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This course in included the industry instructor's experiences and discussion for three weeks.

This course will help students understand the basic concepts of innovation management, construct
analytical framework and models, and understand how to apply successful marketing strategies
through the case study, by way of analysis and lessons which would be taught to achieve the above
object.

There are seven main teaching focus spindled as follows.

(1) the definition of innovation and creativity

Influence

(2) Innovation and creativity of the market development

(3) the construction of innovative thinking strategy

(4) changes inside the rules of the game, innovative customer value

(5) network management platform to expand the market

(6) by the brain processing operations and wisdom to create segments of the operating
characteristics

(7) The objective of positioning, differentiation advantages, deep focus
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To strengthen the ability in
analyzing the problems,
independent thinking and creating
innovation
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To strengthen the elf-innovative
and creative ability in solving the
problems.
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To train the students in writing
proposals and competition ability in
attending the contest.
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To strengthen the ability in
simulation to write a successful
proposal and have good
communication
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To train the students to understand
the real conditions and problems to
solve and recognize
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To help the students to understand
the basic concepts, framework and
models to write out a mature
marketing proposal.
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To train the students to create the
integrated marketing ability and
caring about the society.
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