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HAz4w it Course Description

Marketing Management is the art and science of choosing target markets and getting, keeping, and
growing customers through creating, delivering, and communicating superior customer value. Marketing
management seeks to meet organizational objectives by effectively satisfying customers in a dynamic
environment. This course provides an overview of marketing processes and marketing principles, and
provides students with the opportunity to apply the key concepts to practical business situations.
Specifically, the course goals are:

1. To define the strategic role of marketing in the firm.

2. To introduce students to the key elements of marketing analysis.

3. To provide a sound conceptual and theoretical “tool kit” for analyzing marketing problems.

4. To advance your understanding of the marketing process as a framework of looking at the world.
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ERFEEF L2 By il 4 - Students will have advanced knowledge of O
international business.

s ABELY PSRN
B [Students will be able to identify, analyze and solve business problems using logical .
and critical thinking.

LRAAE AU RAEBIFE TN A o
C |Students will be able to demonstrate effective leadership, communication, O
coordination and teamwork skills.

B RMEALTT L B ¢} Pg,iw? Figg 4
D [Students will be able to communicate in foreign languages and have an awareness on
global and cultural diversity issues.

EHAIFT A E2Z R BE LA o To build a the concept and ability for innovation and

B entrepreneurshlp ®

F ERPRIERFEAELS T A o Students will be al?le to demonstrate the advanced O
abllltles for service design and industry analysis.

G E R REEEEIE2 %% - Students will be able to identify and understand the

1mportance of ethical decision making for international business.

Blom 3P [1lustration ‘@ & 24pk Highly correlated OF R 4p# Moderately correlated




# I & B % Teaching Schedule & Content

¥ = Week R % Subject/Topics # :xRemarks
1 Outline of the Course
2 Introduction
3 _Creating customer value and engagement
4 Company and marketing strategy
5 Managing marketing information
6 Understanding consumer and business buyer behavior
7 Customer value-driven marking strategy
8 Product, services, and brands
9 #p ¢ ¥ 223 Midterm Exam
10 Developing new products
11 Pricing
12 Marketing channels
13 Engaging consumers and communication customer value
14 Direct, online, social media, and mobile marketing
15 “Marketing Winner” Competition
16 Sustainable marketing
17 New Year Holiday
18 # % ¥ % Final Exam

%% % ¥ ¢ Teaching Strategies
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¥ Field Trip

% % 4] #7 p ® Teaching Self-Evaluation
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I:l %+ 9 i Community Practice I:l A% & i Industy-Academia Cooperation

3¢ & i¥(Transdisciplinary Projects)

|:| 7 %% Transdisciplinary Teaching |:| ek %% Inter-collegiate Teaching
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General Performance 10% v
(Attendance Record)
g ¢+ 24 Midterm Exam 20% v
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Grading & Assessments Supplemental instructions
Based on your performance of Marketing Winner competition, you need to propose an improved plan for
your company. You should base your arguments on either concepts we learned or a real case you can
find in the business world. This final term paper is intended to extend your understanding of some
concepts learned in class. You will form a team of up to six people with other members of our class.
Your team will develop a write-up (maximum 20 pages). Please always base your arguments on hard
evidence, quantitative data, or conceptual theory. The goal is to train your analytical ability and
enrich your understanding about marketing management in the real world. A focus on improvement of
your 4P decisions should be emphasized. This paper should be written in either Chinese or English,
though English is preferred. You are expected to turn in your written paper is Jan 14, 2018. No late
turn-in is acceptable.
While everyone in the team receives the same grade, we have a mechanism to deal with group process
issues that will punish free riders, and groups with concerns to this effect should contact me as
soon as you become aware of the issues. We expect that students will abide by the University’ s
policy of academic integrity at all times. This applies to exam-related issues as well as plagiarism
on graded assignments. Please contact me if you have any questions about expectations.

KPEZEET3P (32 % 3=~ REP ~ P )
Textbook & Other References (Title, Author, Publisher, Agents, Remarks, etc.)

1. Gary Armstrong, Kotler Philip, Marc Oliver Opresnik, 2017, Marketing: An Introduction (17th
edition), Global Edition, Pearson International.
2. Cases and other reading materials.

FAERHER(ZRIREFFTA, KPR A FRFgrlet A Rp 2 %0)
Teaching Aids & Teacher’ s Website(Including online teaching information.
Personal website can be listed here.)
Dong Hwa e-Learning website




H w4 P (Supplemental instructions)
BI'ZR el i F i &~ 17 P ik ¥ ik

HAACSBRIM 7 # s agt S & ¢ 9 = »upg i (Assurance of Learning, AOL)¥ 3 # £ ¢ 2 & &h- 384 o
AOL™ prif 2 K3 A3t - 220 Y S50 8 0 B 2fr 2 ihi b ¥ 4 BRRE 2 oy Soede 2 1
B B ey @ 4 (Mission)fr & £ 412 & #ren%k 5 P % (Learning Goals)4r B ¢(Learning Objectives)—

Feo SO LT i G0 B IR TS B R R SRIR AR B, £ O e il
Beang Y AL FEFEHRODERED

MTELRZ A EFAF2 B e E AFATHRERZEY P 2D
AACSB information: College Mission, Learning Goals, and Learning Objectives College Mission

The College of Management (COM) emphasizes internationalization, education, and localization,

which shapes its mission to cultivate outstanding management and academic talents who are aware of
the impact of globalization and ethical issues and can integrate a diversity of knowledge and possess
the analytical decision-making and execution abilities to build a brighter future. Students can
achieve the five learning goals derived from the school mission, including LGl-integration of a
diversity of business and management knowledge, LG2-analytical decision-making ability, LG3-
execution, LG4-global vision, and LG5-ethics.

This course covers essential topics of research methods in the field of international business to
help graduate students achieve LG3, which is measured by the LO 3.1 and LO 3. 2.

Learning Goal (LG3): Execution

Learning Objectives (LOs):

Equipped with the ability of communication

Be able to implement projects by team-working

Measurement: The evaluation of the learning effectiveness of the course includes two parts. The
individual report and mid-term are mainly for LO 3.1, and the simulation of Marketing Winner
The following rubrics will be used to evaluate the students by the individual paper commentary
is for the intended learning objectives of 3.2

For LO 3.1 Equipped with the ability of communication & j i#:if i #

Needs Improvement
Fail to establish the ability to make arguments on specific topic with thoughts/ideas repeated.

Satisfactory
Establish the ability to make arguments on specific topic with thoughts/ideas listed.

Exemplary
Establish the ability to make clear arguments on specific topic with thoughts/ideas developed or
extended.

For LO 3.2 Be able to implement projects by team-working & 3 % 4 {7 % & ehat 4

Needs Improvement

Implement and complete the project without quality teamwork, including poor information sharing,
ineffective communication, less prepared in advance of meetings and not participating

in discussion.

Satisfactory

Collaboratively implement and complete the project with moderate teamwork, including some information
sharing, some communication, prepared in advance of meetings and participates

in discussion.

Exemplary

Collaboratively implement and complete the project with outstanding teamwork, including adequate
information sharing, effective communication, well prepared in advance of meetings and actively
participates

in discussion.




