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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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Basic Learning Outcomes and Dept.” s
Education
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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
D EHFHER 25 RS ¢ FF4F4 2 4 4 Basic knowledge of documentation and ®
presentation skills.
E |2#MEmE A AL+ 4 Capabilities for financial analysis of current affairs o
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 ®
coordination

B+ P [1lustration : @ % R4k Highly correlated OF & 4p & Moderately correlated

¥ #% & B # Teaching Schedule & Content

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

1 Introductory class

2 Documentary Class




3 An introduction to marketing management

4 Macro analysis of the environment

5 Micro analysis of the environment

6 Segmentation and targeting strategy

7 Documentary Class

8 Positioning strategy

9 #p ¢ ¥ 223 Midterm Exam

10 Product life-cycle

11 Product strategy

12 Place (channel) strategy

13 Documentary Class

14 Price strategy

15 Promotion strategy

16 Advertising strategy

17 Report Submission
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5 Please tick the box(es). (At least one item is required.):
;?iiible V| FAE3t# Problem-based Discussion
g?gghing it %% TFlipped Classroom

B % i¥ Performance / Practical Presentation
Fe*F 42+ 0f f-campus Visit

# A E# Lecture / Seminar

M 1¥¥ Online Assignments

p gy Self-directed Learning

¥ # %Academic Support

F % 4% ¥ Experiment Operation

%FEHE (F % ) Distance Learning (Synchronous)
HmEERE (2 F % ) Distance Learning (Asynchronous)
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Note: From the 115th academic year, the semester will be 17 weeks. Please include
flexible teaching activities to meet the required 18 hours per credit




% % ® % Teaching Strategies

¥ #P2 Lecture & 3 3#Group Discussion |:| 2819 Y Field Trip
# # Miscellaneous: Case presentation

% % 4] 77 p = Teaching Self-Evaluation

£1#7% 4 (Innovative Teaching)

R 4 ¥ (PBL) B4 & e 5 ¥ (TBL) fai- g 8 ¥ (SBL)
I:l & 4% Flipped Classroom I:l B3F* Moocs

A ¢ F = (Social Responsibility)

# 4 9 B Community Practice |:| # % & i Industy-Academia Cooperation

5 & (¥ (Transdisciplinary Projects)

7 %% Transdisciplinary Teaching |:| Bkt %% Inter-collegiate Teaching

|:| #§7 & % Courses Co-taught with Industry Practitioners

H v other:
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Ao 97 e 1 ] 5 ~3®2 2 5% Assessments
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General Performance 15%
(Attendance Record)
#e¢ ¥ A4 Midterm Exam 20%
%+ 2% Final Exam 30%
e case
A AR Eomework and/or 20% presentation,
SS1gnments homeworks
H i Miscellaneous 0
. . 15%
(Class participation)
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Grading & Assessments Supplemental instructions

General performance points will be deducted for absence (2 points for each absence). Missing more
than five classes without a reason would result in a grade of zero.
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Textbook & Other References (Title, Author, Publisher, Agents, Remarks, etc.)
Title:Marketing Management: An Asian Perspective 6/e

Authors: Kotler et al.
Publisher:Prentice Hall
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Teaching Aids & Teacher’ s Website(Including online teaching information.
Personal website can be listed here. )
Online Class link: https://meet. google. com/dvs-obwh-oao
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