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o, Meaning?nd'import3nce

. Measure of.marketing demand :
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.. Major concepts in demar.d measurement

o Steps in forecasting

: o Methods,of sales forecasting
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. Steps in marketing planning
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o Meaning

r Definition

o International marketing,environment
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o Internationalmarketingdecision'

. Difference between international mar:keting and domestic marketing

5. Customer relationship marketing (rs):
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o Focus on customer relationship marketing

o Customer retention

o CUstomer dissatisfaction and defight

r Strategies for building relationship
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o Meaning

. Evolution of social mar.keting

. , o Marketing mix in social marketing

::

. Social marketing process

. o Emerging concepts of social mar.keting
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