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#1 = Theodore Levitt: Marketing Myopia, Harvard Business Review, July-August, 1960. vol. 38. No. 4.
& The National Industrial Conference Board: The Product Manager System, 1965.
% American Management Association: The Product Manager’s Job, 1964.

Walter J. Jalley: The Profitable Product: Its Planing, Launching and Management, 1965.
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