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The purpose of Marketing is to give student a chance to understand the content of Internet Marketing Management. The
topic of this course including : Introduction, Defing Marketing for the Twenty-First Century, Adapting Marketing to the
New Economy, Building Customer Satisfaction, Value, and Retention, Winning Markets Through Market-Oriented
Strategic Planning, Gathering Information and Measuring Market Demand, Scanning the Marketing Environment,
Analyzing Customer Markets and Buyer Behavior, Analyzing Business Markets and Business Buying Behavior, Human
Information Processing of Web Sites, What a Web Site Should Look Like, Dealing with the Competition, Identifying
Market Segments and Selecting Target Markets, Positioning and Differentiating the Market Offering Through the
Product Life Cycle, Developing New Market Offerings, Designing Global Market Offerings Setting the Product and
Brand Strategy, Designing and Managing Services, Developing Price Strategies and Programs, Designing and Managing
Value Networks and Marketing Channels, Managing Retailing, Wholesaling, and Market Logistics, Managing
Integrated Marketing Communications, Managing Advertising, Sales Promotion, Public Relations, and Direct
Marketing,.
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{20k © Philip Kotler, Swee Hoon Ang, Siew Meng Leong and Chin Tiong Tan “Marketing Management” Prentice
Hall Pearson Education Asian Pte Ltd, 23/25 First Lok Yang Road, Singapore 629733

Sp sk : Jagdish N. Sheth, David M. Gardner, and Dennis E. Garrett “Marketing Theory : Evolution and Evaluation”
John Wiely & Sons, USA, 1988

FIEEN(EGRENRARBEER) |

Week1 : Introduction
Week2 : 1.Defing Marketing for the Twenty-First Century /.2. Adapting Marketing to the New
Economy/3.Building Customer Satisfaction, Value, and Retention

Week3 : 4.Winning Markets Through Market-Oriented Strategic Planning/5.Gathering
Information and Measuring Market Demand / 6.Scanning the Marketing Environment

Week4 : 7.Analyzing Customer Markets and Buyer Behavior / 8.Analyzing Business Markets and
Business Buying Behavior

Week5 : 7. Human Information Processing of Web Sites /

Week6 : 8. What a Web Site Should Look Like ~ Week7 : 9.Dealing with the Competition

Week8 : 10.Jdentifying Market Segments and Selecting Target Markets

Week9 @ .Midterm Examination

Week10 : 11.Positioning and Differentiating the Market Offering Through the Product Life Cycle

Week11 : 12.Developing New Market Offerings; Week12 : 13.Designing Global Market Offerings

Week13 : 14.Setting the Product and Brand Strategy :

Week14 © 15.Designing and Managing Services / 16.Developing Price Strategies and Programs

Week15 : 17.Designing and Managing Value Networks and Marketing Channels / 18. Me@ﬁa*g‘igg

Retailing, Wholesaling, and Market Logistics N )

Week16 : 19.Managing Integrated Marketing Communications / 20.Managing Advert giné, Sales
Promotion, Public Relations, and Direct Marketing Y
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Week17 : Final Report and Review; Week18 : .Final Examination .
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