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1.Purpose of the Course:  

The course applies the economics and management knowledge together to analyze practices cases. 

The destination is to help the students to master the concepts of international marketing, the marketing 

strategies of international environment, Marketing Ethics, Consumer Behavior, Business-To-Business 

Marketing, Global Marketing, Segmentation, Targeting and Positioning, Marketing Research and 

Information Systems, Product,Branding and Packaging Decision etc. We teach the theories and help 

students to apply the knowledge into marketing practices for investigation, planning, business report 

and marketing consults. 

2. Teaching  Objects:   

① Suitable for students ready for  professional degree  

② Suitable for students majoring in Economics, Business, Management 

In our course, undergraduate and graduate students can master market strategies to fix the problems 

of international markets and research methods to improve research level. 

3.Teaching Content:  

1 st week:  Chap1  Overviews marketing 

1-1 Learning Objectives 

1-2 Building Value Online 

1-3 Marketing Concepts 

1-4 Marketing Requires Product, Price, Place and Promotion Decisions 

1-5 Marketing Can be Performed by Individuals and Organizations 

1-6 Marketing Impacts Stakeholders 

1-7 Marketing Helps Create Value 

1-8 Value-Based Marketing 

2nd week:  Chap2  Developing Marketing Strategies and a Marketing Plan 

2-1 Developing Marketing Strategies and a Marketing Plan 

2-2 Sustainable Competitive Advantage 

2-3 Customer Excellence 

2-4 Operational Excellence 

2-5 Product Excellence 



2-6 Locational Excellence 

2-7 Marketing Plan 

2-8 Three Phases of a Strategic Plan 

2-9 Growth Strategies 

2-10 Market Penetration 

2-11 Market Development Strategy 

2-12 Product Development 

2-13 Diversification 

3rd week:  Chap3  Marketing Ethics 

3-1 Mattel – Product Safety Crisis 

3-2 Firm Goals 

3-3 The Scope of Marketing Ethics 

3-4 Attitudes About the Ethical Standards of Various Professions 

3-5 Creating an Ethical Climate in the Workplace 

3-6 The Influence of Personal Ethics 

3-7 Why People Act Unethically 

3-8 Competing Outcomes 

3-9 The Link Between Ethics and Corporate Social Responsibility 

3-10 A Framework for Ethical Decision Making 

3-11 Ethical Decision-Making Evaluation Questionnaire 

3-12 Integrating Ethics Into Marketing Strategy 

4th week:  Chap4  Analyzing the Marketing Environment 

4-1 Analyzing the Marketing Environment 

4-2 A Marketing Environment Analysis Framework 

4-3 The Immediate Environment 

4-4 Successfully Leveraging Company Capabilities 

4-5 Competitors and Competitive Intelligence 

4-6 Corporate Partners 

4-7 Macroenvironmental Factors 

5th week:  Chap5  Consumer Behavior 

5-1 Consumer Decision Process 

5-2 Type of Product or Service 

5-3 Evaluation of Alternatives 

5-4 Purchase and Consumption 

5-5 Post-purchase: Customer Satisfaction 

5-6 Post-purchase: Dissonance 



5-7 Factors Influencing the Consumer Decision Process 

6th week:  Chap 6  Business-To-Business Marketing 

6-1 B2B Marketing 

6-2 Manufacturers or Producers 

6-3 Resellers 

6-4 Institutions 

6-5 Government 

6-6 B2B Buying Process 

6-7 Factors Affecting the Buying Process 

6-8 Role of the Internet in Business-to-Business Marketing 

7th week:  Chap 7  Global Marketing 

7-1 Growth of Global Market 

7-2 Assessing Global Markets 

7-3 Economic Analysis General Economic Environment 

7-4 Evaluating Market Size and Population Growth Rate 

7-5 Evaluating Real Income 

7-6 Analyzing Infrastructure and Technological Capabilities 

7-7 Analyzing Government Actions 

7-8 Tariff and Quotas 

7-9 Exchange Control 

7-10 Trade Agreements 

7-11 Analyzing Sociocultural Factors 

7-12 Choosing a Global Marketing Strategy: Target Market (STP) 

8th week:  Chap8  Segmentation, Targeting and Positioning  

8-1 Segmentation, Targeting, Positioning Process 

Step 1: Establish Overall Strategy or Objectives 

Step 2: Describe Segments 

Step 3: Evaluate Segment Attractiveness 

Step 4: Selecting a Target Market 

Step 5: Identify and Develop Positioning Strategy 

8-2 Positioning Steps 

8-3 Perceptual Maps 

8-4 Repositioning 

9th week:  Chap9  Marketing Research and Information Systems 

9-1 Market Research Outcome 

9-2 Marketing Research 



9-3 Marketing Research Process 

   Step 1: Defining the Objectives and Research Needs 

   Step 2: Designing the Research Project 

   Step 3: Data Collection Process 

   Step 4: Analyzing Data 

   Step 5: Presenting Results 

10th week:  Chap10  Product, Branding and Packaging Decision 

10-1 Product Assortment and Product Line Decisions 

10-2 Change Product Mix Breadth 

10-3 Change Product Mix Depth 

10-4 Product Line Decisions 

10-5 Product Line Decisions for Services 

10-6 Branding 

10-7 Value of Branding for the Customer and the Marketer 

10-8 History in Advertising 

10-9 Brand Equity 

10-10 Brand Ownership 

4. Teaching  Methods:(Class, Seminar, Experiment, etc.)   

Class 

Assessment Method: (Examination, open or closed; Quiz; Papers) 

Exam 
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