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marketing strategies.

and sustaining behavior.

1.Steps in the Strategic Marketing Planning Process.
2.Analyzing the Social Marketing Environment » Developing social

3.Promotion: deciding on messages, messengers, and creative
strategies ,communication channels; Creating an implementation plan
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Peter C. Brinckerhoff Mission-Based Marketing Positioning Your
Not-for-Profit in an Increasingly Competitive World John Wiley &
Sons, Inc.

Peter C. Brinckerhoff Mission-Based Marketing: An Organizational
Development Workbook John Wiley & Sons, Inc.

Stern, Grary J., and Elana Centor.Marketing Workbook for
Nonprofit Organizations: Develop the Plan. 2d ed. Vol. 1. saint
Paul, Minn. :Amherst H. Wikder Foundation

Philip Kotler Nancy R. Lee. Social marketing: influencing
behaviors for good. Sage.

Alan R. Andreasen Social Marketing in the 21st century. Sage.
HF5414 Ab27

8-

B D ABIERF ARSI € R WLEE > AT Y L RGFH S BITE S DR TR o






