1B 107T8#Rry 1803k 4

PRAL E A

T8 &>

\%

| $ 3R W& 5t 5

o

g | ¥l
FFE* | YI.CHENG LIU

MARKETING PLANNING AND STRATEGY
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The course presents theory in the context of real , data—driven examples,
and then develops intuition to solve Problems. Students gain a practical
perspective , seeing how models connect to real-world decisions being made
in today 's firms and policy debates.
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107/09/10~
107/09/16

From Social to Sale: The Effects of Firm—Generated
Content in Social Media on Customer Behavior

107/09/17~
107/09/23

From Social to Sale: The Effects of Firm-Generated
Content in Social Media on Customer Behavior

107/09/24~

From Social to Sale: The Effects of Firm—Generated

107709730 Content in Social Media on Customer Behavior

13;22;3; From Sogial to.SaleI The Effects of Firm—Qenerated
Content in Social Media on Customer Behavior

12;;12;3 When Hostile Consumers Wreak Havoc on Your
Brand: The Phenomenon of Consumer Brand
Sabotage

107/10/15~ .

107/10/91 When Hostile Consumers Wreak Havoc on Your
Brand: The Phenomenon of Consumer Brand
Sabotage

12;;12;;2 When Hostile Consumers Wreak Havoc on Your
Brand: The Phenomenon of Consumer Brand
Sabotage

1322?%2 When Hostile Consumers Wreak Havoc on Your
Brand: The Phenomenon of Consumer Brand
Sabotage

107/11/05~ . , \

0L Exploring the Effects of 'What'(Product) and

'Where'(Website) Characteristics on Online Shopping
Behavior
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107/11/12~| _ .
10 W0T/11/18 Midterm Exam Week
107/11/19~
W or11/05 Exploring the Effects of 'What'(Product) and
'Where'(Website) Characteristics on Online Shopping
Behavior
107/11/26~
12 071902 Exploring the Effects of 'What'(Product) and
'Where'(Website) Characteristics on Online Shopping
Behavior
107/12/03~
B3| 07/19/00 Exploring the Effects of 'What'(Product) and
'Where'(Website) Characteristics on Online Shopping
Behavior
107/12/10~
14 107/19/16 A Thematic Exploration of Digital , Social Media ,
and Mobile Marketing :Research Evolution from
2000 to 2015 and an Agenda for Future Inquiry.
107/12/17~
15 107/12/93 A Thematic Exploration of Digital , Social Media ,
and Mobile Marketing :Research Evolution from
2000 to 2015 and an Agenda for Future Inquiry.
107/12/24~
16 107/12/30 A Thematic Exploration of Digital , Social Media ,
and Mobile Marketing :Research Evolution from
2000 to 2015 and an Agenda for Future Inquiry.
107/12/31~
17 108/01/06 A Thematic Exploration of Digital , Social Media ,
and Mobile Marketing :Research Evolution from
2000 to 2015 and an Agenda for Future Inquiry.
108/01/07~]| .
18 108/01/13 Final Exam Week
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