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OBJECTIVES

1. Recognizing the similarities and differences between industrial (or B2B or business)
marketing and customer marketing, this course emphasizes customer relationship
management and systematically addresses issues that are relevant for marketers serving the

needs of organizations.

2. Participants are expected to familiarize themselves with the problems that a manager may

face in business marketing contexts.

3. Participants are expected to develop the capability of solving practical problems in business

marketing contexts.

CLASS

CONTRACT

1. Form your group of 4~6 by March 2.
2. Participate actively, both in the class and in the group.
3. Complete the case assignments and readings before coming to the class.
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LEARNING MATERIALS

Dwyer, F. Robert and John F. Tanner (2009), Business Marketing:

Strategy, Relationships, and Learning.
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Grading Policy
< Participation and Contribution 40%
< Mid-term project 30%

< Term project 30%
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