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"Marketing Strategy and Consumer Trend Analysis" is a course to explore
market trends and analysis, and to understand how to develop effective
marketing strategies to address these trends. The course content will cover the
following key points:
e Market Environment and Trend Analysis: Understand market

analysis tools and how to identify and interpret various trends in the

market.




e Consumer Behavior Research: Learn important theories of consumer
behavior, gain a deep understanding of consumer needs, preferences,
and purchasing decision processes, and learn how to collect this
information through market research.

e Marketing Strategy Planning: Based on market trends and consumer
behavior analysis, learn how to develop effective marketing strategies,
including market positioning, brand building, advertising promotion,
etc.

e Data Analysis and Application: Understand current tools for data
analysis and learn how to apply data insights in marketing strategy.

e Case Studies: Through the analysis of real cases, understand how
different companies respond to market changes and how their marketing

strategies succeed or fail.
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The objectives of this course are to:

e enhance students' market insight: To strengthen the students' ability
to perceive and understand market trends and dynamics.

e obtain deepen understanding of consumers: To provide an in-depth
understanding of consumer behavior, preferences, and decision-making
processes.

e master marketing strategy planning: To equip students with the skills
to develop and implement effective marketing strategies.

e develop practical case analysis skills: To develop students' ability to
analyze real-world cases and apply learned concepts in practical

scenarios.
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Evaluation MR 5 Participation 40%
MR £ 3135 Case Study 30%
| B *?&% Final Report 30%
CLASS SYLLABUS
Week | Date Content
1.
474 K& 443 Introduction of Marketing Strategy
o  fT4% 3 K% 4 Basic Concepts of Marketing
2 o  RUBATEYBYAEZE v iR #2 Framework and Process of Strategic Marketing
e 3G IEIT N M Market Environment Analysis
3.
H B HAT AR 5 Consumer Behavior Theories and Analysis
. H &R KB4 Consumer Decision-Making Process
4. o HEH P HEIT AKX Consumer Psychology and Behavioral Patterns
o Xt~ AHghEARZTHHETAHNHEE Influence of Cultural, Social, and
Personal Factors on Consumer Behavior
5.
7 355 48 %4 92 78 8] Market Trends and Forecasting
o AF 4 H ikFv T B Trend Analysis Methods and Tools
6. o TERI W IFEIbFv il & HF M ¥ Forecasting Market Changes and Consumer
Trends
o  BIEEEEHEY W 35 R & Data-Driven Market Insights
7.
BALAT 45 AL BE Y 3% K w8 Digital Marketing and Social Media Strategy
8. o  BMIATHY Rek vy R B F # Development and Implementation of Digital




Marketing Strategies
o AEHERE AT P &Y A & Role of Social Media in Marketing

o  HfuNZE LRI E I Digital Content and Brand Building

9.
23K T 355 R ek L 75 X AE4T4H Global Market Strategy and Cross-Cultural Marketing
o  AIRWIFH MK Global Market Analysis and Strategy
10. o I XALATH 8 Pk B B R w8 Challenges and Strategies in Cross-Culture
Marketing
. MR ou R85 3L 14 32 International Brand Building and Management
11.
B #1474 £ 82 T A Innovative Marketing Techniques and Tools
o T4 B %1t Fv I 7 £] # Marketing Automation and Technological
Innovation:
12. _ . . s= pe . -
o % Ui Fu s i@ 84744 Omnichannel and Multichannel Marketing
o REBFEIAILEELAITEH Fe9JER Big Data and Artificial Intelligence in
Marketing
13.
14. B E33#H (—) Case Study I
15.
16. Bl %33 (=) Case Study II
17.
18. A K3k % Final Report & Oral Presentation




