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National Kaohsiung University of Science and Technology
Application of Offering English-Instructed Course

¥ 3B #r (Date of Application ) 113/02/22 1120206 ¥ T 4%
Bk kA . T ﬁ, /%W 113 ¥ # B Academic year
Mg Academic year ¥
Class Department and semester _ 1 & % Semester
P2
S
AL - AL Chinese| * 55 /P B 13
Course Title | # % |o .  Method Credit(s)/Hour(s)
English
’1‘\, ;\ z [ F’B Z f.{‘lb\
B 810063 * o My @
Course Number Class
13 /E 13 O« 12 Required SEF TR |
. . . . Mg g
Required/Elective |Il:E 2 Elective Department
o% #% Professor
R X . 0% i Tenured| . .
PR | m§ %“ - W % Project O&| Assocuitte P.
Teacher’s Name Position ’ M= 72 345 Assistant P.

i Adj ,
o = Adjunct 03 f# Lecturer

EFHE~ % (Course Description)

1.#%c % P & (Teaching objectives)

The objectives of this course are to help graduate students comprehensively understand the domain

knowledge of research methods and guild them toward achieving competence and proficiency in the

theory of research and practice to research. Upon completing this course, students will be able to apply

the concepts and methods introduced to their graduation thesis and future work after graduation.

2.%c8 % & (Syllabus)

The teaching content covers 6 areas: (1) The nature of research and defining a research topic, (2) Research
approach, (3) Research instruments, (4) Sampling plan, (5) Master thesis structure, (6) Instruction for

writing thesis.

3.3 4% 2 (Texts)

Cooper, D. R., & Schindler, P. S. (2018). Business research methods (13" ed.). McGraw-Hill/ Irwin.

4.%+ % (Reference Materials)

To be provided by the lecturer




5.% %8 & & % (Course Schedule)

&=
Weekly

E R R
English Course Content

% 1 Notes
Gt B ORKE %5 8 1)
BB AL b - o R
e ~HPRY )
(Remarking the open day. The
teacher needs to demonstrate
teaching at least once a
semester, ruling out weeks of
mid-term and final exams.)

Week 1 (09/12)

Course Introduction

Week 2 (09/19)

Research in Business +

Ethics in Business Research

Week 3 (09/26) | 7= 3 '%T h R R Think like a researcher

Week 4 (10/03) | 72 7 K 1% Research Design: An
Overview

Week 5 (10/10) | (F& & ciB- %) (One day off for National
Holiday)

Week 6 (10/17) | B {247 7 Qualitative Research

Week 7 (10/24) | 4 2k i+ Experiments

Week 8 (10/31) | 23 # 2 Surveys il i

Week 9 (11/07) | #p ¢ ¥ Mid-term assignment

Week 10 (11/14) | ;p| & Measurement

Week 11 (11/21) | p| & = B Measurement scales

Week 12 (11/28) | ¥ & {1 & Questionnaires and
Instruments

Week 13 (12/05) | B~4 Sampling

Week 14 (12/12) | ey 3 # frds i Analysis and Presentation

of Data

Week 15 (12/19)

FE BT R TA

Exploring, Displaying, and

Examining Data

Week 16 (12/26)

B iR 38

Hypothesis Testing

Week 17 (01/02)

R B P B

Measures of Association

Week 18 (01/09)

BN LEERR S

Presenting Insights and

Findings: Written Reports

6.% < = % =2 (Evaluation method)

Class discussion & attendance: 20%; Group assignment: 25%; Mid-term exam: 25%; Final-term report:

30%




7.3 % & F(Classroom requirements)

Students are required to prepare materials before participating class and to review their works after the
class

Arim %2 & 4 & < it # (How to improve students' English ability)

The course is lectured in English, and students are advised to interact with lectures and classmates, which

can enhance students’ listening and speaking ability. In addition, the students are

encouraged to form groups for discussion with those from other countries to ensure the discussion is in
English. Students are also required to read some published papers in English, which enhance their reading
ability. The mid-term and final-term exams are carried out in English to improve their English reading and
writing ability.

9.4t 24 B 4 JE 17 & ¥ foi(How to assist students to acquire professional knowledge)

DARER R 0 1584 5 4 48 ¥ (Recording lessons aid students to review)
BTA # 04 @f %5 4 (TA assist to tutor students)
n# @ (i) ° (Others / Described in detail)
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A A HEL [ SENCY e w
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= Aad o#f* Lecturer

EFHE~ % (Course Description)

1.%% p #&(Teaching objectives)

This course (International Intellectual Property Law) purpose is to equip the students enrolled in the
class with understanding of basic intellectual property concept and related important debates. At the same
time, this course also expects the enrolled students could gain the English ability to handle related legal
disputes through English lecture in the class. The general principles in intellectual property field will be
mentioned. And some highly disputed topics will also be further discussed in this course. The intention for
students’ final presentations is to encourage students to develop their own independent research ability. By
walking through this course, hopefully, students can understand basic thinking of intellectual property
protection, at the same time, would have cultivated their interests in intellectual property protection.

2.% 8 % & (Syllabus)

This course is mainly introducing international treaties regarding intellectual property protection and
also illuminating the important disputes to intellectual property protection. The overall description of this
course is as follows:

(1) The basic concept of intellectual property

(2) Trade-Related Aspects of Intellectual Property Rights (TRIPS) treaty

(3) The definition of the trademark and related basic concept

(4) The likelihood of confusion in trademark protection

(5) The dilution of famous trademark protection

(6) The basic concept of copyright

(7) The non-copyrightable work

(8) Property rights and moral rights in copyright protection

(9) The fair-use doctrine in copyright

(10)Several important topics in copyright protection

(11)The basic concept of trade secrets

(12)Several kinds of approach in trade secrets protection

(13)The basic concept of patent

(14)Unfair competition in patent




3. 4% #L % (Texts)

None. The course will proceed with slides for different subjects.

4.% % % (Reference Materials)

Intellectual Property: Patents, Trademarks, and Copyright (Nutshell Series)

Intellectual Property: Law & the Information Society—Cases and Materials
(James Boyle, Duke Law School,Jennifer Jenkins, Duke Law School,Publisher: Independent)

5.% % i& B 4 (Course Schedule)

% 3 Notes
Giitze# ﬁﬁi&«k * FH
BapBL > - = RERY
F X B REN R gk i)

Weekly English Course Content (Remarking the open day. The
teacher need to demonstrate
teaching at least once a semester
ruled out weeks of mid-term and
final exams.)

: FEMARS AL
) The basic concept of intellectual property
EFEFMLAEM AT
2. Trade-Related Aspects of Intellectual Property Rights
(TRIPS) treaty
; B RS AN A el
) The definition of the trademark and related basic concept
4 BARRET R a2 A
] The likelihood of confusion in trademark protection
5 F PR AT i R L
) The dilution of famous trademark protection
F e gk s
6 The basic concept of copyright
7 PR FITRRESEIH
] The non-copyrightable work
q Fie AR F AR
' Property rights and moral rights in copyright protection
9 FITE LR
) The fair-use doctrine in copyright
0 ¥ iTfp kS B £ & R
' Several important topics in copyright protection
. ¥ERR R AL BAL
The basic concept of trade secrets
12 ¥ ERG RS P RT
' Several kinds of approach in trade secrets protection
13. £ Jlenfk A #£ 4 The basic concept of patent
14. £ J]en7 o L 54 Unfair competition in patent
15. #§ % 3F 2. Final presentation




16. #) % 3F 2. Final presentation

17. #) % 3F 2. Final presentation

18. #) % 3F 2. Final presentation

6.% < = % :* % (Evaluation method)

The final score will be divided into two parts. Class participation will count for the first part of evaluation.
The first part includes class attendance and also involvement in class discussion. The second part is the
final presentation related to issues in intellectual property protection. Each part will occupy 50% of the
final score.

7.3 % & F(Classroom requirements)

Students enrolled in the course are expecting to full attendance to classes. And vigorously involving in class
discussion is highly recommended. The final presentation for every enrolled student should no more less
than 25-30 minutes and concise PPT is also required for the presentation.

BAarim & 2 & 4 ® < it 4 (How to improve students' English ability)

By lecturaling in English, it would expect that students can improve the professional legal English ability.

9.4rim 5 04 B 4 JE 17 & ¥ o3 (How to assist students to acquire professional knowledge)

WA 0 12 8 4 47 ¥ (Recording lessons aid students to review)
mTA 584 4t H 5 4 (TA assist to tutor students)
n# @ (i) ° (Others / Described in detail)
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English
A A REE B 2hrT %
B B10052 * o Ayio @
Course Number Class
N WVt O~ 1% Required CEF o R s | o
BIEG * i Requi E ARG PP
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Teacher’s Name Position o4 = Adjunct M 2 12 $c3% Assistant P.
- 03 f# Lecturer

EFHE~ % (Course Description)

1.#%c % P & (Teaching objectives)

This course has three main objectives: (1) to introduce to students the classic theories and practice of
consumer behavior and the implications of the most current academic research in the field, (2) to provide
students with basic understanding of consumer behaviors in the digital age using contemporary concepts,

and (3) to enable students to apply consumer behavior concepts to real- world marketing problems.

Additionally, reading and completing assignments on contemporary case studies will facilitate students’
understanding of the hot issues in consumer behavior. In-class discussions and group assignments will
allow students to share viewpoints among peers and work out solutions in a team.

2.%c8 % & (Syllabus)

Understanding consumers and the influences of consumer behavior is crucial for explaining and predicting
consumption-related behavior in individuals and organizations alike. This course introduces the
fundamental concepts, principles, and theories of consumer behavior and relates them to the practice of
marketing. Drawing on both psychological and sociological viewpoints, this course covers individual
factors, such as motivation and needs, perception, learning, personality and lifestyle attitudes, and external
socio-cultural factors, such as family, social groups and group processes, social class, culture and
subculture in the context of consumption. This prepares students for making informed decisions about
managing and responding to consumers' needs and wants.

3. 4%#1 % (Texts)




Consumer Behavior: Buying, Having, and Being (Global edition) Michael R.

Solomon

Pearson, 12t Editon, 2019

4.% % % (Reference Materials)

To be provided by the lecturer

5.% % i& & % (Course Schedule)

&=
Weekly

R
English Course Content

% 1 Notes
(e B AR 005 £ 90
BAap AL > - & R
ok )
(Remarking the open day. The
teacher needs to demonstrate
teaching at least once a semester,
ruling out weeks of mid-term and
final exams.)

Week 1 (09/13)

HARA R

Course Introduction

Week 2 (09/20)

R T T

Buying, Having, and
Being: An introduction to
consumer

behavior

Week 3 (09/27)

TR R

A AL

Consumer and Social
Well-being

Week 4 (10/04)

K3t i

Perception

O

Week 5 (10/11)

EYyeEik

Learning and Memory

Week 6 (10/18)

B 4 2

Motivation and Affect

Week 7 (10/25)

B

LR~ Ee

The Self: Mind, Gender,
and Body

Week 8 (11/01)

Personality, Lifestyles,

= and Values
Week 9 (11/08) e Mid-term assignment
Week 10 (11/15) | fs R &R Attitudes and Persuasive
Communications
Week 11 (11/22) AW #5T 2 R F | Decision Making
7T &
Week 12 (11/29) | MR ~ # * 2 ¥ | Buying, Using, and
Disposing
Week 13 (12/06) | 4824 < 454 Groups and Social Media
Week 14 (12/13) | Jo » 8232 ¢ 1# Income and Social Class
Week 15 (12/20) | ij f =c = it Subcultures

Week 16 (12/27)

Culture (I)




Week 17 (01/03) WF He (II) | Culture (IT)

Week 18 (01/10) AL Final-term report

6.% < = % :* % (Evaluation method)

Class participation & discussion: 20%; Individual and group assignments: 50%; Final report: 30%

7.3%% £ F(Classroom requirements)

Students are required to prepare materials before participating class and to review their works after the
class

BAarim & 2 & 4 ® < it 4 (How to improve students' English ability)

The course is lectured in English, and students are advised to interact with lectures and classmates, which can

enhance students’ listening and speaking ability. In addition, the students are

encouraged to form groups for discussion with those from other countries to ensure the discussion is in
English. Students are also required to read some published papers in English, which enhance their reading
ability. The mid-term and final-term exams are carried out in English to improve their English reading and
writing ability.

9.4 5 04 B 4 JE 17 & ¥ o3 (How to assist students to acquire professional knowledge)

O3ARERR: > 1524 8 4 45 ¥ (Recording lessons aid students to review)
mTA #5244 5 4 (TA assist to tutor students)
of @ (F#%it) * (Others / Described in detail)
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Course Title #< |Supply Chain Credit(s)/Hour(s)
English [IManagement

XA BE B a1

132B10027 1 # &
Course Number Class
d. i3 /iE 13 | Di‘i v}, Requ‘ired SCEF AT R k0 Ty
Required/Elective [m:E 2 Elective Department
W #c 3= Professor
o e 1 . . M2 = Tenured |—_ . . ]
Fog S S LN A =Ny 3‘%“* - T4 % Project [ ]&] # 4% Associate P.
Teacher’s Name |~ Position e ,,: Adjunct [ ]e4 3 4% Assistant P.
- [ J# ¢ Lecturer

EFE~ % (Course Description)

1.%% p & (Teaching objectives)

Supply chain management (SCM) is concerned with efficient integration of suppliers, factories, warehouses
and stores so that products are distributed to customers in the right conditions and at the right time. This
course intends to explore the key issues associated with the operations and management of supply chains.
Throughout the progress of the course, students are expected to understand how businesses operate globally
in marketing, production, procurement and logistics from the perspectives of material and information flows
and be able to apply SCM practices to solve real world problems. Several cases will be discussed in class
such as Zara, Apple, Foxconn, Walmart, DHL, Harley Davidson, etc. to enhance student understanding of
SCM practices. In this course, we implement PBL (Problem—based learning) that students have to find and
study the real-world cases that best explain the theories and practices to be discussed.

2.% 8 % & (Syllabus)

The course contents include introduction of supply chain management, postponement in SCM, SC bullwhip
effects, network design and modeling in a SC, information technology and decision- support systems for
supply chain management, quick response (QR)/ECR/VMI, strategic alliances and outsourcing strategies,
warehousing in a SC, Packaging for SCM, Sustainability in SCM, performance measurement, etc.

3.4 3 (Texts)

Supply Chain Logistics Management, 4th ed., Donald J. Bowersox, David J. Closs, and M. Bixby Cooper,
McGraw-Hill, 2012

4. %+ % (Reference Materials)

10



Handouts and papers

5.% % i& B 4 (Course Schedule)

% 3L Notes
Grisie Bt =5 £ L@

a = W R B ;i»@,;]i;}g)@iﬁ“ﬁ}?ﬁ N TR
Week English Course Content (;Iote: The EMI class needs to be open at

least once for observation during the
semester, ruling out of mid-term exam,
final exam and holidays.)

1. Introduction 21st Century Supply Chains

2. Supply chain integration and collaboration

3. | Bullwhip effects and beer games RS

4. PBL and Case Study 1 B e A

5. | E-hub, Information sharing and SCIS B e B

6. Quick response (QR), efficient consumer response (ECR), VMI

7. Postponement in supply chains

8. PBL and Case Study 2

9. Logistics and logistics cost analysis

10. | Customer Relationship Management

11. | Procurement and Manufacturing

12. | PBL and Case Study 3

13. | Warehousing in SCM

14. | Packaging and Green Supply Chains

15. | Risk and Sustainability 1

16. | Risk and Sustainability 2

17. | PBL and Case Study 4

18. | Final Exam

6.% < = 4 :* 7 (Evaluation method)

1. Exam (30%) ~ 2. Case Project (50%) ~ 3. Class Participation (20%)

7.3 % & F(Classroom requirements)

roles.

Students are expected to study and discuss for the PBL and the cases. Be participative and play your good

Arim 2 & 4 & < it # (How to improve students' English ability)

11




The course is lectured in English and students are required to interact with Professor and other students,
which can enhance students’ listening and speaking capability. In organizing teams for case discussion,
students are required to form with those from other countries to make sure the discussion is performed in
English. Case reports and the final exam are carried out in English to improve their English reading and
writing capability.

9.4t 04 B 4 JE 17 & ¥ & (How to assist students to acquire professional knowledge)

W2 458 0 #5848 4 47 ¥ (Recording lessons aid students to review)
WTA ¥t 4 5 4 (TA assist to tutor students)
[ ]# & (33%%iF) ¢ (Others / Described in detail)

12
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Application of Offering English-Instructed Course

¥ 3P #r (Date of Application ) 1120206 5 T 5%

. Bg & /8
L 2 ¥ L . ’

B Rl ? Fetd 4 5T Academic year

and semester

113 & # & Academic year

Class Department 1 % 3 Semester

P>
) AL NER - .
N - Chinese | '’
B Sy : 55 B/ i 33
Course Title w |lOpicson Credit(s)/Hour(s)
En‘ lish International
g Marketing
Course Number Class
13 12 % 1% Required ICEF TR kAT o
Required/Elective (i 2 Elective Department e
[ 1% #= Professor
< u b2 . - B = Tenured |27 )
PRI L 3 4 3"%“« - C1E % Project W 7] %% Associate P.
Teacher’s Name 7 Position O llx A d'Junc ) [ )B4 72 3% Assistant P.
= A4 [ ]3¢ Lecturer

EFE~ % (Course Description)

1.#%c % P & (Teaching objectives)

To provide a framework for understanding managerial and operational problems in the fields of international
marketing, and to learn and resolve marketing-related problems that companies face in practice.

2.%c8 % & (Syllabus)

This course is designed to enhance students’  knowledge about the complex environment of international
markets. Using a combination of lecture, case studies, reading assignments and in-class discussion, students
learn about such topics as world market environment, international marketing research, and international
marketing mix strategy.

3.3 41 2 (Texts)

% % ¢ ! International Marketing, 18th ed.
> f’tﬂﬁ : Cateora et al.
=~ d1sRAk @ McGraw Hill, 2020

BBy B

4. %+ % (Reference Materials)

Lo | ole

wook

13

-

<
TL

VRRAL

Y\'!l,

g
5.% % i& B % (Course Schedule)

13




% 3* Notes
Gritie Bt =5 £ L@
WEAEI - SO RFERDC PR

N R S Sk~ BRI
Week Enghsh Course Content (Note: The EMI class needs to be open at

least once for observation during the
semester, ruling out of mid-term exam,
final exam and holidays.)

1. w1 introduction

) w2 international marketing introduction, international marketing

) planning process

3 w3 global market environment, discussion

4. w4 global market environment, discussion

5. w5 social cultural environment, discussion

6. w6 social cultural environment, discussion

7. w7 multinational market groups, discussion

8. w8 multinational market groups, market entry modes, discussion

9 w9 market entry modes, discussion, group update on

) international marketing plan

10. | w10 products and services, discussion

11. | wll products and services, discussion

12. | wl2 international channel management, discussion

13. | wl3 international channel management, discussion

14. | wl4 global marketing communication, discussion

15. | wl5 global marketing communication, discussion

16. | w16 global pricing decisions, discussion

17. | wl7 global pricing decisions, discussion

18. | wl8 presentation of IM plan

6.% <~ = 4 :* 7 (Evaluation method)

40% group discussion & presentation 40% international marketing plan 20% class participation

7.3%% £ F(Classroom requirements)

This course provides a framework for understanding managerial and operational problems in the fields of
international marketing, and to learn and resolve marketing-related problems that companies operating in
foreign markets face in practice. To highlight these issues, there will be a discussion on specific topics or

company cases in each session. Students are expected to prepare well and participate in the discussion.

BAarim & = & 4 ® < it 4 (How to improve students' English ability)

9.4t 4 B 4 JE 17 & ¥ o (How to assist students to acquire professional knowledge)

[]# # (33Fit) © (Others / Described in detail)

WA sr 3 > w2 5 4 48 ¥ (Recording lessons aid students to review)
WTA 285 3 5 4 (TA assist to tutor students)

14
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B FAE Academic year 3
Class Department and semester _ 1 % ¥ Semester
P
. . |FTer L g g
A F AL Chinese AT R T S 33
Course Title # < |Technology and Credit(s)/Hour(s)
English Innovation Management
A AL BTt %
o 132B10056 * o Fri- @
Course Number Class
Si/EH |02 Required At E
Required/Elective |Il:E 2 Elective Department F
O%c# Professor
o o 1 v C e 0% iz Tenured| _ , ,
PEEKET A L - %‘« e W % Project O8] Fi Assocn.lte P.
Teacher’s Name Position 0 fI, Adjunct M= 32 332 Assistant P.
- O#LEF Lecturer

EFE~ % (Course Description)

1.%4 p #&(Teaching objectives)

This course is designed to provide students with a comprehensive understanding of technology innovation
management in businesses. By completing this course, students will have: (1) a familiarity with current
topics in strategic innovation management, such as innovation networks, disruptive innovation, open
innovation, social innovation, (2) an understanding of contemporary global technology and innovation
trends, (3) an understanding of the strategies most effective for exploiting innovations, (4) the ability to
apply these concepts directly to real world situations, and

(5) skills to identify, evaluate, and resolve a variety of issues relating to poor innovative performance in
large firms as well as entrepreneurial firms.

2.%c8 % & (Syllabus)

Technology and innovation management includes a variety of topics. This course approaches technology
and innovation issues from the entrepreneur and manager's perspective and strategic perspective. Building
an organization that can continuously generate and commercialize innovations is one of the core
concerns of top management. Thus, any leader should be conversant with the leading thinking on innovation.
In addition, we will consider the relationship between processes and structures for innovation in firms, the
strategies for exploitation, and the environment in which these must be designed (e.g., competition, rate of
technological change, sources of innovation). The course combines lectures, case studies analyses, and
student presentations. The readings are drawn from research in the management of technological innovation
and technology- based entrepreneurship, as well as from economics and organizational theory. The case
studies provide an extensive opportunity to integrate and apply these tools in a practical business context
and draw from various firms and industries.

15



3. 4% #L % (Texts)

John R. Bessant, Joe Tidd (2015). Innovation and Entrepreneurship, 3™ edition. Wiley

4.% % % (Reference Materials)

Mazzarol, T., & Reboud, S. (2020). Entrepreneurship and Innovation - Theory, Practice and
Context, Springer Singapore.
To be provided by the lecturer

5.% % i& & % (Course Schedule)

F=x
Weekly

Y S N
English Course Content

% 3L Notes
(s B SRk = 5 B9
BATBAET - = R
NI e <)
(Remarking the open day. The
teacher needs to demonstrate
teaching at least once a semester,
ruling out weeks of mid-term and
final exams.)

Week 1 (09/11)

Course Introduction

Week 2 (09/18)

Overview of Technology and Innovation Management

Week 3 (09/25)

Social Innovation

Week 4 (10/02)

Innovation, Globalization and Development

Week 5 (10/09)

(Adjusted Holiday for National Day - No Class)

Week 6 (10/16)

Sustainability-led Innovation

[ RO

Week 7 (10/23)

Entrepreneurial Creativity The TRIZ theory

Week 8 (10/30)

Sources of Innovation

Week 9 (11/06)

Design Thinking

Week 10 (11/13)

Mid-term Exam

Week 11 (11/20)

Exploiting Networks

Week 12 (11/27)

Developing New Products  and Services

Week 13 (12/04)

Creating New Ventures

Week 14 (12/11)

Case study Discussion (1)

Week 15 (12/18)

Case study Discussion (2)

Week 16 (12/25)

Business Model and Capturing Value (1)

Week 17 (01/01)

Business Model and Capturing Value (2)

Week 18 (01/08)

(New Year Holiday — No Class)

6.% < = % =% (Evaluation method)

Class discussion & attendance: 30%; Mid-term assignment: 35%; Final exam: 35%

7.3%% & $(Classroom requirements)

16




Students are required to prepare materials before participating class and to review their works after the
class

Arim 2 & 4 & < it # (How to improve students' English ability)

The course is lectured in English, and students are advised to interact with lectures and classmates, which
can enhance students’ listening and speaking ability. In addition, the students are encouraged to form
groups for discussion with those from other countries to ensure the discussion is in English. Students are
also required to read some published papers in English, which enhance their reading ability. The mid-term

and final-term exams are carried out in English to improve
their English reading and writing ability.

9.4 5 4 B 4 JE 17 & ¥ o (How to assist students to acquire professional knowledge)

O5AT47 82 > 15 B2 5 4 48 % (Recording lessons aid students to review)
BTA # 04 @f § 5 4 (TA assist to tutor students)
o (;ﬁ—;ir—zi) : (Others / Described in detail)

17
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74 % Academic year ¥
Class Department and semester _ 1 & % Semester
¢ 2 L
BT P o T
WAz %,_ Chinese 5 B/ P i 33
Course Title w2 Credit(s)/Hour(s)
. . |Brand Management
English
A HFL ERESERCE B RT3
Course Number Class /
&g/ [0 2 Required FEF AT T
i . 74 %
Required/Elective |Il:E 2 Elective Department
W #c 3= Professor
o ! . M2 = Tenured |—_ . . )
PEEHFFE L L 3"%“« - 4 % Project E] é’»tafs: éssom.ate P.
Teacher’s Name Position 4 iz Adjunct [ ]e4 3 4% Assistant P.
- [ J##-## Lecturer

EFE~ % (Course Description)

1.%% p & (Teaching objectives)

This course is expected to complete a sequence of teaching objectives such as knowledge understanding,
knowledge integration, and knowledge application. Two major objectives of this course are (1) to assist
students to be familiar with the concepts, theories, and issues of brand management; and (2) to help students
to develop the essential skills needed for working in the field of brand management.

2.% 8 % & (Syllabus)

The primary purpose of this course is to provide a comprehensive and up-to-date treatment of the subjects of
brands, brand equity, and brand management. Because the marketplace has become increasingly complex and
competitive, brand management is more important and challenging now than it ever has been. A strong brand
can simplify decision-making, reduce risk, and set expectations for consumers. Brands offer tangible and
intangible benefits to the companies who manufacture them, the retailers who sell them, and the consumers
who buy them. The strategic brand management process is introduced and explained in-depth. This course
also describes some of the past and present challenges faced by brands and states that the purpose of the
course is to set forth principles, models, and frameworks that will help guide students through these
challenges as they plan and execute brand strategies.

3.4 3 (Texts)

2 ¢ : Strategic Brand Management, 5th eds., 2020
ﬁ‘—ﬁ : Keller and Swaminathan

A=
® v
A=
® v

4. %+ % (Reference Materials)
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¢ : Marketing Management, 16th Edition 2022
T’Fj‘ﬁ : Kotler, Keller and Chernev
At 1 Pearson

Brid
5.% % i& & % (Course Schedule)

% 3L Notes
Grisie Bt =5 £ L@
WEAEL - SO RFERD Y PR

&= B3 RGN T T~ RLER)
Week El’lgllSh Course Content (Note: The EMI class needs to be open at

least once for observation during the
semester, ruling out of mid-term exam,
final exam and holidays.)

Introduction of Brands and Brands Management(l)

Introduction of Brands and Brands Management(l1)

Customer-Based Brand Equity and Brand Positioning(l)

Choosing Brand Elements to Build Brand Equity

Designing Marketing Programs to Build Brand Equity

1
2
3.
4. Customer-Based Brand Equity and Brand Positioning(Il)
5
6
7

Integrating Marketing Communications to Build Brand Equity(l)

Integrating Marketing Communications to Build Brand

Equity(1l)
9. Mid-Term Exam
10. | Branding in the Digital Era(l) Class Open
11. | Branding in the Digital Era(ll) Class Open
. Leveraging Secondary Brand Associations to Build Brand Class Open
Equity(l)
1. Leveraging Secondary Brand Associations to Build Brand Class Open
Equity(1l)
14. | Designing and Implementing Brand Architecture Strategies Class Open
15. | Introducing and Naming New products and Brand Extensions(l) | Class Open
16. | Introducing and Naming New products and Brand Extensions(I1)

17. | Managing Brands Over Time

18. Final Exam

6.% < = % > 7 (Evaluation method)

Class Participation and discussion (20%); Group and individual assignments (50%); Exams (30%)

7.3%% & F(Classroom requirements)
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Classes normally will be conducted utilizing a combination of discussion, case analysis, in-class exercises,
breakout teams, application exercises, and various aspects of industry analysis to be prepared prior to class
and discussed in class. Your own contribution to the classroom discussion based on your own knowledge and
your experiences is a critical part of the success of the course for everyone. Informed, interesting, and
insightful comments should be the norm. Quality of contribution rather than merely quantity of "talk time" is
the key to success.

BAarim & 2 & 4 ® < it 4 (How to improve students' English ability)

Encouraging students to engage more in collaboration and cooperation for the term project.

9.4t 4 B 4 JE 17 & ¥ o (How to assist students to acquire professional knowledge)

WA sr 3 > w2 5 2 48 ¥ (Recording lessons aid students to review)
BTA #5244 B 5 4 (TA assist to tutor students)
[ ] i (G73%if) ¢ (Others / Described in detail)
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National Kaohsiung University of Science and Technology
Application of Offering English-Instructed Course

¢ ;frB #y (Date of Application ) : 113.02.26 1120206 ¥ E_5&

B2k kA 5 g2 08 T ﬁ. /%W 113 % # B Academic year

Blefs 3T Academic year 1 £ % Semester
Class Department and semester | |———— 5
N
‘ . T Rwdm
WAL L AL Chinese B B/ P 33
Course Title # <> |Strategic Credit(s)/Hour(s)
English [Management

Course Number Class

213 )3 1 % 1% Required ICEF TR kAT _
Required/Elective |Il:E 2 Elective Department o

[ ]#c#= Professor

[ ]&] #c# Associate P.
W= 22 % Assistant P.
[ J#FF Lecturer

. , . . B E = Tenured
o2y Y b ¢ N B i1

PRI L F3 % AR o %d‘ [1% % Project
Teacher’s Name Position (14 = Adjunct

EFHE~ % (Course Description)

1.%c % P & (Teaching objectives)

The overriding purpose of the course is to sharpen students’  abilities to think strategically and to diagnose
situations from a strategic perspective. The course is also designed to integrate the knowledge gained in prior
core business curriculum. The skill-building portion of the course is built around exercises and case
discussion that emphasize the application of key concepts and analytical tools. The course aims to create new
knowledge and insight into the importance of strategic alignment and transformation and into the related
issues of  ‘creating true strategic power’ and  ‘strategy delivery in organizations’ .To allow students to
structure their ideas on strategy implementation issues and strategic transformation processes, this course also
trains students to apply knowledge about strategic concepts, tools and strategy processes in discussions on
real life cases.

2.% 8 % & (Syllabus)

A case-based course that focuses on analyzing and responding to complex organizational situations from a
general manager’ s perspective. The processes of strategizing, the impact of organizational contexts and the
subsequent strategic tensions are explored so as to understand the adoption of various strategic practices. The
framework of tools and perspectives that enables the general manager, which in turn our students endeavor
for, to cope with the permanent process inherent to the strategic tension. This is where strategy evolves from a
rather static design (intended strategy) to a dynamic process (emerging strategy).

3. 4%#1 % (Texts)
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#® < % % ! Strategic Management: An Integrated Approach: Theory (Asia Edition)(13e)
#® v 4 & Charles W. L. Hill, Melissa A. Schilling, Gareth R. Jones

# % d15%4+  Hwa Tai Publishing ( # # 2 i)

v > %— ‘*'f,. : ﬁ\\lx ?

¥ > i '?'Iz % > ;j;‘

P daRAE 4%}.&? i

4.% % % (Reference Materials)

R

1.Hill, C. & Jones, G. (2015), Theories of Strategic Management with Cases, 11th eds. Cengage Learning
2.Grant, R. (2010), Contemporary Strategy Analysis: Text and Cases, 7th eds. Blackwell

3.Carpenter, M. & Sanders, G (2009), Strategic Management: A Dynamic Perspective, 2nd eds. Pearson
4.Barney

5.% %8 & & % (Course Schedule)

# 3= Notes
GFitze Bkt =5 8 L@
F = B e ?i@;i;)\;t)f%ﬁ%ﬂﬁﬂ SH R
Week English Course Content (Note: The EMI class needs to be open at

least once for observation during the
semester, ruling out of mid-term exam,
final exam and holidays.)

1. What Is Strategy and the Strategic Management Process?

2. Evaluating a Firm’s External Environment

3 Evaluating a Firm’s External Environment ~ Evaluating a

] Firm’s Internal Capabilities

4. Evaluating a Firm' s Internal Capabilities ~ Cost Leadership

5. Cost Leadership

6. | Product Differentiation

7. | Product Differentiation ~ Flexibility and Real Options

8. Flexibility and Real Options

9. Collusion

10. | Collusion

11. | Vertical Integration

12. | Vertical Integration

13. | Corporate Diversification

14. | Corporate Diversification

15. | Organizing to Implement Corporate Diversification

16. | Strategic Alliances

17. | Mergers and Acquisitions

18. | Mergers and Acquisitions

6.% < = % :* 7 (Evaluation method)
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Class Participation and discussion (20%); Group and individual assignments (50%); Exams (30%)

7.3%% & F(Classroom requirements)

Students are required to preview every week’ s lecture materials and assignments for the purpose of in-class

discussion. Students are also encouraged to think through the pros and cons of each proposed solution to
business problems.

BAarim & = & 4 ® < it 4 (How to improve students' English ability)

9.4t 4 B 4 JE 17 & ¥ foi(How to assist students to acquire professional knowledge)

WA sr 3 > w2 5 2 48 ¥ (Recording lessons aid students to review)
WTA 22 3 % 5 4 (TA assist to tutor students)
[J# # (#3%it) : (Others / Described in detail)
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