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一、教师信息（teacher’s information)
姓名(name)： 


Mrs Sabine ICHIKAWA

职称(your title)：


Dr. in Business History

办公室(office)：     

none  

电话(phone number)：

151 2105 3724  

电子信箱(your email)：
sabineichi@hotmail.com      
二、课程基本信息(Course basic information)
课程名称（中文）：
课程名称（英文）：Marketing for the creative industries
课程性质： □公共必修课 □专业必修课 □限选课  □任选课 □实践性环节
课程类别*：□学术知识类 □方法技能类 □研究探索类       □实践体验类
课程代码：
周学时：             总学时：                  学分:
先修课程：
开设专业：
三、课程 简介（the introduction of the class)
This class is focusing on the needs of 2nd year students majoring in the Creative Industries. It gives basic knowledge in marketing. It is based on marketing principles, and illustrated by applications to specific industries such as fashion, publishing, movies, art, etc. Some examples from the luxury industry and consumer society are mentioned. 
四、课程目标(course aim)
Marketing knowledge can be used in any industry but creative industries require a specific approach, as well as working in an international environment, in Shanghai or abroad. For this purpose this course aims at improving fundamental English skills and learning skills of 2nd year Chinese students. Secondly it aims at explaining the importance of marketing concepts, and applying them to their daily life and company cases that they will encounter in their internships and future career in creativity centred institutions or private firms.
Marketing related goals

· Understand the principles of marketing.
· Apply concepts to real case studies related to the creative industries.
· Acquire marketing analytical skills related to these industries
Secondary learning objectives

· Improve listening and written skills, by note taking and writing reports
· Improve oral skills (in class presentation, role plays, explanation of chapter contents orally, etc.)
· Learn team work methodology (group projects, group discussions, work sharing, etc.)

· Learn to ask question to help the class knowledge acquisition, and be active.
· Learn how to do research at the university level (methodology, quoting, sources….)
五、教学内容与进度安排*(teaching content and schedule)

General teaching approach

· General course

· Regular students’ research assignments and oral presentations

· Case studies in class

· Field research in Shanghai
· Group work in class to apply concepts of chapters, to existing brands
· Active exchange and discussion
General Contents 

1/ Methodology contents
· Note taking in English 

· Research methodology (primary and secondary data, various sources and data gathering, etc.)
· Report writing methodology in English
· How to work in groups

2/ Marketing contents

· Introduction to the study of marketing

· Macro and micro environment

· Marketing principles

· Market positioning and segmentation

· Consumer behavior principles

	Day
	授课内容及重难点(teaching content and the difficult point)
	授课形式(teaching form)
	课外学习要求(extracurricular learning requirements)

	1
	Introduction to the class and self-introduction.
	Students present each other in pairs, in front of the class. The class interests are listed on the board, and the link with marketing is underlined. 
	

	2
	 Chapter 1
	Class explaining the main concepts and key words. And students present the book they chose to study and the reason of their choice to their classmates
	Look for definitions of the word marketing

	3
	Chapter 2 
	Class, and students oral presentations
	Do research on 5 brands main activities to illustrate chapter 1 (one per group)

Read chapter 2 and prepare end of chapter exercises.

	4
	chapter 2
	Class and discussions 
	Bring key questions on the chapter.
Write a mission statement as in the book about the brand chosen

	5
	Chapter 3
	Class, and methodology on the book report.
	Read and prepare chapter 3

	6
	Chapter 3
	Review on the first three chapters, and small written test
	Review all three chapters.

Bring one page on China demographics and its influence on marketing decisions

	7
	Book report
	Presentation of books by students,  discussion and comments
	Students hand out a report on the book they have selected. 

	8
	Chapter 4
	Explanation of the key concepts
	Read and prepare chapter 4

	9
	Chapter 4
	Review and practice
	Review of chapter

	10
	Chapter 5
	Explanation of the key concepts
	Read and prepare chapter 5

	11
	Chapter 5
	Review and practice
	Students show the written work of their final research.

	12
	Chapter 6
	Explanation of key concepts
	Read and prepare chapter 6

	15
	Review 
	Review of all chapters, and test.
	Student need to review all chapters to bring questions

	16
	Final students presentation
	Students present their analysis of a creative institution/company’s marketing actions
	


六、修读要求(requirements to study for) 
The class comprises in-class lectures and discussions, group exercises, student presentations, readings, independent group and individual onsite study, a research project, and independent learning. 

七、学习评价方案(learning evaluation scheme)
Various differentiated forms of assessment are used to calculate the final grade. This includes research papers, projects, studies, oral participation, oral power point presentations, role plays, and short timely tests if necessary. The final assignment consists of research on one brand or company, or institution, in the creative industries. Students study its mission statement, marketing approach, and its marketing mix: product, place, promotion, price. 

Students are also graded on several skills, both written and oral.
· Regular small tests in class, for continuous assessment.

· Oral presentations

· Research on brands to apply concepts seen in class.

· A final power point, and a final test.

· Diary related to the class contents.

八、课程资源(course resources)
· Philip Kotler and Gary Armstrong, Principles of Marketing, 13th Edition, Tsinghua University Press and Pearson Education Asia Ltd., China Edition 2011.  
· They also study a book of their choice in English, related to the cultural and creative industries. It is not a novel but it should be related to the class contents. They need to read and write about it (movies, mangas, theater, fashion, cosmetics, publishing, crafts, Chinese culture, Beijing Opera, foreign culture, etc.).

九、其他需要说明的事宜(other matters to be sure)
The teaching methodology is based on active learning, where interaction is the key (with the instructor and with classmates). Therefore students are constantly given occasions to participate, ask and answer questions, and apply the concepts seen in class (during and outside of class). Various means are used, such as listening, improvising, playing roles, presenting, commenting, writing their opinions, evaluating each other’s work, etc.
The following bibliography is linked to my current research and enriches the class preparation:

· Daniel Araya & Michael A. Peters (Ed.), Education in the Creative Economy: Knowledge and Learning in the Age of Innovation, New York, Peter Lang Publishing, 2010.

· Mary G. Wolfe, Fashion Marketing and Merchandising (Student Workbook), Illinois, The Goodheart Willcox Company, 2009.
· Nancy N. Chen (et al.), China Urban: Ethnographies of Contemporary Culture, Duke University Press, 2006 (3rd printing).

· Richard E. Caves, Creative Industries: Contracts between Art and Commerce, Harvard University Press, 2002.

· Thomas Lockwood (Ed.), Design Thinking: Integrating Innovation, Customer Experience and Brand Value, New York, Allworth Press, 2009.
· Uche Okonkwo, Luxury Fashion Branding, New York, Palgrave McMillan, 2007. 


