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This purpose of this course is to address the marketing challenges brought
by the new media environments. New marketing strategies are required and
new insights of the consumers become necessary in the age of social media,
Therefore, in conjunction with reviews of marketing fundamentals, this
course focuses mainly on the impacts and future developments of new media
on the brand and competition strategies.
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106/02/13~
106/02/19

**x Course Introduction ***

106/02/20~
106/02/26

STEEPLE

** New Marketing Challenges** / 1.Chapter 1 & 3
(p.69-89), Kolter & Keller. / 2. Assignment #1 -
STEEPLE / 3.Lecture: Marketing Challenges &

106/02/27~
106/03/05

** Market, Product & Competition** /1.Chapter 8
11 & 12, Kolter & Keller. / 2.Assignment #2 —
SWOT & Product-Line Analysis / 3 Lecture: STP

106/03/06~
106/03/12

Planning

** Marketing Planning** / 1.Chapter 2, Kolter &

Keller. / 2.Lecture: Market Strategies / Marketing

106/03/13~
106/03/19

**Digital Analytics** /1.% ¥ 4§ & 1% & /Big Data:
The Management Revolution, McAfee & Brynjolfsson,
HBR, 2012/10./ 2. KX ¥ 23,088/ Analytics 3.0
Davenport, HBR, 2013/12. /33E&E & K3 ? You
May Not Need Big Data After All, Quaadgras, Beath
& Ross, HBR, 2013/12, /4. HAIE

K Boosting Demand in the “Experience Economy’,
HBR , 2015/01. /b5.Lecture: Big Data & CRM
(Customer Relationship Management)




106/03/720~
106/03/26

**Brand & Marketing** / 1.Chapter 9 & 10, Kolter &
Keller, / 2.Branding: From Purpose to Beneficence,
Kolter, The Marketing Journal, 2016/03 / 3.Brand
Equity Models: A Survey, Knowles, The Marketing
Journal, 2016/01. / 4.5 % s #4Lilly Pulitzer F4#& # X 41T
4%/What Lilly Pulitzer Learned About Marketing to
Millennials, Artun & Kelly, HBR,

2016/04. / 5.Assignment #3 - Dyson, NESPRESSO,
TWG Tea & ## R o

106/03/27~
106/04/02

**Brand Strategy** / 1:EBEZ R RF mIZE/Why Your
Customers' Social Identities Matter, Champniss,
Wilson & Macdonald, HBR, 2015/02. /248 % £
Mk w& /A Better Way to Map Brand Strategy, Dawar
& Bagga, HBR, 2015/06. / 3.Video: Content
Marketing — What can we Learn from Coca—-Cola
2016, / 4.Assignment #4 — Love Apartment &
Taiwan Beer

106/04/03~
106/04/09

BT R B E R

106/04/10~
106/04/16

**Optimizing the Big Data** /1.R R AE#E R L&
#/Don't Let Big Data Bury Your Brand, Horst &
Duboff, HBR, 2015/11, / 232 K #3545 B P/ The
New Science of Customer Emotions, Magids, Zorfas
& Leemon, HBR, 2015/11. /3 &R EE EwmiTA
% /Why Nordstrom's Digital Strategy Works (And
Yours Probably Doesn't), Ross, Beath & Sebastian,
HBR, 2015/08.

10

106/04/17~
106/04/23

**Social Media** /1.Chapter 18 & 19 (577-598),
Kolter & Keller. / 2. #LZ£4E8¥ 3046 % /Branding in the
Age of Social Media, Douglas Holt, HBR , 2016/03.
/ 3.2 @ ARAR 69 AL BRI BE 31 01 /Conducting a Social
Media Audit, HBR, 2015/12. / 4.{¢ #-2£44 88 b AR %
% /Your Company Should Be Helping Customers on
Social, HBR, 2015/07. /54LZE4t88 64 % B WAL R &
BEa%& /Your Biggest Social Media Fans Might Not Be
Your Best Customers, HBR, 2015/01,

11

106/04/24~
106/04/30

**New Platforms Strategies** / 1.5F & 425 #7250,
8| /Pipelines, Platforms, and the New Rules of
Strategy, Choudary , Alstyne & Parker, HBR,
2016/04. / 2485% F & T 3% R Z MK 4 /The Best
Platforms Are More than Matchmakers, Alstyne &
Schrage, HBR, 2016/08./ 3.4¢ & su 3| F & 2%

®& /Products to Platforms: Making the Leap, Zhu &
Furr, HBR, 2016/04,

12

106/05/01~
106/05/07

**Pricing & Promotion** / 1.Chapter 14, 15 &
16(484-502), Kolter & Keller. / 2.3 HI1% &) 32 3% %
#1/Don't be Undersold!, Steenkamp & Kumar, HBR,
2009/12. / 34T# &£ £ /&K How Do You Know
When the Price is Right? Dolan, HBR,

2014/02. / 4314544 % {8 4% % /How Consumers
Understand (and Misunderstand) Pricing Cues, HBR,
April 2015, / 5.Lecture: Price Elasticity




13 igg/g;/?f **Competition Strategies Revisited** / 1.2 4%+ 48 % F
# W B /How Smart, Connected Products Are
Transforming Competition, Porter & Heppelmann,
HBR, 2014/11. /2417 /Red Ocean Traps, Kim
& Mauborgne, HBR, 2015/03. / 34 F & a3 X £l
# ? What Is Disruptive Innovation ? Christensen,
Raynor & McDonald, HBR, 2015/12. /4.AfTEE ¥
1% ? Customer Loyalty Is Overrated, Lafley &
Martin, HBR, 2017/01.
106/05/15~ ) o
14 106/05/91 1. The Future of Corporate Social Responsibility(CSR),
Stuart Hart, The Marketing Journal, 2016/083.
/ 2.Assignment #5 — Analyzing Virtual Brand
Community
106/05/22~ o wm w1 g
15| 0605708 | Case Study: ¥ ¥ ou 1835 5%, /Expand the Menu?,
HBR, 2016/06.
106/05/29~ = .
16| 060604 | CasE Study: # =48 HE X KE¥/Can You Win Back
Online Shoppers? HBR, 2015/09.
106/06/05~ ) ) .
17 106/06/11 **Final Project Presentation**
106/06/12~ g
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