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m Lecture topic

¢ Textbook: (EPrTIZHEH) 1 Introduction to Marketing
€ Module 1: 2 Marketing environments
Marketing Environment 3 Marketing research
@ Workshop 2 : 4 Consumer behaviour
Macro- and Micro-Marketing Environment . mEgmeniation; targeting ane pasitioning
A 6 Product & Services Strategy
/ Pricing Strategy
8 Place Strategy
9 Promotion - IMC
10 Marketing mix review
11 International Market Entry
12 Marketing Plan
13 Start Your Business
14 Course review and exam preparation
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&iELecture 2
E B Lecture 2 Case Study
IR Lecture 2 Major social influences

%%E‘U"?%I

» SLANXIR-EZF E5R Workshop 2 Economic Environment Analysis

» =0 Hr-EE ER Workshop 2 Case Study Costco

» SLANXIR-EZF 55R Workshop 2 Digital Technology

o o 25D EE Workshop 2 the impact of COVID-19 on marketing
W S5 SL -2 ER IR Workshop 2 Chinese Marketing Environment

’ ;&Fé% HZF£5R Assignment 2 Report on Chinese Marketing Environment
EISEE *‘ﬁfl‘ﬁj B-#Z % Workshop 2 Mind map
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Case Study Kodak XD, R4 T I
R R AR “BARRRN”

Brainstorming What major social influences is I E
impacting the world? SHT
What businesses might this influence?
Disadvantage?
Advantage?
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Brainstorming If you suddenly lost a big part of your ﬁﬂ%ﬁu WIS, 1L AR
income, what would be the first ZEHES P NHEHAIT IR A

things you give up?

Case Study L MEE ByCostcoBRIFEZFER EARFISIRITIE, 1 E TR
% Socio-cultural environment X} i 1%
Can you identify some cultural values EfRJEZME.
that are very different between China
and other cultures?

Brainstorming What influences does digital Ik AER G S, b A TR

technology have on marketing? technological f-:-n‘hflrc-nmt'-:-n’[XJL 137
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Case Study What are the influences of COVID-19
on the global marketing environment

Marketing Practice Does China have a positive
marketing environment?
Use PESTEL analysis method, and do
some detailed researches on
Chinese cosmetics market

environment.
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Marketing Report Report on Chinese Marketing ﬁ‘ﬂﬁ]ﬂmmazmg China iy,
Environment using the PESTEL BEMikE, iLFEFSHETF
model | B THAEE, f?ﬁmﬁﬁiuﬁ* ERUN

Mind Map Summarize the key points in Lecture i i B4 5 & ﬁﬁ, _—A%zs: =
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