’s marketing strategy: the identification of target customers, the
development of a customer value proposition, and the development of a value
proposition for the company and its collaborators. The discussion of the strategic
aspects of marketing management includes an in-depth analysis of the key principles of
creating market value in a competitive context. The next three parts of the book focus
on the marketing tactics, viewed as a process of designing, communicating, and
delivering value. Part Four describes how companies design their offerings and,
specifically, how they develop key aspects of their products, services, brands, prices,
and incentives. In Part Five, we address the ways in which companies manage their
marketing communication and the role of personal selling as a means of persuading
customers to choose, purchase, and use a company’s offerings. Part Six explores the
role of distribution channels in delivering the company’s offerings to target customers
by examining the value-delivery process both from a manufacturer’s and a retailer’s
point of view. The seventh part of the book focuses on the ways in which companies
manage growth. Specifically, we discuss strategies used by companies to gain and
defend market position and, in this context, address the issues of pioneering
advantage, managing sales growth, and managing product lines. We further address
the process of developing new market offerings and the ways in which companies
manage the relationship with their customers. The final part of this book presents a set
of tools that illustrate the practical application of marketing theory. Specifically, Part
Eight delineates two workbooks: a workbook for segmenting the market and identifying
target customers and a workbook for developing the strategic and tactical components
of a company’s business model. This part also contains examples of two marketing
plans—one dealing with the launch of a new offering and the other focused on managing
an existing offering.
This book is a unique collection of comprehensive cases that explore concepts and
issues surrounding strategic marketing. Chapters explain what strategic marketing is,
and then discuss strategic segmentation, competitive positioning, and strategies for
growth, corporate branding, internal brand management, and corporate reputation
management. With case studies from a broad range of global contexts and industries,
including Burger King, FedEx, and Twitter, readers will gain a working knowledge of
developing and applying market-driven strategy. Through case analysis, students will
learn to: examine the role of corporate, business, and marketing strategy in strategic
marketing; recognize the implications of markets on competitive space with an
emphasis on competitive positioning and growth; interpret the various elements of
marketing strategy and apply them to a particular real-world situation; apply sound
decision-making strategies and analytical frameworks to specific strategic marketing
problems and issues; apply ethical frameworks to strategic marketing situations.
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Strategic Marketing: Concepts and Cases is ideal for advanced undergraduate and
postgraduate students, as well as those studying for an MBA or executive courses in
strategic marketing or marketing management.

Africa is fast becoming an investment destination for firms operating outside the
continent, and effective management is central to the realization of organizational
goals. This volume evaluates the need for management philosophies and
theories that reflect the peculiarities of the African continent.
The economic liberalization and globalization, initiated a few decades ago, has
played a key role in bringing drastic transformation in business scenario. There
has been a paradigm shift in the role played by top managers to keep their
business rolling smoothly. The existing and prospective managers are required to
think strategically by carefully analyzing the business environment, both external
and internal, while extrapolating the trends before taking crucial decisions. The
book Strategic Marketing Management has been written keeping in view the
needs of Business Schools covering courses. Various models and theories have
been explained with examples from appropriate corporate scenario. Strategic
Marketing Management is a field of management which provides strategic
approaches to the challenges of marketing. This book studies the concept of
strategic marketing in a succinct manner so that even a beginner will be able to
understand the idea of strategic marketing easily. It will be highly useful to the
students and teachers of Marketing Management. This book offers useful
information for students of management and for marketers from companies of all
sizes.
Elsevier/Butterworth-Heinemann's 2004-2005 CIM Coursebook series offers you
the complete package for exam success. Comprising fully updated Coursebook
texts that are revised annually, and free online access to the MarketingOnline
learning interface, it offers everything you need to study for your CIM
qualification. Carefully structured to link directly to the CIM syllabus, this
Coursebook is user-friendly, interactive and relevant, ensuring it is the definitive
companion to this year's CIM marketing course. Each Coursebook is
accompanied by access to MARKETINGONLINE (www.marketingonline.co.uk), a
unique online learning resource designed specifically for CIM students, where
you can: * Annotate, customise and create personally tailored notes using the
electronic version of the Coursebook * Receive regular tutorials on key topics
from Marketing Knowledge * Search the Coursebook online for easy access to
definitions and key concepts * Access the glossary for a comprehensive list of
marketing terms and their meanings * Written by the CIM Senior Examiner for the
Strategic Marketing in Practice module to guide you through the 2004-2005
syllabus * Features actual CIM case studies to enable you to develop technique
with regards to analysing case material * Contains indicative answers written
exclusively for this Coursebook by the Senior Examiner to enable you to practise
what has been learned and help prepare for the exam
You no longer have to read complicated and boring books to learn about
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Marketing and Brand Management. Every important point you need to know
about Marketing Management is summarized in this easy-to-read 200-page book!
Marketing is more than just selling products, promoting them, building a
distribution and setting prices. The entire Marketing process is much more
extensive. The book shows how Marketing theory can be applied in a practical
manner through the Marketing Mix. It consists of the analysis, planning,
implementation and control of company activities. In addition, several strategic
and operational topics on Brand Management are highlighted in the book. The
combination of important insights from both Marketing and Brand Management
will ensure that you are proficient in the indispensable business function. You will
find everything you need to know about the basics of Marketing and Brand
Management in this book, including: ?? Marketing Plan ?? Marketing Strategies
?? Marketing Mix ?? Brand Process & Strategies ?? Strategic Marketing
Management ?? Brand Positioning It's true to the title: Marketing Management strategic Marketing Management - Marketing Planning and Strategy simply
explained! The book includes: ?? All relevant Marketing Theories are explained in
a understandable way ?? Over 65 images as an overview ?? Practical examples,
tips and summaries The book is already ranked among the Top 20 in Marketing
and International Management in Germany. Get into the world of marketing now!
In the digital age, numerous technological tools are available to enhance
business processes. When these tools are used effectively, knowledge sharing
and organizational success are significantly increased. Social Media Marketing:
Breakthroughs in Research and Practice contains a compendium of the latest
academic material on the use, strategies, and applications of social media
marketing in business today. Including innovative studies on email usage, social
interaction technologies, and internet privacy, this publication is an ideal source
for managers, corporate trainers, researchers, academics, and students
interested in the business applications of social media marketing.
The success of an offering is defined by the company’s ability to design,
communicate, and deliver market value. The particular way in which an offering
creates value is determined by the company’s business model and its two
building blocks: strategy and tactics. The key aspects of developing an offering’s
strategy, designing its tactics, and crafting a market value map are the focus of
this note. The discussion of marketing strategy and tactics is complemented by
an in-depth overview of two additional topics: the 3-C, 4-P, and 5-Forces
frameworks and the key aspects of analyzing the market context. This note is an
excerpt (Chapter 2) from Strategic Marketing Management: Theory and Practice
by Alexander Chernev (Cerebellum Press, 2019).
Culture pervades consumption and marketing activity in ways that potentially
benefit marketing managers. This book provides a comprehensive account of
cultural knowledge and skills useful in strategic marketing management. In
making these cultural concepts and frameworks accessible and in discussing
how to use them, this edited textbook goes beyond the identification of historical,
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socio-cultural and political factors impinging upon consumer cultures and their
effects on market outcomes. This fully updated and restructured new edition
provides two new introductory chapters on culture and marketing practice and
improved pedagogy, to give a deeper understanding of how culture pervades
consumption and marketing phenomena; the way market meanings are made,
circulated, and negotiated; and the environmental, ethical, experiential, social
and symbolic implications of consumption and marketing. The authors highlight
the benefits that managers can reap from applying interpretive cultural
approaches across the realm of strategic marketing activities including: market
segmentation, product and brand positioning, market research, pricing, product
development, advertising, and retail distribution. Global contributions are
grounded in the authors' primary research with a range of companies including
Cadbury's Flake, Dior, Dove, General Motors, HOM, Hummer, Kjaer Group, Le
Bon Coin, Mama Shelter, Mecca Cola, Prada, SignBank, and the Twilight
community. This edited volume, which compiles the work of 58 scholars from 14
countries, delivers a truly innovative, multinationally focused marketing
management textbook. Marketing Management: A Cultural Perspective is a
timely and relevant learning resource for marketing students, lecturers, and
managers across the world.
The text is a European adaptation of our current US book:Strategic Market
Management, 9th Edition by David Aaker. This new edition is a mainstream
textsuitable for all business students studying strategy and marketingcourses.
Strategic Market Management: Global Perspectives ismotivated by the strategic
challenges created by the dynamic natureof markets. The premise is that all
traditional strategicmanagement tools either do not apply or need to be adapted
to amore dynamic context. The unique aspects of the book are its inclusion of: A
business strategy definition that includes product/marketscope, value proposition,
and assets and competences. A structured strategic analysis including a detailed
customer,competitor, market, and environmental analysis leading
tounderstanding of market dynamics that is supported by a summaryflow
diagram, a set of agendas to help start the process, and a setof planning forms.
Concepts of strategic commitment, opportunism, and adaptabilityand how they
can and should be blended together. Bases of a value proposition and strong
brands. A strategywithout a compelling value proposition will not be market
driven orsuccessful. Brand assets that will support a business strategy needto be
developed. Creating synergetic marketing with silo organisations definedby
products or countries. All organisations have multiple productsand markets and
creating cooperation and communication instead ofcompetition and isolation is
becoming an imperative. A global perspective is an essential aspect of this new
edition.This reflects the lived experience of the student reader but alsotheir likely
professional challenges. This is achieved by theextensive use of new examples
and vignettes.
Strategic Marketing: planning and control covers contemporary issues by
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exploring current developments in marketing theory and practice including the
concept of a market-led orientation and a resource/asset-based approach to
internal analysis and planning. The text provides a synthesis of key strategic
marketing concepts in a concise and comprehensive way, and is tightly written to
accommodate the reading time pressures on students. The material is highly
exam focused and has been class tested and refined. Completely revised and
updated, the second edition of Strategic Marketing: planning and control includes
chapters on 'competitive intelligence', 'strategy formulation' and 'strategic
implementation'. The final chapter, featuring mini case studies, has been
thoroughly revised with new and up to date case material.
Presents a process based approach that integrates Marketing with other aspects
of Management such as strategy, organisational theory, strategic financial
management and management accounting. This work presents a process-based
approach that draws heavily on Business Process Re-engineering (BPR).
The fifth edition of Marketing Strategy and Management builds upon Michael
Baker's reputation for academic rigor. It retains the traditional, functional (4Ps)
approach to marketing but incorporates current research, topical examples and
case studies, encouraging students to apply theoretical principles and
frameworks to real-world situations.
Elsevier/Butterworth-Heinemann’s 2004-2005 CIM Coursebook series offers you
the complete package for exam success. Comprising fully updated Coursebook
texts that are revised annually, and free online access to the MarketingOnline
learning interface, it offers everything you need to study for your CIM
qualification. Carefully structured to link directly to the CIM syllabus, this
Coursebook is user-friendly, interactive and relevant, ensuring it is the definitive
companion to this year’s CIM marketing course. Each Coursebook is
accompanied by access to MARKETINGONLINE (www.marketingonline.co.uk), a
unique online learning resource designed specifically for CIM students, where
you can: * Annotate, customise and create personally tailored notes using the
electronic version of the Coursebook * Receive regular tutorials on key topics
from Marketing Knowledge * Search the Coursebook online for easy access to
definitions and key concepts * Access the glossary for a comprehensive list of
marketing terms and their meanings
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