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MarTech in 2008, the number of commercial problem-solving solutions
offered by global MarTech has grown from 947 in 2014 to over 8, 000
today. Undoubtedly, MarTech has significantly influenced brand
communication and management for businesses. This course will explore
the fundamental concepts of brand management and the impact of
marketing technology on brand communication, enabling students to
understand: (1) how to leverage MarTech to build a brand, and (2) how
to plan brand communication strategies amid the wave of digital
transformation. Furthermore, the course includes hands-on activities,
where students will design their own brands and utilize technological
tools to conduct brand image surveys and analyses.
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Introduction to Digital Transformation and Brand Communication
2. Digital Transformation and Business Models

g.f}nnovative Technology Creating New Business Models: Black Whale
offee

4. Innovative Technology Creating New Business Models: Hermin Textile
5. Customer Relationship Management under Marketing Technology

6. Precision Marketing under Marketing Technology

7. Brand Public Relations Crisis in Marketing Technology

8. Building Brand Elements with Technological Marketing Tools

9. Strengthening Brand Communication Using Technological Marketing:

Data Collection

10. Conducting Brand Visualization Analysis Using Technological

Marketing

11. Google Analytics and Brand Communication
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Grading
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Attendance & Class Participation: 10%
Course Reflection: 10%

In-class Assignments: 10%

Midterm Report: 30%

Final Report: 40%
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