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Product

Premium
Basic
Durable

Prestige
Powerful
Fun

Place

Intensive
Selective

Exclusive

Premium
Low price
Value
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Tumning Marketing Strategies ‘
The Manager’s ; Guide into Shareholder Value -

to Measuring Marketing ’
Performance

Fourth Edition ’
Keith Ward

Nell T. Bendle = Paul W, Farris
P Phillip E. Pfeifer = David J, Reibstein
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