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GENERAL INFORMATION
Faculty: TRESFLT

TA: ¥rd % (@n01811425@hotmail.com )
Time: 9/14~12/21 (19:00~21:45)
Venue: TFAHE
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LEARNING MATERIALS

Reference Books (Main)

® “Disciplined Entrepreneurship' 24 Steps to a Successful Startup” by Bill Aulet,
2013 ( TMIT§ &41%3%, T %)
® “Handbook of Consumer Behavior” by T. Robertson and H. Kassarjian eds.

® “Psychology of Attitudes” by Alice H. Eagly.
® “m X vsgiHLp” > § & £(2016) -

Online Simulation
® Innovation Marketing Simulation: Crossing the Chasm (Harvard)
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Term Project
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Supplementary Materials
@ F? VMU IN T RTEAEINEREG ) THRFFEAPRAT LR o

GRADING PoLicy

® Class Participation & Contribution () 20%
® Class Participation & Contribution (%) 20%
® Term Project (GROUP) 30%
® Final Exam 30%

COURSE CONTRACT
® Ikl HE & RERET-
® 9145t AL 3B kg AR
® idkmRRLaRP AT ER o

TIME/ SCHEDULE
Session 1 #F4¢ 4137 (9/14: §)

Content

® \What do we mean by “Marketing”?
® The relationships among marketing, innovation, and entrepreneurship.

Material
Case: #HE £ ¥ I'& 47.

Session 2 #4§w (9/21: %)

Content

® The essence of marketing strategy.
® Strategic decisions and the growth of a startup.
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Material
Case: 5 & ¥ F B,

Session 3 #F4l® & (9/28: %)

Content

® The marketing mixes.
® Entrepreneurial integration of marketing mixes.

Material
Simulation: Innovation Marketing Simulation: Crossing the Chasm [3#4§% 7]

Session4 §# § %73 (-) (10/5 #)

Content

® Definition of Consumer Behavior

B Wheel of Consumer Analysis

B Relationship with Entrepreneurship and Innovation
® Consumer Attitude Formation Process

B Antecedents and Consequences of Attitude

Session 5 i % ¥ i 3 (=) (10/12: §)

Content

® Marketing Research System
B Importance of finding consumer demands in Entrepreneurship and
Innovation
B Exploratory and Confirmatory Approaches

Session 6 i % ¥ 3 (=) (10/19: §)

Content
® Persuasion Strategies through ELM (Elaboration Likelihood Model) and MRH
(Multiple Role Hypothesis)
B Applications of ELM and MRH in persuasion strategies
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Session 7 i} % ¥ 7 % (=) (10/26: §)

Content

® Context Effects in product and brand perceptions
B Models of Context and Priming Effects
B Applications of Context Effects in Promotion and Advertising Strategies
® Consumer Correction for context bias
B Models of Bias Correction
B Applications of Bias Correction Process in Increasing product perceptions

Session 8 ¥ & ¥ 3 (7 ) (1L/2: )

Content

® Consumer Mood Effects
B Mood Effects in Product Judgments and Information Processing
B Applications of Mood Effects in Persuasion

Session 9 #3ggr f AR (11/9: §)

Content

® Marketing plan of the term project, a sanity check.
® Marketing analytics, a brief introduction.
® The uses and limitations of data in value creation.

Session 10 1% & § ®#d (- ) (11/16: §)

Content

® The three media effects in the digital world.
® Digital advertising.

Session 11 1% & § &#d (=) (11/23: §)

Content

® Communication in the SoLoMo context.
® Growth hacking.

Session 12 =% g = M TH7 | i3 3 (11/30: §)

Content

® The essence of experience.
® Managing experiences in value creation, delivery and communication.
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Session 13 #rg&d@ =4 (12/7: %)

Content

® Analyzing business models in the platform context.
® Business models in the “Internet+” world.

Session 14 # %2 (12/14: %)

Content

® The essence of experience.
® Managing experiences in value creation, delivery and communication.

Session 15 # % ¥ 3 (12/21: )
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