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This course aims to discuss the theories and applications of financial
marketing, The content includes four main areas: (1) the fundamental,
environment and ethic of financial marketing; (2) the behavior and
satisfaction of customers as well as target marketing and its segmentation;
(3) the product orientation, pricing, brand, innovation, and diffusion of
financial products as well as interactivity and customization in financial
industry; (4) sale channels, service personnel and physical environment in
financial industry.
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Farquhar, Jillian Dawes and Arthur Meidan, Marketing Financial Services ,
Palgrave Macmillan, 2010,
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