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- « #42:p (introduction) |
This course focuses on the application of marketing concepts and theories to high
technology-based and traditional products/services.

Philip Kotler; Marketing Management: Analysis, Planning, and Control; Prentice
Hall.
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= « %%+ N (teaching methods) |
Lecture, discussion, presentation and case studies
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Participation: 80%; Final report: 20%
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1 9/17 Introduction to marketing and strategic marketing I & B Ay
2 9/24  |Strategic and segment marketing II & A
3 10/1  [;## : Business model canvas T K
4 10/8 FRE P fiE
5 10/15  |Strategic and segment marketing 111 & mEs
6 10/22  |Marketing and value decomposition 2z h
7 10/29  [i#3# : New product development strategy T Fw
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9 11/12  |;#@3# : Time of entry and dominant design T 5
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11 |11/27 ( p )|Marketing 1.0-5.0 + communication strategy BTy
12 12/3 FEeAL B P A P
13 12/10  |Product strategy+ B2B marketing FZh
14 12/17  |Business model, strategy, and operational effectiveness |& 2 g
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17 | 1/8 (p ) [Pricing strategy+ omni-channel B ZY
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