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BE -B5EEIZ(Overview and Objectibes) XEMUAMIZEIEFRT D&

This course covers the fundamentals of marketing theory, concepts and management as applied to
marketing’ s strategic role in meeting customer needs in the international market, including product
(goods and services), price, promotion, distribution, consumer, segmentation, positioning, ethics,
research. Includes case studies, field works and creation of an actual marketing plan.

BEDODHNB-XT7Y1—-IbEREYI(Course content/schedule and Topics) XEXLUNDBEIEHRT D&

Week 1. Introduction of Global Marketing

Week 2. STP Marketing (Segmentation, Targeting, Positioning) part 1

Week 3. STP Marketing (Segmentation, Targeting, Positioning) part 2

Week 4. 3C+ Marketing (Customer, Company, Competitor, Channel, Cooperator)
Week 5. 4P Marketing (Product, Price, Promotion, Place) part 1, Cosmetics market
Week 6. 4P Marketing (Product, Price, Promotion, Place) part 2, Toiletries market
Week 7. 4P Marketing (Product, Price, Promotion, Place) part 3, Apparels market
Week 8. Analysis of Management Strategy (SWOT, 5 Forces, etc.)

Week 9. Internet Marketing (Case study 1: Amazon, eBay, Rakuten)

Week 10. Internet Marketing (Case Study 2: Google, Yahoo, Baidu)

Week 11. Global Marketing (Model and History)

Week 12. Global Marketing (Logistics and Information Technology)

Week 13. Global Marketing (Americas and Europe)

Week 14. Global Marketing (Asia and other Emerging counties)

Week 15. Wrap-up and Review for Final Exam

fBRE - SR (Assignments) X RN DIZEIFFIERT D&

Week 6. Report 1 (4P Marketing Analysis on Brewery industry in UK)
Week 13. Report 2 (Global Marketing Company Case Study: P&G)

ElE-2EE(Course Materials)

Reaquired Textbook: Principles of Marketing, 10t ed., by Samantha Silva
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Final Exam: 30%, Midterm Exam: 30%, Assignments: 10%x4=40%. SHBFEEZTCVB3ZEEMEITIC
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