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HAz4w it Course Description

Marketing is an organizational function and a set of processes for creating, communicating, and
delivering value to customers and for managing customer relationships in ways that benefit the
organization and its stakeholders. 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.Today s marketplace is fundamentally different as a result of major societal
forces that have resulted in many new consumer and company capabilities. These forces have created
new opportunities and challenges and changed marketing management significantly as companies seek new
ways to achieve marketing excellence. The holistic marketing concept is based on the development,
design, and implementation of marketing programs, processes, and activities that recognize their
breadth and interdependencies. Holistic marketing recognizes that everything matters in marketing and
that a broad, integrated perspective is often necessary. Four components of holistic marketing are
relationship marketing, integrated marketing, internal marketing, and socially responsible
marketing. The set of tasks necessary for successful marketing management includes developing
marketing strategies and plans, capturing marketing insights, connecting with customers, building
strong brands, shaping the market offerings, delivering and communicating value, and creating long-
term growth. Students who are not marketing majors will have some difficulty accepting the
encompassing role that marketing has on the other functional disciplines within a firm. For those
students who have never been exposed to marketing and its components, the instructor’ s challenge is
to educate the students about the world of marketing. The in-class and outside of class assignments
noted in this text should help both educate and excite the students about the “world of marketing.”

#A42 P %  Course Objectives

The aim of this class is to deliver well-defined and resilient competitive marketing information
management systems (MMS) for modern e-business world. We will discuss every aspect of MMS which
includes business advantages, competitive strengths and vulnerability analysis
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¥ 3% & B # Teaching Schedule & Content

#F =< Week R % Subject/Topics # :fRemarks
1 Overvigw about MSF_10290, IM_40200, ACIM 30050 in world of
marketing
2 Defining Marketing in 21st Century (Chap 1)
3 chap 1 (cont’d) + chap 2
4 Developing Marketing Strategies and Plans (Chap 2)
5 Chapter b




6 Midterm exam (3/30) Required
7 National Holiday, no class

8 chap 5 (cont’d)

9 4/20: Oral report (track #1) Required
10 4/27: Oral report (track #2) Required
11 5/4: Oral report (track #3) Required
12 5/11: Oral report (track #4) Required
13 5/18: Oral report (track #5) Required
14 5/25: Final Examination: all chapters + oral reports Required
15 6/1: oral report (track #6) Required
16 Flexible study

17 Flexible study

18 Flexible study
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Grading & Assessments Supplemental instructions

(Required) Midterm and Final Examinations and Oral report by individual;
(Optional) VHWs

FPI03330 (37 7% 35 FEp FP)
Textbook & Other References (Title, Author, Publisher, Agents, Remarks, etc.)
1. Al-based lecture notes
2. Marketing Management an Asian perspective, Kolter, P. et al. 7th ed. 2018, Person Education.

(TEXTBOOK)
3. Marketing the e-business. Harris, L. and Dennis, C. 2nd ed. Rouledge, Taylor and Francis, 2008.
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Teaching Aids & Teacher’ s Website(Including online teaching information.
Personal website can be listed here.)
http://elearnd. ndhu. edu. tw/moodle

H @4 v (Supplemental instructions)
Please prepare textbook before lectures and keep constant updates from elearn.




