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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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103/09/15~
103/09/21

Introduction

103/09/22~
103/09/28

ReadinglStories That Deliver Business Insights 2014

103/09/29~
103/10/05

Reading2: Marketing Myopia Reading3: What's
wrong with strategy?

103/10/06~
103/10/12

Reading4: Building your compa}py's vision,1997
Readingd: Blue Ocean Strategy Havard Business
Review, Boston : Oct 2004,

103/10/13~
103/10/19

Reading6 GREENWASHING:A CONSUMER
PERSPECTIVE 2012(L99) Reading7To diversify or
not to diversify, 1996

103/10/20~
103/10/26

Reading8 Against the Green: A Multi-method
Examination of the Barriers to Green
Consumption2013(L73)

103/10/27~
103/11/02

Reading9: Environmental segmentation alternatives:
a look at green consumer behavior in the new
millennium, 1999

103/11/03~
103/11/09

Reading 10 Perceived Drivers of Green
Practices(L72)2013

103/11/10~
103/11/16

Readingll ReadinglZ2: Walking The Walk: How The
Theory Of Reasoned Action Explains Adult And
Student Intentions To Go Green, 2012
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103/11/17~
103/11/23

Midterm Test
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11 103/11/30 Readingl2: Why Might Organic Labels Fail to
Influence ConsumerChoices? Marginal Labelling and
Brand Equity Effects(N15), 2012
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12 Readingl3: Creating customer loyalty through
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Marketing Strategy Text and Cases by Ferrell and Hartlines 6th ed.02014
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