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BRI AL This Marketing Management course provided our international students with an
Asian perspective, introducing Asian marketing concepts and applications such as
Islamic marketing, Guanxi and Chaelbol to the course. Case Study Teaching
Method will guide students in better learning the course. With a balanced mix of
Asian and International case studies, Global MBA (GMBA) students are able to
better relate to the marketing concepts helping them learn faster and better.
To keep abreast of crucial developments in the field of marketing and business
ethics, the course will also explore both the theoretical and the applied aspects of
the role ethics plays in marketing. Articles on Marketing Ethics in the topics such
as consumer ethics, morality in marketing and corporate social responsibility are
covered with breadth and depth to paint a current and comprehensive picture of
the field today.
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I : UNDERSTANDING MARKETING MANAGEMENT
1 Defining Marketing for the 21st Century
2 Developing Marketing Strategies and Plans
Marketing Ethics: The General Theory of Marketing Ethics: The Consumer Ethics
and Intentions Issues
II: CAPTURING MARKETING INSIGHTS
3 Gathering Information and Scanning the Environment
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4 Conducting Marketing Research and Forecasting Demand
Marketing Ethics What Drives Ethics Education In Business Schools? Studying
Influences On Ethics In The MBA Curriculum
I: CONNECTING WITH CUSTOMERS
5 Creating Customer Value, Satisfaction, and Loyalty
6 Analyzing Consumer Markets
7 Analyzing Business Markets
8 Identifying Market Segments and Targets
Marketing Ethics A Review of Ethical Decision-Making Models in Marketing

IV: BUILDING STRONG BRANDS
9 Creating Brand Equity
10 Crafting the Brand Positioning
11 Competitive Dynamics
Marketing Ethics The Ethical Imperative of Constructive Engagement in a World
Confounded by the Commons Dilemma, Social Traps and Geopolitical Conflicts

V: SHAPING THE MARKET OFFERINGS
12 Setting Product Strategy
13 Designing and Managing Services
14 Developing Pricing Strategies and Programs

Marketing Ethics The Influence of Ethics Institutionalization on Ethical Decision
Making in Marketing
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. Introduction: Marketing? Think about it!
. Customers and Values

. Marketing Organizations and Strategies

. Ethics, social responsibility, and marketing environment
. Consumer Behavior

. Global consumers and markets

. Marketing Research

. Segmentation, positioning, and forcasting
. New products and services

10. Brands

11. Services Marketing

12. Pricing

13. Supply chains and marketing

14. Retailing and wholesaling

15. Advertising and promotion
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