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The main purpose of this course is to develop a structural framework to
help the students understand and practice the marketing function. By
learning the integration for the marketing function and related elements as a
strategic and consistent marketing plan, the students will extensively get in
touch with the following issues: marketing framework, marketing
organization, marketing environment, segmentation and market target, and
marketing mix etc,
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1 | 09/13 | Understanding Marketing Management

2 | 09/20 | Gathering Information and Scanning the Environment

3 | 09/27 | Conducting Marketing Research and Forecasting
Demand

4 | 10/04 | Creating Customer Value, Satisfaction, and Loyalty

5| 10/11 | Analyzing Consumer Markets

6 | 10/18 | Analyzing Business Markets

7 | 10/25 | Identifying Market Segments and Targets

8 | 11/01 | Building Strong Brands




9 | 11/08 | BA ¥ FHKiA
10 | 11/15 | Setting Product Strategy
11 | 11/22 | Designing and Managing Services
12 | 11/29 | Developing Pricing Strategies and Programs
13 | 12/06 | Designing and Managing Integrated Marketing
Channels
14 | 12/13 | Managing Retailing, Wholesaling, and Logistics
15 | 12/20 | Designing and Managing Integrated Marketing
Communications
16 | 12/27 | Managing Mass and Personal Communications
17 | 01/03 | Creating Successful Long—-Term Growth
18 | 01/10 | AR KB
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