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This course aims to explore the marketing strategies employed by international companies
across various industries. It addresses the essential concepts and issues required for the
ir successful implementation and operation.

The primary goal of this course is to familiarize students with the key components of craftin

Description

Description

Related

Course
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g marketing strategies for products or services. This course covers various aspects of mar
keting, including market research, consumer behavior, product development, pricing strate

gies, promotion, and distribution.

Courses

Goals

This course is one of the most fundamental marketing courses. Therefore, students should
take advanced marketing courses after completing this course.
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This course is designed for those who have an interest in developing effective marketing s

. trategies and are considering a career in the field of marketing.
Projected Result

S
After completing this course, students will understand the basic principles of marketing an

d acquire the essential theories and methods to design effective marketing strategies.

Percentage of th
e original langua English 100%
ge classes(%)

Syllabus
Times Lecture Topic Lecture Goals Lecture Methods Assignments
1 Course Overview ze,
Understanding Marketing
2 Analyzing the Market Environme Uo| ESEEZLH,
nt
3 Consumer Buying Behavior Uo| EQEELH, Team formation
4 Conducting Marketing Researc 2to| Eo|g ool
h (1) ’ ’
Conducting Marketing Researc
s | 2ol EolEE4Y,

Segmentation, Targeting, and P
ositioning (1)

Segmentation, Targeting, and P

ositioning (2) o
7 Midterm Exam PALIY Closed-book
8 Product Strategy 4o, EQEETY,
9 Pricing Strategy zel EQEERLY,
10 Promotion Strategy (1) 4o, EQEESTY,
11 Promotion Strategy (2) zo|, EQEESY,
12 Place Strategy 4o, EQEETY,
EQEESY, HY
13 Team Project Preparation Btsh&(TBL), =24
=]

EoEEH, EHY
14 Team Project Presentation BsHE(TBL), =24
(=]

15 Final Exam 29, Closed-book

Methods of Grading

sequen

ce Description Percentage Details
1 Mid—tem Exam 25%
All 100%
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seqguen

ce Description Percentage Details
2 Final-exam 25%
3 Pop Quizzes 0%
4 Assignments 30%
5 Reports 0%
6 Presentations & Discussions 0%
7 Attendance 15%
8 0%
9 Others 5% Participation
All 100%
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Textbook(s) & References
Descrip ) )
. Title Author Publisher
tion
Requi Canno
red T ) ) n, Perre )
Essentials of Marketing, 18e McGraw Hill
extbo ault, Mc
ok Carthy
Requi
red T ) Grewal, )
M: Marketing McGraw Hill
extbo Levy
ok
Reco
mmen Kotler, A
ded T Principles of Marketing rmstron Pearson
extbo g
ok
Memo

This class requires active participation from students.
Students will need to solve brief case studies with their peers or present their own opinions.
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