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The objective of the course is to provide a comprehensive framework for
understanding the principles of marketing, reflecting the major trends and
shifting forces that impact marketing in this digital age of customer value,
engagement, and relationships. Students will acquire essential knowledge and
principles of marketing, including the customer engagement framework and
fast—-changing marketing trends, Additionally, the course will cover online,
mobile, social media, and other digital marketing skKills,
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Enhance students' understanding of the marketplace
and consumer value,

Facilitate students development of the ability to
engage in marketing planning and analysis.
Strengthen students' skills in online, mobile, social
media, and other digital marketing,
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