
Chapter 1
Trends in the Global Market

1.1 Marketing Ethics 2
1.2 Trends in the Global Market 4

Chapter 2
From Functional to Process-Based Management

2.1 To begin with 8
2.2 Proces- versus function-based management 11
2.3 Process, its components and expression 17
2.4 An example of transforming the activities of 

an organization from functional control into
process-based control 18

Chapter 3
Marketing Management

3.1 Is marketing a component of management? 24
3.2 What is marketing? 25
3.3 What is marketing management? 28
3.4 The customer and its satisfaction 33



3.5 Measuring and monitoring customer 
satisfaction jg

3.6 Measuring the efficacy and efficiency o f se­
lected marketing related activities 40

Chapter 4 
Marketing Mix

4.1 Definitions 46
4.2 History o f Marketing Mix 46
4.3 Importance o f Marketing Mix in praxis 49
4.4 Benefits o f marketing mix concept 52
4.5 Relationship between 4P and 4C marketing 

mix
4.6 Example - Marketing M ix (Ryanair)

55
57

I  Chapter 5
6 1  I* Product

5.1 Product definition 62
5.2 Product classification 63
5.3 Product life cycle 64
5.4 Levels of Product 66
5.4.1 Product Line 66
5.4.2 Product Mix 67
5.5 Example — Three levels o f product 68

Chapter 6 
Price

6.1 Price definition
6.2 Price as consumer value
6.3 Pricing methods

72
73
74



6.4 The price o f the product or service from the
customer's perspective 77

6.5 Example -  Pricing methods (PROBE, Ltd.) 79

I  Chapter 7
83 I  Place - Distribution

7.1 Place and distribution definition Ö4
7.2 Distribution channels 86
7.2.1 Direct distribution channel 86
7.2.2 Indirect distribution channel 87
7.3 Example -  Distribution (Tatra banka) 88

Chapter 8
Promotion -  Marketing Communication

8.1 Promotion and marketing communication 
definition 92

8.2 Communication mix 94
8.2.1 Advertising 96
8.2.2 Sales Promotion 97
8.2.3 Personal selling 99
8.2.4 Public relations 100
8.2.5 Direct marketing 103
8.3 Example - The communication mix (COOP 

Jednota Slovakia) 105

Chapter 9 
Marketing Manager

9.1 Job description
9.2 Education and training
9.3 Skills

110
111
114



I  Chapter 10
117 I Multi Level Marketing

10.1 History and Development of Multi-Level
Marketing 118

10.2 The Concept o f Multi-Level Marketing 125
10.2.1 Human Value in Multi-Level Marketing 128
10.2.2 Life Cycle o f Multi-Level Marketing 129
10.3 Pros and Cons of Multi-Level Marketing 130
10.4 Pyramid schemes vs Network Marketing 133
10.4.1 Ponzi Scheme - A Pyramid Game 135
10.5 Examples o f Multi Level Marketing Applica­

tion in Businesses 136
10.5.1 Marketing plans and their options 139
10.5.2 Rules for Receiving Bonuses 147
10.5.3 Ethical Code of MLM Companies 148

153 J References


