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B e R This course focuses on functional level marketing strategy in Cultural & Creative
Industries(z /BRI E ZEZE) and Non-Profit Organizations(FE & F]14#£#). The
overall goal of the course is to develop your ability to think strategically about
marketing problems and their potential solutions. To achieve this goal, the course
focuses on the marketing planning process as the basic framework for integrating
and coordinating marketing decisions.
Specifically, you will develop skills in establishing and evaluating marketing
plans, strategies, and implementation programs so that you will be better prepared
to solve the marketing problems and to grasp the marketing opportunities you will
encounter in your profession.
wriE H AR The main learning emphasis in this course is placed on improved critical thinking
ability(analytical and creative) as it relates to marketing strategy and
implementation. The specific objectives of this course include:
Reviewing the essentials of marketing management
Understanding the impact of strategic marketing decisions on the firm
Gaining insight into the "real world" frustrations/rewards of making marketing
decisions
« Learning how to assimilate information from a variety of sources (Internet,
library, etc.)
«  Applying decision models used by today's marketing managers
« Learning how to develop a marketing plan
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6. BNTITZERATIHER

K AV N | 1. Introduction & Team Setup
2. Situation Analysis, SWOT Analysis
3. Strategy - Segmentation, Targeting Positioning
4. Tactics - Products and Prices
5. Tactics - Place and Promotion
6. Marketing Implementation and Control
HEITR
SFEJIA
fEEHE (ki
2EER
FEFH
HEER
FEEH 14 N—H e8RS0 5EEL MER
2. SER S —IRE B EAIETHH T = (S E K EH)
3. SERIREE R T RS - WEEEEEST - TS EN - DRHP
AT
4. BIRSBCSeBATHAEE - OISR T - A -
2SN 0
FikeEs 1 ik
e s 2
AT L
PRSI 2




