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TE AR A 1.  The Common Principles in Marketing Planning
2. Marketing Strategy Planning Process and Planning Practice
3. Marketing Research and Market Planning Practice
4. Product Strategy and New Product Planning Practice
5. Channel Strategy and Service Business Planning Practice
6. Promotion Strategy and Advertising Planning Practice
7. Pricing Strategy and Sales Planning Practice
8. Customer Relation management and Customer Satisfied Planning Practice
9. Brand Strategy and Position Planning Practice
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