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Course Website

#A27 5 ¢ Course Objectives:

Course Introduce basic marketing concepts

Objectives Introduce marketing topics related to technology
Introduce the topics and trends of sustainable marketing

Learning Objectives:

Communication with a marketing mindset

R&D thinking with a marketing mindset

Integrate sustainability concepts into R&D thinking

Understand the different marketing issues related to B2B, B2C, and
technology.

#A%~ % . 1. Fundamentals of Technology and Sustainable Marketing: Concepts and
Outline of Theoretical Frameworks
Lectures 2. The Role of Sustainable Development Goals and Corporate Social
Responsibility in Brand Management
%. Ggeen Product Design, Circular Economy, and Sustainable Consumption
rends
4. Stakeholder Management and Sustainability Communication Strategies
5. Measuring Sustainable Performance
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Instruction & %343 Group discussion : 20%
% 5|# 34 Case study : 20%
i)Y Practical exercises : 0%
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Textbooks

Riad Shams, S. M., Brown, David M, & Hardcastle, Kimberley. (2025).
Sustainable Marketing: Strategic Marketing for People, Planet and
Pg?gét (1st ed.). Springer Cham. https://doi.org/10.1007/978-3-031-
7 =7

Belz, Frank-Martin, Peattie, Ken, & Onel, Naz. (2025). Sustainability
Marketing: A Global Perspective (3rd ed.). John Wiley & Sons Ltd.

Mohr, Jakki J., Sengupta, Sanjit, & Slater, Stanley. (2014). Marketing
of High-Technology Products and Innovations (3rd ed.). Pearson.

Riad Shams, S. M., Brown, David M, & Hardcastle, Kimberley. (2025).
Sustainable Marketing: Strategic Marketing for People, Planet and
Pg?gét (1st ed.). Springer Cham. https://doi.org/10.1007/978-3-031-
7 =T

Belz, Frank-Martin, Peattie, Ken, & Onel, Naz. (2025). Sustainability
Marketing: A Global Perspective (3rd ed.). John Wiley & Sons Ltd.

Mohr, Jakki J., Sengupta, Sanjit, & Slater, Stanley. (2014). Marketing
of High-Technology Products and Innovations (3rd ed.). Pearson.
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Notice

Generative Al tools should be clearly disclosed.
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Grading

Class Participation and Discussion:Based on attendance, preparation,
participation in discussions, and engagement in class activities.
Individual Assignment:

Students will complete short assignments related to sustainable
marketing concepts, cases, or current industry issues.

Group Presentation / Case Analysis:

Students will work in groups to analyze a company, product, or
sustainability issue and present their findings and recommendations.
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Notes

Students are expected to attend classes regularly and participate
actively in class discussions and activities. Please complete assigned
readings or preparation before class when required. Group discussion
and teamwork may be included in class activities. Students are expected
to contribute fairly and communicate respectfully with classmates. All
assignments must be submitted on time. Late submissions may receive a
grade penalty unless prior approval i1s given.




