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This course aims to let the students understand the theoretical basis and
development of B2B marketing, the characteristics and classification of B2B
market as well as the corresponding strategies. Furthermore, further analysis
of the STP and marketing mix strategies for B2B market are conducted.
Moreover, cases study and selected readings in B2B marketing literature are
included in the course to let the students understand the practices of
business marketing and related research.
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1.5 47452 % — MR (ISBN:9789576096167), #4i¥ %, 2006,
2Business Marketing Management : B2B 10/e (ISBN:9780324581638),
Michael D, Hutt & Thomas W, Speh, 2010,
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