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1 = Vision and strategy according to Playing to Win (High Level)
Introduction | = What is marketing? Why it is important?
=  What is marketing management?
= Key markets: B2C, B2B, Global
= Marketing in the 21" century
= Strategic orientations
= The marketing plan: basic framework
= The marketing manager
2 = Team Presentation #1: Limited Editions

Market = Collecting information
Research = Market orientation
* Needs and trends
= PEST analysis
= Primary and secondary data
= Market research design: surveys and focus groups

3 = Team Presentation #2: Line Extensions

Consumer | = Consumer behavior

Behavior = Cultural, social and personal factors
= Maslow’s pyramid
» Buying decision process and irrationality
= Cognitive dissonance
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4 = Team Presentation #3: Tradeshows

Segmentation | = Bases of segmentation
= Harley-Davidson in Israel (class analysis)
= Effective targeting
= Mass versos tailor made offers
5 = Team Presentation #4: Private Labels
Industry/ = Market players
Competition | = Industry attractiveness analysis (5/6 forces)
»= Product Life Cycle: strategies
= SWOT analysis
6 = Team Presentation #5: Public Relationships
Positioning/ | = Differentiation
Branding = Positioning (perceptual map)
= Starbucks positioning
= Branding: 3 definitions
= Optional: the brand/product manager and the brand manual

7 = Team Presentation #6: Digital Marketing
Marketing = Place: channels, distribution
Mix = Promotion: media types
=  Summary
8 = Completion of the material

= |Instructions for the test
= Optional 1: Zara International Strategy
= QOptional 2: International Marketing
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Marketing Management 14rd edition — Kotler P., Keller, K. L., Prentice Hall Inc,
2012.
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Global Brand Strategy. World-Wise Marketing in The Age of Branding by
Jan-Benedict Steenkamp (2017)
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Asseraf, Yoel and Aviv Shoham (2016) "The “tug of war” model of foreign product
purchases,” European Journal of Marketing, 50(3/4), 550-574.
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Barney, Jay B. (1991), “Firm Resources and Sustained Competitive Advantage,” Journal
of Management, 17(1), 99-121.
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Grinstein, Amir (2008), “The Relationships between Market Orientation and Alternative
Strategic Orientations: A Meta-Analysis,” European Journal of Marketing, 42(1/2),
115-34.
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Herhausen, D., Binder, J., Schoegel, M., and Herrmann, A. (2015). “Integrating bricks
with

clicks: retailer-level and channel-level outcomes of online—offline channel
integration, ” Journal of Retailing, 91(2), 309-325.
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Jaworski, Bernard. J. and Ajay K. Kohli (1993), “Market Orientation: Antecedents and
Consequences,” Journal of Marketing, 57(3), 53-70.
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Morgan, Neil A., Douglas W. Vorhies, and Charlotte H. Mason (2009), “Market
Orientation, Marketing Capabilities, and Firm Performance,” Strategic Management
Journal, 30(8), 909-20.
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Kohli, Ajay K. and Bernard J. Jaworski (1990), “Market Orientation: The Construct,
Research Propositions and Managerial Implications,” Journal of Marketing, 54(April), 1-18.
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Marketing News, American Marketing Association :1ipn

Why Segment?  ?'30''Tn giI'van |T'VY2A 2'XLVINA0 1Y AnY
https://www.ama.org/publications/MarketingNews/Pages/segmentation-provides-the-
roadmap-to-success.aspx

The Uncertain Future of Market Research mi'w aygnn 7w nniv nimaTinn DRIV
https://www.ama.org/publications/MarketingNews/Pages/market-research-uncertain-

future.aspx

Smaller World Bigger Stakes MmN ZI'YY7 NIV XY IR
https://www.ama.org/publications/MarketingNews/Pages/using-market-research-market-
overseas.aspx

It’s the End of Retail ‘7amn |T'va nixaivnpga o'y
https://www.ama.org/publications/MarketingNews/Pages/end-retail-as-we-know-it-how-
can-marketers-adapt.aspx

How Brands Can Leverage the 'Buy American' Movement _ piirei N>y NINVIXINN
https://www.ama.org/publications/MarketingNews/Pages/brands-leverage-buy-american-
sentiment.aspx
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