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(Course
Description)

To be a top tie business school in Asia, we will develop global leaders equipped
with creative thinking, specialized knowledge and ethical principles. DBS has the

following five specific missions.

pelf=gE
(Course
Object ives)

The objectives of this course are to (1) provide students' specialized knowledge
with a fundamental understanding of the marketing process; (2) discuss some of

the marketing strategy alternatives available to marketing managers;
insight for marketing decision

students'

communication skills in English.

(3) increase

(4) develop creative thinking/problem
solving skills for marketing problems and (5) developstudents' written and oral

EUCE e
MAHE (E)
2+o| 2+ (Method) HIZ (Percentage)
o2 XE
(Course 29| (Lecture) 70
Structure) — . ;
E22E (Discussion/Presentation) 30
dongguk)' EST 0 B *Z(NP17xxxx) Z219 : 2019-06-25 10:05:46
UNIVERSITY

1/7




_ HIE (Percentage)
EIIRA (Category)
BAAE BAS
=AM (Attendance) 15
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. E-mail and E-class will be used as the primary tools of communication with
E-mail and . . ) . . .
students. Students are responsible for all information sent via their designated
E-Class .
e-mail accounts and posted on the e-class by the professor.
Academic This class follows the University’ s policy of academic integrity that is
HONESTY available in the University course catalog.

Assurance of Learning — Learning Goals & Learning Objectives

L
Chk Learning Goals Learning Object ives evel of
Concentration
— - " Engli
V| st |Global competitiveness | Ugi-oi|ACT!Ity to communicate in English 1
at an acceptable level
Ability to identify and understand
UGT |Global competitiveness UG1-02 | global dynamics of business and
economic differences
Innovative thinking and Ability to understand a functional
UG2 . . uG2-01 | . ) . .
problem solving ability interaction of business environment
J UG Innovative thinking gnd G202 Ability tg set up strategies to 3
problem solving ability solve business problems
J | Ues |Business ethics Uga-o1 | 0111ty to understand ethical 3
problems related to business
. . Ability to identif t
UG3 |Business ethics UG3-02 l.l y o eﬁ ! ¥ corporate
social responsibility
J Uc4 Functional knowledge in UG4-01 Ab|!|ty to aQapt to fast changing 5
management business environment
Uc4 Functional knowledge in UGA-02 Ab|!|ty to recognize and analyze
management business problems

Assurance of Learning — Assessment Tools

ID Tools Check

TC11 Class Homework

TC21 Team Project

TC22 Individual Term Project N

TC23 Individual Presentation

TC31 Student Survey Regarding Improvement in English Communication Capability

TC32 Business Ethics Short Essay

TC41 Class Quiz

Wi
Ju
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ID Tools Check

TC42 Class Exam N

TC51 Discussion Evaluation

TCHh4 Peer Evaluation

ETCT

ETC2
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(Remarks)

1) Orientation: Introduction of Course Structure

2) lce Breaking 1: Beauty Tips

Marketing: Creating and Capturing Customer Value (Ch.1)

1. lce Breaking 2: Z& 2l 5&HHA
-What is Marketing?
-Understanding the Market place and Customer Needs

2. lce Breaking 3: DHOIEZINAM DM IZC=Z
—-Designing a Customer-Driven Marketing Strategy
—Preparing an integrated Marketing Plan and Program
Building Customer Relationships

-The Changing Marketing Landscape

Company and Marketing Strategy (Ch.2)

1. lce Breaking 4: Marketing Myopia
—Companywide Strategic Planning: Defining Marketing’ s
Role

2. lce Breaking 5: My Career Plan
—Planning Marketing: Building Customer Relationships
-Marketing Strategy and the Marketing Mix

Analyzing the Marketing Environment (Ch.3)

1. lce Breaking 6: 90-10 Principle
-The company’ s Micro Environment
-The company’ s Macro Environment

2. lce Breaking 7: Grit
-Responding to the Marketing Environment

Managing Marketing Information (Ch.4)

1. lce Breaking 8: The Seven Habits of Highly Effective
People

- Marketing Information to Gain Customer Insights

- Assessing Marketing Information Needs

2. lce Breaking9: 4211t S0l 12X
-Marketing Research

Understanding Consumer Behavior (Ch.5)

UNIVERSITY
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ES 2ol &Y HlD
(Week) (Class Topic & Contents) A2 (wZ) (Remarks)

—Consumer Markets and Consumer Buyer Behavior
—Buyer Decision Process

-

2. lce Breaking 10: LIE Z&AIZY = As 2

—Buyer Decision Process for New Products

1. Real Marketing Review

7
2. iPad Case
1. Mid-term Exam
8
2. Special Lecture by CEO
Customer-Driven Marketing Strategy (Ch.6)
1. lce Breaking 12: Rick Rigsby CH&H &
9 -Market Segmentation

-Market Targeting

2. lce Breaking 13: F0I2= UIstAHHA
—Differentiation and Positioning

10 Hol iday

Product, Services and Brands (Ch.7)

1. lce Breaking 14: 2I=ZE AHIA
-What is a Product?

H —Product and Service Decisions

2. lce Breaking 15: =HEZ UIstHL
—Branding Strategy: Building Strong Brands

Pricing (Ch.9)

1. lce Breaking 16: Spirit Airline Al
—Factors to Consider When Setting Prices
12 | -New Product Pricing Strategies

2. lce Breaking 17: Southwest JILH &
—Product Mix Pricing Strategies
-Price Adjustment Strategies

Marketing Channels (Ch.10)

1. lce Breaking 18: &9 XA
-Supply Chains and the Value Delivery Network
13 | -Nature and Importance of Marketing Channels

2. lce Breaking 19: Applel &¢I 24
—-Channel Design Decisions
-Channel Management Decisions

14 | Engaging Consumers and Communicating Customer Value
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E= 2oLHE SEAA Hl 2
(Week) (Class Topic & Contents) A2 (wZ) (Remarks)
(Ch.12)
1. lce Breaking 20: Mi0|Q &o|M
-The Promotion Mix
-IMC
2. lce Breaking 21: Creativity
—-Advertising
-PR
1. Final Exam
15
2. Supplementary lessons
0N S = =2 Aot M2 =0 28t &2 XNAA0 2t 32, €9 nd
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