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The Primary objective is to enable students to understand how to make the
kinds of decisions they will face in middle-management positions. Besides,

this course will put an emphasis on the application of marketing concepts,
tools, and decision—making processes.
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n % (Subject/Topics)

101/09/10~
101/09/16

Introduction

101/09/17~
101/09/23

Readingl : Marketing Myopia

101/09/24~
101/09/30

Reading2: What's wrong with strategy?

101/10/701~
101/10707

Reading3:Building your company's vision,

101/10/708~
101/10/14

Reading4:To diversify or not to diversify

101/10/15~
101/10/21

Readingd:Customizing Global Marketing

101/10/22~
101/10/28

Reading6:The new appeal of private labels

101/10/29~
101/11/04

Reading7:An Empiri’cal Study of Service Innovation’s
Effect on Customers Re-purchase Intention in
Telecommunication Industry

101/11/05~
101/11/11

Reading8:Walking The Walk: How The Theory Of
Reasoned Action Explains Adult And Student
Intentions To Go Gree

10

101/11/12~
101/11/18

Reading9:The Roles of Knowledge, Threat, and PCE

11

101/11/19~
101/11/25

Readingl0:The Roles of Knowledge, Threat, and
PCEon Green Purchase Behaviour




101/11/26~ . .
12 Reading 11:The Benefits of Manufacturer Brands to
101/12/02 .
Retailers
101/12/03~ . . L ) . L
13 101/12,/09 Readingl2:Positioning for Dominance: Competition
Among Channels Intermediaries in the Distribution
Channel
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