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HAz4w it Course Description

By end of this course, students will be equipped with the knowledge of how to design a marketing
plan, especially, in the following three areas: 1) environmental analysis (including environmental
scanning and data collection), 2) STP strategy, and 3) 4P strategies. In addition, students are
requested to present marketing cases, working in teams and share their insight with other students

#A2 P &  Course Objectives

The main objectives for the course are:

1. Developing student’ s conceptual and analytical marketing skills.

2. Enable students to identify and analyze marketing problems.

3. Enable students to create strategic solutions, and recommend effective tactical plan by
integrating marketing concepts
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A EREAE S §38 A8 2 ik i # 4 Basic knowledge of the financial theory
Economics, accounting, statistical and mathematical ability.
B |5 #& i+ & A 5 2Understanding of the development of the financial disciplinal.
C |E@®E* A5 &R F L7 4 494 4 Basic knowledge of financial theory analysis. O
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presentation skills.
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F BT AR E Y 2 g A& 4 Ability of computer programs, algorithms and
applications
G LR EERH AU RN S A 40 4 English reading ability of communication and ®
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¥ # i B # Teaching Schedule & Content

#F =t Week R % Subject/Topics # 3xRemarks

1 Introductory class

2 Holiday




3 An introduction to marketing management

4 Macro analysis of the environment

5 Micro analysis of the environment

6 Segmentation and targeting strategy

7 Positioning strategy

8 Movie on marketing

9 #p ¢ ¥ 223 Midterm Exam

10 Product life-cycle

11 Product strategy

12 Place (channel) strategy

13 Place (channel) strategy

14 Price strategy

15 Promotion strategy

16 Promotion strategy

17 Movie on marketing

18 Report Submission

#% % ¥ ¢ Teaching Strategies

FE R Lecture 4 e ztsmGroup Discussion |:| B3 ¥ Field Trip

H # Miscellaneous: Case presentation
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