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Learning objectives: This course, TIM-II, is the second course of “Technology Innovation and
Marketing - TIM” series. In contrast to TIM-I’s emphasis on technology innovations, this TIM-
I course focuses primarily on the business model, business planning and the marketing
strategies. As the theoretical support, TIM-II utilizes VCC framework as the fundamental

methodology for both Innovation’s creation and analysis.

In the previous course (TIM-I), the objective of the course was to provide materials and methods
to understand:

1. the definition of innovations, especially on technology innovations,

2. the innovations/destructions characteristics of technology revolution,
3. the analysis and the derivation of technology innovation practices,
4

the analysis and the derivation of innovative marketing practices.

In this course (TIM-II), the objective is to have in-depth study on the selected most-impact
Innovation cases, and the write-up of thoughtful and comprehensive case analysis reports. The
cases includes, but not limited to,
1. “FREE” — the Modern consumers behavior: free cell phones, free telephone calls,
free PC ...
2. Creative business Model and Entrepreneurs: modcloth.com, MagV.com, e-DVD,
toys, games,
3. Market share strategy: ELAN, HTC, Acer, Asus ...
Product road-map strategy on Innovations’ application: touch pad, mouse, keyboard,
remote control ...
5. VCC, China-rise and new opportunity identification: China’s destructive markets on
cell phones, TV, global factories, global standards ...
6. White-branding creation: Mediatek, VIA ...
7. New-branding creation: Vizio, Blackberry, Palm, HTC ...

Course Structure of each week:
Sec I: course lecture
Sec II: volunteer lecture
Sec III: case study discussion
Grading Policy:
Class Participation 15%; Homework 10%; Midterm 30%; Final 35%, Project: 10%
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Modcloth.com: A young girl’s venture

VCC—Value Creation Cycle
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