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This course introduces an overall concept of the marketing of
high—technology products and innovations. The content includes strategic
market planning in high-tech firms, relationship marketing, Marketing
research in high-tech markets, pricing considerations in high—tech markets,

etc.
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the high-tech environment.
2. Help senior undergraduate
more understand related
issues of customer
relationship management,

3. Help senior undergraduate
understand various marketing
strategies of high-tech
environment,
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Mohr, J.,, Sengupta, S, and Slater, S. (2010). Marketing of High—-Technology
~ 13234 | Products and Innovations, Third Edition, Pearson.
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