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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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L6100 | ¥ Chapter 1 & 3 - HATSH TR, / 1.What
Next — on the Future of Marketing, The Marketing
Journal, 2016/01. / 2.Assignment #1 — STEEPL
/ Lecture — Marketing Challenges & STEEPLE
106/10/02~ . o e e g s
61008 | ¥ Chapter 8,11 & 12 - WiH@ME L2, T35k
¥, E%Rw. /1Targeting the Multicultural
Millennial, The Marketing Journal, 2017/01. / #7 % #
KA E R, 2017/04. / BF & duf T 48 #AKAT
4%(What Lilly Pulitzer Learned About Marketing to
Millennials), HBR, 2016/04. / 2.Assignment #2 -
SWOT / Product line, Product mix, Product life
cycle / Product perception map. / Lecture -
Product & Competition
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e10s | * Chapter 2 — ITEE R B Bt E ./ Lecture -
Demystifying Strategy: The What, Who, How and
Why. / Marketing Campaign Cases 1. / 1.Case Study
© P E B4R B2 (Expand the Menu)? HBR, 2016/08.
106/10/16~
106/10/22 Lecture — Big Data & CRM (Customer Relationship

Management) /1. KE3E % RAZ R, Viktor
Mayer- Schb‘nberger, HBR, 2014/07. / KEIE®F R G
FIF A% Victor Mayer—Schénberger, HBR,
2015/10. / ¥4 XHIEE KB, 78, 2015/06.

/2 EF— g, A, 2016/11. / #1133k eHR
B/BBERA/EEXEE, BEER, 2017/06. / CRM
3.0: Can Technology Bring Human Interaction Back
to Marketing? The Marketing Journal, 2017/03.

REFTARBEDFREERY > Tzl ~ A7 frL @
Bifap ANg R S ALERE o R B o NS SRR R

TR A RE LY B RRECicMIRE S 0 F S ER AR




106/10/23~
106/10/29

* Chapter 9 & 10 - Mm%k wg / Lecture —
From Purpose to Beneficence, The Marketing Journal,
2016/03. / Brand Equity Models: A Survey, The
Marketing Journal, 2016/01. / 1Brand Stories : #&w
X2, BHRS BHEERIBE /26BBLEE
Bt 2016, / WA FIREEE S A3, 2017, /
AL E, $hAE, 2016/04.
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1.The Power of Content Marketing, The Marketing
Journal, 2017/03. / w=hf A 7 &= 4§ YOUTUBE® K 47
$% % ®& Google BrandLab, 2015, / ¥ 3| ¥k L AH
%% ? (Do Search Ads Really Work?), HBR, 2017/04,
/ 248 W R 45 S R w4 (A Better Way to Map Brand
Strategy), HBR, 2015/06, /3. % R K& T Ao

B (Don't Let Big Data Bury Your Brand), HBR,
2015/11. /vAB8ER 48 % £ % K (Boosting Demand in
the Experience Economy), HBR , 2015/01,
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1.Social Media Marketing: A Practitioner Guide, The
Marketing Journal, 2017/05. / Social Media-
Considerations for B2C vs, B2B, The Marketing
Journal, 2017/06. /2. 3| A iz ##%? What's the
Value of a Like? HBR, 2017/04. / 2 @R ey 4L2F
¥ 58 38 ) (Conducting a Social Media Audit), HBR,
2015/12, / ABEM M QT AL REBEE (Your
Biggest Social Media Fans Might Not Be Your Best
Customer)s, HBR, 2015/01,
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1. & 42 5% #7958k 41 B (Pipelines, Platforms, and the
New Rules of Strategy), HBR, 2016/04. / /2. F &%
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$% 9 HBR, 2017/03. /3.Case Study: # =4I E XA
1£¥%(Can You Win Back Online Shoppers)? HBR,
2015/09. / Lecture — & # £ & /New Retailing
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* Chapter 14, 15 & 16 - =&, @R HAEE /
Lecture: Price Elasticity. / 1.3T:#& & 1% 1% % (How Do
You Know When the Price is Right)? HBR, 2014/02.
/2mHE ST 6 Ak, HBR, 2017/03, / 3Case
Study: & ¥1% & K K1t/Class — or Mass? HBR,
2013/01,
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1.5k 45 7 5 % #7/ Porter's Five forces on Indian
Business, Financial Management, 2010/06. / 2.0k 45+
48 3% % kB (How Smart, Connected Products Are
Transforming Competition), HBR, 2014/11. / 3A4+E F
7 B 3E X A #H?2(What Is Disruptive Innovation)? HBR,
2015/12. / 4.4t M (Red Ocean Traps), HBR,
2015/08.
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1.EMBEZBEALE (An Anthropologist Walks into a
Bar), HBR, 2014/03. / RE 4745 % (The Science of
Sensory Marketing), HBR, 2015/03. /23 RBEEXHARE
3 ¥ (Why Your Customers' Social Identities
Matter), HBR, 2015/02. /3. A1THE % ¥ T
1£?(Customer Lovalty Is Overrated), HBR, 2017/01,
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Lecture — The Future of Corporate Social
Responsibility(CSR), The Marketing Journal, 2016/03,
/ Marketing Campaign Cases 2. / Case
Study: #EAiz3%F ¥ F (Competing Against Bling),
HBR, 2017/05.
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