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Understanding customer behaviors is difficult. The fallings of Motorola and
Nokia imply the rapid change of markets, technologies, and competitors. To a
business manager, marketing is a process to create, communicate, and deliver values
to target customers and make profits. This course is specifically designed for top

managers.
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Philip Kotler; Marketing Management: Analysis, Planning, and Control; Prentice Hall.
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Lecture, discussion, presentation and case studies



Participation: 80%; Final report: 20%
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