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Marketing environment: The actors and forces outside marketing that affect marketing
management’s ability to build and maintain successful relationships with target customers.

(Philip Kotler)
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Unique Selling Proposition (USP)
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Marketing Positioning is arranging for a product to occupy a clear, distinctive, and

desirable place relative to competing products in the minds of target consumers. (Al Ries&

Jack Trout)
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A name, term, sign, symbol or design, or a combination of them, intended to identify the
goods or services of one seller or group of sellers and to differentiate them from those of

competitors. (AMA)
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The activity of designing or developing a themed activity, occasion, display, or exhibit to

promote a product, cause, or organization.
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stages: product development, introduction, grown, maturity, and decline.
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